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efficient, quiet, complete- 
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SYSTEM 


STRATO-CLEANER 
“Clean out of this world”’ 
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IN SALES AND PROFITS FOR YOU 





The new Apex Strato-Cleaner surpasses every 
home cleaner on the market! It has the most 
powerful motor ever built in a home vacuum 
cleaner ... and that’s the BIG difference. The 
Strato-Cleaner has TWICE the POWER of the ordi- 
nary cleaner on the rug ... and TWICE the CON- 
VENIENCE for above-the-rug cleaning! Its faster, 
easier, more thorough cleaning power means 
faster, easier sales and profits. One look tells you 
it's styled for feminine appeal, with more built-in 
convenience-features than any home cleaner! And, 
it's equipped with a complete set of “basement- 
to-attic’” cleaning tools for every home cleaning 
need ...a really red-hot profit-maker for you! 


TO APEX DEALERS: 


Offers you the finest in features that Close Sales ! Veteranswho have sold home 


cleaners for years have been 
amazed when they have seen 
the power of this new Apex 
Another FIRST for Strato-Cleaner. Our new pan- 

ay cake 1 h.p. motor is some- 

2 =5 ar ie STRATO-CLEANER ! thing fhrasehnns new to the 
Y/ 7) : a . easiest-to-remove can industry, and we are giving 
ister lid in entire cleaner it to you in the smartest 
field, a sales feature sure to home cleaner design in his- 
click with customers! No tory. This combination of 
clumsy struggling with better performance, plus top 
power-unit or hose to litt styling gives you the finest 
out disposable dust bag! opportunity in years for big 
Just lift off lid with one 


POWER SELECTOR: Gives complete con CLEANER COASTER: | glides effortless- : volume salesin home cleaners. 
hand—remove bag ina 


trol of the suction at the nozzle for every ly, silently on mar-proof rubber wheels 
. ith the other! 
type of rug and home cleaning job Rubber bumpers protect furniture second with e 
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It really has had the trade buzzing— Westinghouse 
TV and Radio coverage of the two big political 
conventions. 

But that was only the beginning. 

Now come still more thrill-packed events starting 
with a 13-week series of TV-Radio debates between 
the candidates and other national leaders. These 26 
debates promise to be the most exciting free-for-alls 
since the Lincoln-Douglas debates. Then, as a fit- 
ting climax, there’ll be an all-evening-long, election 


night party—also sponsored by Westinghouse. 

Backing up these “Pick the Winner” activities is 
the biggest advertising and sales promotion pro- 
gram ever launched by Westinghouse. The entire 
family of Westinghouse appliances will be featured 
—including majors and housewares—thus insuring 
a mounting volume of summer and fall sales. 

In other words, Westinghouse retailers are not 
only on the right side of the fence—but the sunny 
side of the street. C’mon over! 


WESTINGHOUSE ELECTRIC CORPORATION ~- ELECTRIC APPLIANCE DIVISION - MANSFIELD, OHIO 


Westinghouse 


THE NEW 


“PRESIDENT” 
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Now you can sell complete protection «nPermag las 


“AUTOMATIC WATER HEATERS 


- FIRST with glass-surfaced ONLY water heater with 
Only Permaglas has ' steel tank that can’t rust Four B.I. Protection against 





F e ‘ because glass can’t rust! all corrosive attack. 
our B. I. Protect 
ome 0 ec 10n Stimulating Consumer Interest 


The exciusive Four Basic Improvements ere: The complete story on Permaglas water heaters and how 
Glass-surfaced steel tank that can't rust Four B.I. Protection guards against the ravages of “Ruthless 
Because glass can’t cust Rust” is being told to 90,000,000 readers in full page ads 

2 Absence of dissimilar metals inside the tank! in LIFE, BETTER HOMES & GARDENS, AMERICAN HOME, 

3 Interior tank fittings shielded from electro- HOl JSE BEAUTIFUL and LIVING FOR YOUNG HOMEMAKERS. 
lytic action . . . the cause of all corrosion! As This Permaglas advertising, plus your Permaglas sales pro- 
en ee ee ee eee en x motion program, is a combination to stimulate consumer 
by protector! interest in your market area. Contact your Permaglas 

supplier for your tie-in kit. 











MAIL THE COUPON TODAY! ~~~ 


Water Heater Division 

Dept. EM-8 52, Kankakee, Illinois 

Send me the complete, uncensored story of ‘MURDER IN THE 

TANK” and how it can put more money in my pocket, selling 
AUTOMATIC WATER HEATERS Permaglas Water Heaters. 


Name 
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The East 








By ROBERT W. ARMSTRONG 


Air conditioners, fans and 
freezers hot... TV summer 
slowdown . . . Appliance deal- 
ers branch out 


I'S a long way from being a boom, 

but things are picking up. Eastern 
appliance dealers were just about ready 
to spend the rest of the summer feud- 
ing and fishing when the last two 
weeks of June brought both the sun 
and the customers out of hiding. 

Air conditioner and _ fan sales 
boomed from Washington to Boston 
until they careened into the stone wall 
of short supplies. One big maker sent 
his top small appliance specialist to 
the Massachusetts factory to speed fan 
shipments. Another producer, making 
78,000 air conditioners this year, said 
that he was 20,000 units oversold and 
by July 1 had shipped 50 percent more 
than he sold in all of 1951. And deal- 
ers all over the East were scrambling 
for air conditioners of any make and 
any price. 

Some of the effects of awakened 
consumer demand were ironic. Dis- 
count houses were reportedly moving 
air conditioners at $10 or $15 pre- 
miums above list. Other were still 
cutting price to bone-scraping levels. 


Good Season All Season? Air con- 
ditioner sales should stay up all sum- 
mer now, says one big department 
store executive, who advances the 
logic that an early hot spell such as 
we had in June stimulates buying and 
gets people interested. Prior to the 
hot spell his sales equalled 1951 
levels, but ever since he’s been mov- 
ing about 40 units a day. “I can sell 
every unit I can lay my hands on right 
now,” he declares. The same story 


holds for fans. His company’s biggest 
fan year was 1949, and 1952 sales so 
far beat that record. 


A specialty dealer in the New York 
area is optimistic about the continu- 
ation of demand, but not so cheerful 
about supplies. His reason: Dealers 
started this year with big inventories 
(left over from 1951), but nobody 
placed any orders and factory produc- 
tion was low. Ergo, when present 
inventories run out—no more air 
conditioners. 


Landslide in Washington. A Capi- 
tal department store, reporting land 
slide sales in air conditioners, fans, 
freezers and dehumidifiers, finds in 
ventorics low on fans and room cool 
ers and is completely sold out of 
dehumidifiers. Another Washington 
outlet has enjoyed “its biggest year 
yet” in air conditioners. 

A Philadelphia dealer claims a 100 
percent increase in air conditioner 
sales, but, contrary to the usual prac 
tice, is avoiding fans. He sold out his 
1951 inventory in two days and did 
not reorder. ““The fan business,” he 
says, “is too dangerous. You get 
stuck too often with a warehouse full 
of fans.” 

A Hartford dealer describes the air 
conditioner market as “increased 
1,000 percent. We have been get 
ting impulse buyers who call up about 
room units,” he says. All you have to 
do is tell the price and if thev’ve got 
it you’ve made a sale.” 


Deluge on Long Island. ‘The sud- 
den break caught Long Island dealers 
unprepared. Distributors sold out of 
air conditioners in a matter of hours. 
One even sold 75 units he expected 
to hold over until next year. Another 
moved 500 fans that represented an 
accumulation of two years. Most 
dealers had been playing their inven- 
tory close to their chests—and you 
couldn’t blame them—and some 
missed out on sales that could have 
been made if they could deliver. The 
others, those who had been unlucky 
enough to have big inventories before 
the heat wave hit, made enough profit 
in two days to make up for a lot of 


bad weeks. 


Future for Freezers. All the ex- 
citement proved once again that for 
too many merchants, appliance and 
radio-TV retailing is a guess-as-guess- 
can, boom-and-bust business. But 
there is an increasing proportion of 
both dealers and distributors who see 
major profits for the next few years in 
a few certain products. Chief among 
these are automatic washers and freez- 
ers. One distributor, who carries a 
line known better for its freezers than 
its refrigerators, stoutly declares that 
he would much rather have it than 
another big manufacturer’s very fa- 
mous line of refrigerators and not-so- 
well-known freezers. He figures that 
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in the next few years there will be 
more moncy in freezers than in 
refrigerators. His freezer sales in June 
were 30 percent ahead of May and 25 
percent ahead of June, 1952—which 
might be one reason for his enthu- 
siasm. He and other people in the 
industry point out that there is a 
groundswell of public interest in 
freezers which is receiving impetus 
from the food-freezer plans. Even 
though people don’t buy one of these 
plans, they say, they are being influ- 
enced by them. Another big factor 
in favor of freezers, of course, is, as 
with automatic washers, the relative 
saturation. 


June Uptum. ‘The sales increase in 
late June and early July wasn’t con- 
fined entirely to freezers, air condi- 
tioners and fans. The hot weather 
broke down a lot of old refrigerators 
or, at least, made their owners worry 
cnough about them to look for re- 
placements. ‘The refrigerator busi- 
ness still was not as profitable as tradi- 
tion had led dealers to believe it 
should be, but many eastern mer- 
chants were selling them. Most deal- 
ers reported that June sales were just 
lightly behind 1951 figures but sub 
stantially ahead of May, 1952. Some 
utility outlets in the Boston area re 
port “steady sales” of refrigerators, 
ranges and water heaters. A Buffalo 
merchant finds “most of our action in 
washers and ranges. A Washington 
department store sees “a slight in- 
crease” in refrigerator and freezer sales. 
Another department store has enjoyed 
a burst of electric housewares activ- 
ity. Portable radios are reported as 
“normal” by most outlets. 


Dust on TV. Few castern dealers 
expected—or received—any _ healthy 
pickup in television sales as the result 
of presumed public interest in the 
political conventions. A Philadelphia 
dealer expresses the sentiments of 
most merchants with the statement 
that, “Television sales will pick up 
when Daylight Saving Time ends— 
and not before, despite new models, 
baseball, political conventions, or any- 
thing else.” 


From Riches to Rugs. One effect 
of the recent sales doldrums, the ruina- 
tion of the price structure in metro- 
politan areas and other industry ills 
has been an expansion of dealer activ- 
ity into merchandise other than appli- 
ances, radio and television. 

In some areas business had been so 
bad up until the June boom that deal- 
ers had a choice 9f three alternatives. 
They could get out; they could cut 
expenses to the bone and sit on their 
hands and hope for a change; or they 
could cut down on appliances and put 
in sidelines. For many of them the 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


last has seemed to be the best hope. 
Out on Long Island, for example, one 
ot the largest independent marchants 
has reduced his major appliance dis- 
play, and added electric housewares 
and notions. Another in the same 
area has put in garden and summer 
furniture. A Philadelphia dealer has 
even put in a rug department. How- 
ever, another Philadelphia dealer who 
has long carried all sorts of stocks 
from storm windows to jewelry, re- 
ports that in order to do the kind of 
a selling job necessary to move appli 
ances today he has eliminated most 
of his sidelines, including cameras 
and jewelry. 


Outlook Looks Up. No matter 
what _ their individual problems, 
whether they were suffering from 
builder competition, back-door selling 
or just plain cut-price competition, 
most eastern dealers admitted early 
in July that business was a whale of 
lot better than it had been. One of 
them says, “I knew all along that 
people had money, even though they 
weren't spending it. But in the last 
couple of weeks I’ve seen more $100 
bills than I ever saw before. 

And another put the sales upturn 
into true perspective with: “My 
volume is so big now that I might 
even make a profit on it.” 


The Midwest 





By TOM F. BLACKBURN 


Too many TV models? .. . 
Making a profit on finance 
paper .. . Emphasis on repair 
service 


—_ wise men in appliance re- 
tailing showed up in Chicago in 
June, and your reporter was able to 
get their off-the-record comments. 
One big operator who reports a 12- 


PAGE 5 














The Oldest Name in Electric lrons 
onl still leads the field in quality! 


FOR 58 CONTINUOUS YEARS 
...American Beauty has been the 
Standard of Excellence in preci- 
sion-instrument Electric Irons. 
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flmerican Beauty 
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AMERICAN ELECTRICAL HEATER COMPANY e DETROIT 2, MICHIGAN 
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time turn on television a year was 
agitated by the number of models in 
the new line of his principal source. 
“I’m placing an order for the num- 
bers that sell, regardless of the screams 
of the distributor. A representative 
order across the board would tie up 
too much money.” He is located in 
a shopping village, pays $3,500 a 
month rent, and has the entire com- 
munity sold on the idea that if you 
don’t buy your appliance from him it 
won't get very good repair service. His 
delivery man is right out of the court 
of St. James and leaves the family 
in a glow of good judgment. 


Watch Inventory. Retailer No. 2 is 
firm on the idea of letting the dis 
tributor carry television inventory and 
“vou sell three while buying two.” 
One of the things that happened to 
dealers last year, he said, was that a 
lot of them floor-planned a lot of 
merchandise and had the prices drop 
on them. Carry only what you can 
turn over quickly, for that is the only 
way you can make money on a short 
discount, he advises. 

Retailer No. 3 listened carefully to 
a factory plan for refurbishing old re 
frigerators so they readily may be 
sold. “If I can get a trade-in for about 
$29 allowance,” he said, “That is a 
good idea. But how are you going to 
compete with a $100 allowance that 
some of the firms in our city are giv- 
ing? That knocks the profitable 
trade-in into a cocked hat. 

“What we are doing now is playing 
the appliance business across the 
board, and not giving too much push 
to any one item. We are going along 
with the competition and making our 
profit from the finance paper. In 
short, we are selling appliances to get 
finance paper.” 

On the other hand, this house has 
a great parts and repair business, and 
finds that traffic appliances bring the 
most visitors. 


Six-month Warranty Sells. At the 
NARDA meetings the leaders were 
loud in saving that if you don’t have 
a service department, you are not in 
the appliance business. As if to back 
it up came a news item from O’Cal- 
laghans in Des Moines, reporting a 
$724.43 net profit in one month on 
used appliances. The firm has separate 
accounting on this department. What 
really turns the trick is the six months 
warranty given on stuff that it repairs 
and resells. 

As a summer promotion, free ice 
cube trays ($1.59 value) have been 
sweeping the Middle West. As usual 
the giveaway started in one town and 
was picked up and promoted by man 
ufacturers. ‘The trays look like a lot 
of money to customers. 

Kitchen business continues to be 
good. Apparently when a man beats 
his wife he gives her a new kitchen 
to make up, instead of a mink coat. 

Color definitely has its foot in the 
door in the kitchen business, and one 
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Cleveland outfit that has come into 
the picture in the last half year is 
selling and installing around 35 a 
month, 

The idea of “rolling out the red 
carpet,” is actually done by the Minas 
department store of Hammond, Ind., 
at its special sales. The carpet out on 
the sidewalks looks unusual. Harry 
Swan’s appliance department is not 
connected with the main department 
store, and he has the help all bird 
dogging for him. You must take trades 
to compete these days, he says. They 
are cleaned and refinished in blue grav, 
with red knobs, and guaranteed for a 
vear. Transients are a great market in 
Hammond for used merchandise, as 
they don’t know how long they will 
be in town. 


Nix on Rebuilding Old TV. Re- 
building old television sets to accom- 
modate the new, larger sized picture 
tubes once seemed like a good idea. 
Chicago dealers who have played with 
it say it’s not profitable except on more 
expensive sets. 

Advertising in Sunday newspapers 
for repair work has paid off for Wal- 
lace Johnston of Memphis. ‘Does 
your mixer operate properly?” is his 
lead. The copy draw mail business 
from Mississippi, Kentucky, Tennes- 
sec, and even from Chicago. Mixer 
bowls are in demand, as they are so 
frequently broken. 

Appliance business is following the 
automobile business, says Johnston. 
(Chevrolet dealers now sell 34 used 
cars to 1 new one). There are two 
Ford dealers in Memphis and one 
advertises a 49¢ chassis lubrication to 
get customers in, also seat covers for 
$6.95 installed. 

The Johnston store repairs 15 tvpes 
of traffic appliances and a spot check 
on one day revealed 276 small appli- 
ances in the store awaiting repairs, 194 
ready to’ be picked up and 72 being 
worked on. During the first five 
months of 1952, 37 people a day, on 
the average, came in for repairs; this is 
962 persons a month, or 11,564 a 
vear. If the repair man sells any new 
devices, he gets a 5 percent commis- 
sion. 

Paint on a trade-in mixer brings $5 
to $7.50. With irons, 9 out of 10 
are defective on account of the cord. 
Free tests are given and win the cus- 
tomer’s gratitude. 


Formula for Buying TV. A new 
way to purchase television is being 
worked out by Howard Sams in Indi 
anapolis. Howard won fame by his 
radio and television diagrams, and has 
now developed a list of components 
which he says a TV set should have 
in order to be most nearly service free. 
Something like the paint formula you 
see on cans, he remarks. 

Courtesy cards, offering 20 percent 
off on everything, continue to rain 
down on citizens of midwest towns. 
There appears to be no selection of 
names, and even W. P. Rease, com- 
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’'m Goin’ Back To The Wagon, 
Boys ... Goin’ To Put On My 


Moon 


Mullican 


Paw Always Told Me to let folks in on good news, and I’ve 
really got some! You see, me and Moon Mullican and Annie 
Lou and Danny and the Warm Morning Boys are getting 
all set to tell right around ten million people about Warm 
Morning Gas Heaters...and Warm Morning Coal Heaters, 
too! Oh, man! That means there’s going to be hundreds of 
prospects hearing us, for every dealer in our listening area! 


| Don’t Want To Sound Braggy, but those folks are going 
to high-tail to your place and say, “Let’s see one of those 
Warm Mornings The Duke is always talking about!” Yes 
sir, we’re going to be on NBC every Saturday night during 
your best selling months—and folks will be buying Warm 
Morning Gas Heaters from you like you never did see before! 


Oh, | ‘Most Forgot, Ernest Tubb, Cowboy Copas, Hank 
Snow, Jimmy Dickens and a passle more are all set to be 
guest stars and help us sell! There'll be a different one 
every week! 


1 Don't Need To Say that you’d better have a big stock of 
Warm Morning Gas Heaters ready — Shucks, you already 
know that! But it might be a right smart idea to sort of 
count over and make sure you have enough! 


Annie Lou 
And Danny 


r® ‘ 
The DUKE of PADUCAH 


And Stars of 


GRAND OL’ OPRY 
STARTING... 


Aug. 16 cE 


~ a 
» €) 





Pick Out The NBC Station In Your Area — 
And Tell Your Neighbors To Listen In! 





Cincinnati, Ohio 
Indianapolis, Ind. 
Kansas City, Mo. 

Bristol, Tenn. 
Louisville, Ky. 

Kingsport, Tenn. 

Nashville, Tenn. 
Harrisonburg, Va. 

Roanoke, Va. 

St. Louis, Mo. 
Martinsville, Va. 
Charleston, W. Va. 
Pulaski, Va. 
Lexington, Va. 
Logan, W. Va. 
Beckley, W. Va. 
Clarksburg, W. Va. 
Bluefield, W. Va. 
Pittsburg, Kan. 
Richmond, Va. 
Terre Haute, Ind. 
Charlotte, N.C. 
Atlanta, Georgia 





Birmingham, Ala. 





ented Firebrick Flue Interior! 





Get Ready for the sales-and-profits opportunity offered by the new Warm Morning Show! 
Stock up on Warm Morning Gas Heaters, available in sizes from 30,000 BTU Input to 85,000 
BTU Input. Remember, they're AGA-approved for use with any kind of gas...can be con- 
verted from one gas to another in a matter of minutes! And remember, in many areas you'll 
find a big sale for Warm Morning Coal Heaters, the heaters that feature the amazing, pat- 


Knoxville, Tenn. 
Memphis, Tenn. 
Evansville, Ind. 
WSIS Winston-Salem, N.C. 
WRON Ronceverte, W. Va. 
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MORE PROFIT 
FOR YOU... 


A Complete Line 


1 “\ Built to Get 
Business! 


@ Northern’s traditional high markup assures you 
more profit on the sale of any blanket in the complete 
Northern line! Northern’s competitive prices, beautiful 
display packaging, workable replacement policy and 
complete merchandising program assure quick, 


easy sales to your customers. 


@ Cash in on the vastly increased electric bed covering 
business by selling Northern Electric Sheets! Made of fine 
percale in white, rose or blue... they are excellent for home 
or travel, easy to wash and compact to store. Lower 

cost, attractive gift packaging and 12 month replacement 
policy, highten their appeal to your customers 


Norshera Liectric Company 
Manufacturers of Electric Blankets : 


5224 NORTH KEDZIE AVENUE, CHICAGO 25, ILLINOIS 


Sheets and Heating Pads 
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mercial vice president of Common- 
wealth Edison Co., Chicago, got one 
at his home the other day. The letter 
states: ) 

“Up to 20 percent or more off 
on ‘T'V, refrigerators, electric and 
gas ranges, freezers, automatic and 
conventional washing machines, 
ironers, radios, kitchen cabinets, 
sinks, oil heaters, vacuum cleaners, 
electric roasters, irons, food mixers, 
gas and electric water heaters, waffle 
irons, toasters, coffee makers, parlor 
and bedroom suites, dinettes, nurs 
cry furniture, cameras, silverware 
ind air conditioning.” 
rhat’s what's making it tough this 

summer of 1952, comrades! 


The Great Lakes 


By FRANK A. MUTH 


Fans, Freezers, Refrigerators 
Sell Well . . . Politics Boost TV 
. . . Servicemen Canvass for 
More TV Channels 


EAT seemed to be one of the 

biggest items in the mind of 
the consumer the month of June... 
and, from all indications, dealers and 
distributors provided the answer 
fans. 

As one district manager for one 
large manufacturer told this reporter 
the first of July: There isn’t a dis- 
tributor in the Great Lakes area with 
a fan now. Most of them will be 
able to get them on orders now, but 
if the heat holds up, all fans that are 
salable will be gone long before the 
summer is over. 


Tripled Sales. One dealer in Pitts- 
burgh who has been handling fans 
for several years got the shock of his 
life the first few days of June. After 
two years of plugging away on a few 

| sales through moderately warm spells, 
he sold 48 fans in about as many 
hours. “That is triple any movement 

| I’ve had in the past,” he claimed. 

| Dealers and distributors everywhere 

| (Columbus, Louisville, Cleveland, 

| Toledo) all voiced the same view- 
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point. Fans have moved much quicker 
than in the past two seasons and had 
moved more in the early part of this 
season than the entire scason before. 


Good Start. A leading distribu- 
tor in Pittsburgh carried fans for the 
first time this season and by early 
July had moved all the fans that they 
were supposed to have up through 
August 1. “I guess we got into this 
line at a good time,” the promotion 
manager stated. “It didn’t matter 
whether the fans sold for $39.95 o1 
$69.95 . . . they all moved. We arc 
sold completely out of hassock fans 
and almost gone on window fans 
his was particularly significant sincc 
Pittsburgh is hampered by the steel 
strike throughout the month of June.” 

Many manufacturers, most experts 
agree, won’t be able to fill orders on 
all models, but the fan business will 
be better than it has been for two 
seasons and dealers will be able to 
move all the fans they can get with 
out creating a terrific shortage. 


Good Second Half. Indications 
from several distributor and manu 
facturer’s agents show that the last 
six months of 1952 will be much 
better than last year. June was a very 
significant month because it showed 
strong pick-ups in many appliances. 

Housewares had been moving very 
slowly through the later part of the 
spring, but in the last two weeks of 
June they began an upward trend. 

One Cleveland distributor had a 
range promotion in June and from 
the sales results, ranges were moving 
at a good clip, on a par with refrig- 
erators, which also had picked up 
greatly throughout the month. ‘““The 
last two weeks, refrigerators went like 
a ‘house-a-fire’,” as one sales manager 
stated. “It started for no good reason 
either, nobody had advertised heavily 
or had any great promotion, but if 
it keeps up, it looks like we'll be back 
to the good old days. That’s when 
things get interesting.” 


TV Is Trying. Republicans may 
make the grade with the appliance 
industry even if they don’t with the 
voter. Because of party fighting, the 
convention seemed to be more inter- 
esting (at this writing) than it might 
have been several weeks or months 
ago. Some dealers think that TV 
sales picked up in the latter part of 
June because people wanted to see 
what was going on. A distributor 
salesman stated that he had given up 
on TV until 10 days ago. Then with- 
out any cloud in the sky it started to 
rain. “We maved a large number one 
day; the next was the same. Before a 
week had gone by we were moving 
more sets than in a previous month. 
Nobody had advertised, or started a 
thing to get the customers off their 
fanny. They just moved and so did 
our TV.” 


Still Helping. Old Regulation W 
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“102 BILLION 


| FREE SALES BOOSTS A YEAR 
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1,973,326,000 times a week! 102,612,952,000 times a year! The magic letters ‘““CBS” 
are seen and heard on radio and TV station breaks. Impact is terrific. An average of 13 
sales impressions weekly for every man, woman and child in the country. Every one 
of your customers knows CBS. Knows he can depend upon CBS. Consumer acceptance 
of your CBS-Hytron brand grows hourly. 






Acceptance 














As a division of the Columbia Broadcasting System, Inc., CBS-Hytron commands tre- 
mendous engineering resources for you. Because CBS embraces the field of electronic 
entertainment: Radio broadcasting. TV broadcasting. Radio, television, and phono- 
graph sets. Records. Electronic research laboratories. And CBS-Hytron tubes. 





’ Engineering 











For example, CBS-Hytron originated: the GT tube .. . the subminiature tube... 
the rectangular picture tube... specialized, low-cost TV receiving tubes. CBS- 
Hytron’s new picture-tube and miniature-tube plants are the most modern in the 
world. Such aggressive leadership guarantees you the newest and best in tubes. 





Leadership 








YOU CAN’T BUY BETTER 


Demand the CBS-Hytron brand. You get the finest 
electron tubés that progressive engineering skill and 
craftsmanship can make. You get the brand known 
and respected by every one of your customers. You get 
the brand they see and hear the most . . . CBS - Hytron. 










MAIN OFFICE: SALEM, MASSACHUSETTS 
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“No Profit’ “Short Profit” 





These THREE things have always moved merchandise 
iin any market... and put money in the till | 


rospects in 


] A product witha sales handle to bring p 


strong advantages for the buyer 


2 Apromotion with 
cts that this is the time to buy 


to convince prospe 
A profit margin that is long enough to swing the 


deal and still give you 4 good net 


IF YOU ARE TIRED OF “NO PROFIT” DUMPS AND “SHORT 
PROFIT” DEALS... AND WANT TO MAKE MONEY FOR A 
CHANGE...IT WILL PAY YOU TO TALK TO YOUR EVANS 


DISTRIBUTOR ABOUT EVANS’ 


Lond Profit. Plan 


for boosting fall sales 








Pras ic VAN 

































ourselves 


AIR IS PULLED 
Oil Gas. 3 DOWN INTO Top 








— 
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You never had it so good ... . on product 





You never had it so good ... on promotion 



























wow YOU CAM HAVE 


Y ete 
LUTOMATIC HEAT af <8 


You never had it so good . . . on profit 








"Inestimable Value to Us’’ 
says RAYMOND ROSEN & CO. 


| 
| 
| 


| 


“We wouldn't be without 

SLINGABOUTS", says Herman Levin, 
Transportation Manager of this 
Philadelphia appliance distributing firm. 


leading 


@ Slingabout protection pays for itself many times 
over. Heavily padded canvas jacket assures damage- 
free appliance delivery. Layers of cotton padding 
and soft flannel lining protect the showroom shine of 
mirror finishes. Strong sling for safe handling on and 
off trucks, through narrow spaces. 

There's a Slingabout for every major make of the 
appliances listed on coupon below. 


Ask about Wrapabouts for TV sets 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model = 


make Refrigerators 
Radio 
Check Range 

Appliance )Washer 

Other 

State 


(please specify) 





The illustrated three- 
conductor heavy duty 


meee’ © CAPTAIN 


detachable ground : 


tome © wants to 


MEET 


plete LINE of 
UL APPROV- 


Fed CORD 


“National distributors and warehouse 
for ANACONDA denshecth television 
and radio wires and cables” 


/ “ > 
’ ror Se oO °4 


Ld f nite 


WIRE & SUPPLY CO. 


2850 Irving Pork Rood + Chicago 18, Ill 
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still has moved a lot of merchandise. 
In Louisville a distributor says sales 
are picking up all the time. Inven- 
tories both for the distributor and 
the dealer are getting better. “We 
are well satisfied with them,” a sales 
promotion manager stated. Also in 
Louisville, automatic washer sales are 
still very good for this time of the 
year, and a better than expected sea 
sonal spurt on refrigerators has arrived. 


More Than a Bill. Television own- 
ers in the last two weeks of June got 
more than a bill when they'd call in 
1 repairman to their homes. The 
Radio and Television Servicemen’s 
\ssociation of Pittsburgh began circu- 
lating petitions among their clients 
nd others—asking the Federal Com 
munications Commission for a 
('V channel in Pittsburgh. 

George Sharpe, president of the as 
ociation, explained that the repair 
men took up the cudgels for more TV 
out of self-defense. “Every time onc of 
our men makes a call the first ques 
tion the set owner asks is .. . ‘When 

we going to get more channels? 
ve tired of taking an car-beating 
it it, and since we can’t license 
tions, the only thing to do is peti 

n the people who can.” 

lhe petition circulating won't be 

fined to the association’s 200 mem 
in and around the city. Some 
other repairmen, not members 
of the group, also have joined in. 


new 


bet 
200 


Freezers Selling. The sales manager 
for a full-line distributor in Colum 
bus said there are no active food clubs 
in this territory at present, but there 
were several in the past, although they 
were not very successful. The best way 
he has found is better individual 
dealer promotions, which is liked by 
all. Freezers have been moving espe- 
cially well. 


Steel Pinch. The steel situation is 
beginning to hurt several of the dis- 
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tributors in the Columbus area as 
they can’t get many models of the re- 
frigerators that they are able to sell 
at this time. 

In Pittsburgh the effect of the steel 
strike has been felt by all the dealers 
because it also hits workers in other 
industries. But one of the department 
store buyers who has just had a very 
good day in his appliance department 
said: “I was delightfully surprised to 
find that there are some people who 
are not dependent upon the steel mills 
for their income. These people are 
buying merchandise and the 
smile on my face is there for the first 
time in several weeks.” 


The South 


By AMASA B. WINDHAM 


Steel strike hits some sections 
... Freezers and TV boom... 
Removal of “W” helps 


HE steel strike made itself felt 
in a big way in many areas of 
the South. For example, business in 
Birmingham, the South’s steel capital, 








“ARE YOU SURE YOU HAVEN’T BEEN ON TELEVISION? 
SOMETHING ABOUT YOU SEEMS AWFUL FAMILIAR!” 
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Are you tired of deals, discounts, trade-ins and all the 
other profit-robbing hoopla that goes with making an 
appliance sale these days? 

Then let us tell you about Ironrite, the line that makes 
sweet music on cash registers . . . the line that gives you 
clear, clean profits you can keep. 

Trade-ins? There aren't any, because saturation on home 
ironers is so low that scarcely anyone has a high-ticket 
trade-in to use. Deals? What for? Most Ironrite dealers 
find they're wasteful and not necessary. Here’s why: 


Ironrite Ironers have always sold fast whenever they 
were actually demonstrated personally. Even store dem- 
onstrations were very effective. And now, Ironrite has 
added the tremendous impact of millions of demonstra- 
tions weekly via television. So successful has this been 
that tremendous expansion plans, in addition to Iron- 


lronrile 


AUTOMATIC IRONER 


Does your cash register ring with a sour note? 


rite’s already-large network coverage, are being planned. 


We believe that Ironrite presents a profit opportunity 
that can’t be beat by anything else in appliances. Many 
farsighted dealers are proving it to themselves in various 
parts of the country. 


And we have another reason to believe in Ironrite...a 

secret weapon” that’s going to make big news in the 
appliance world. You'll be hearing about it before long 
... but not quite yet! 


Why are we telling you? Simply because the Ironrite 
organization is always interested in welcoming any dealer 
who is willing to put himself behind a profitable franchise 
and push with us. If you fit this description, there may be 
an opening for you right now! 


Write us today! 





lronrite Inc. *« Mt. Clemens, Michigan 


- > 
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plenty of “— 


estimated 30 percent from the previ- 
ous month, as pay-rolls were cut off 
and pickets paraded. Some sections of 
Virginia and Tennessee also felt the 
buying pinch. Dealers desperately ad- 
vertised for customers to come in and 
buy, and pay when they went back to 
work, but the rush to respond was not 
noticeable. There is plenty of nail 
biting and brow furrowing in Alabama 
and West Virginia these davs. 
Elsewhere, one hundred degree 
weather barged into the South early 
in June and hung on all during the 
month. This had a spectacular effect 
Reel Type on the sale of room air conditioners. 
In almost every city of the South, 
and Rotary there was an unprecedented boom in 
air-conditioning as well as in window, 
pedestal and attic fans. 
Nashville, Tenn., which reported 


sales up 40 percent in May over last 
year, estimated an increase almost as 
good during June, and _air-condi- 


tioners accounted for a very large part 


: of the increase. Atlanta and Memphis 
dealers declared their sale of ventila- 
tion equipment and air-conditioning 
units was “excellent”. The reports 
were just as good from Houston, New 

ad L 4 Orleans, Richmond and Charlotte. 
an awn weepers One or two distributors in the Miami 
area reported that air-conditioning 
units were selling faster than manu- 

facturers could ship them. 
Down in Florida, where a “Beat 
The Heat’ campaign has been on 
Powered By Nationally since mid-May, retailers were confi- 
Known, Easy Starting, dently expressing predictions that this 
2 and 4 Cycle Gas Engines vear’s sales of both room units and 
larger commercial units would exceed 
the 200 percent rise in sales recorded 
Now Reel Type Mowers last year over previous vears. It’s an 


: —available in 18” to air-conditioning vear and no mistake. 
Sellingbecomes easy when you feature 30” walking ond riding 


the HOMKO ine..... more features- - types. Easily maneuver- Home Freezers Swing Up. The 
able, sturdily built, fin- 


better construction—greater consumer est features today. home freezer was coming into its own 
demand. Powerful, national adver- as a best seller, also. The briskest sale 

of the year was reported in this item 
tising in 15 leading publications will tell 


from the Potomac to the Rio Grande. 
45 million readers, month after month, in Rotary Power Mowers Even in Mississippi and south 


> —available in 16” to : 
1952 about the HOMKO Power Mowers 20” ges cad electric Gm Georgia, where freezers have been no 
and Lawn Sweepers. HOMKO wants to models. ' _ shakes since mid-1950, rural 
send you now full information about its rong — were shelling out the shekels 
complete Nine enet service displ ws end or them. Wholesalers in Jackson and 


selling program. The ever growing demand eld Awey, town mene — mew 4 ns ee _ 
' are é Sweeper — 24” width, pleased at the hopped-up demand. 

for HOMKO products is your key to keep- extremely terse 6% a approach of July and ~ po- 

y plenty of ‘go’ ’in vour vo ——plenty bushel capacity. Sturdy itical conventions was a big help to 

aS aE ar eye Veneer beaper quadend tld |G , television. Sales were off - tse ees 

from April and May, but the boom 

was still on, nevertheless. Dealers in 

° ° sis, certain sections from Miami to New 

Nationally Advertised to 45 Million Orleans were advertising “The Cable 

° ° ° Is Coming.” It did—on July 1, and the 

m 15 Big, Powerful Magazines ; sale of TV sets in June was spurred 

considerably. 

Y Campaigns staged by three big util- 

ities fired the dealers along the Gulf 

Coast to high enthusiasm and the re- 

sulting paprika and vinegar generated 

in retailers paid off well. Dealers in 

the territory served by the Florida 

Power & Light Co., for example, ex- 

pected to sell $1,635,000 worth of TV 

| receivers in eight weeks. That, accord- 


of profits in your sales. away flat feature. 
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Uust count the profit-making new features in the 


NEW GENERAL ELECTRIC 





Here’s the answer to every 
mixer question your customers 
can ask—the most modern— 
most advanced— most wonder- 
ful mixer General Electric has 
ever made. Look... 


PE Now Lozter-release 


. lets your customers remove the beaters 
without the usual tug-of-war. Just reverse the 
speed selector (it’s easy to demonstrate) and 
the beaters easily slide out! 


PB New Losttive 
Speed Contro/ 


... for every mixing job. Whatever the house- 
wife is mixing—from mashed potatoes to 
thick cake batters—she’ll get plenty of power 
at exactly the speed she needs. 


New Color Design 


. the kind of good looks that will stop your 
customers and make them want to buy! 
Handsome all-white baked enamel finish— 
easy to clean and practically indestructible! 


x And these popular features, too: 


built-in light to shine down into the bowl— 
finger-tip speed selector with twelve tested 
mixing speeds—three beaters (minus center 
shafts, which makes them easy to clean) to 
insure thorough mixing action. 

And your customers get a two- and four- 
quart bowl with every mixer, plus a handy, 
efficient juicer. 

And don’t forget, a food-chopper is avail- 
able as a profit-making accessory. 


Wou can frit your confilence nm— 


TRIPLE-WHIP MIXER 





And talk about advertising support! 


During the four months before Christmas, 
there’ll be a four-color, double-spread send- 
off in Collier’s. Then there’ll be full-page, 
full-color ads in Collier’s, McCall’s and 
Household—the kind that will really pre-sell 


your customers, send them hurrying to buy! 

The man to contact without delay is your 
G-E distributor. General Electric Company, 
Small Appliance Division, Bridgeport 2, 
Connecticut. 


GENERAL @@ ELECTRIC 
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Motor Repair Shop Owner 


Puts Complete Confidence in 


KLIXON Protectors 


NEW YORK CITY, N.Y.: Sol Chernoff, President of Motors 
& Armatures, Inc., speaks from many years experience when 


he praises the burnout protection KLIXON Protectors give. 


“We specialize in air conditioning and refrigeration motors, 
particularly rewinding hermetic stators. We know it to be a 
fact that Klixon’s always work. We have complete confidence 


that Klixon Protectors do the job they are supposed to.” 







KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 
placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2508 FOREST ST., ATTLEBORO, MASS. 
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| June was evident. 


| described the 


ing to the best authorities, ain’t hay. 


The satisfactory sale of water heat- 


| ers was another bright spot in the 


June merchandising picture. Particu- 
larly good was the sale of heaters un- 
der 30-gallon capacity. Nashville, 
Charlotte, Richmond, Tampa, Miami 
and Atlanta all reported good sales in 
water heaters. 







Some Sales Off. The low sellers, 
comparatively speaking, were refriger 
ators, ranges, dishwashers, disposal 
units and electric housewares. ‘The 
slump in refrigerators and ranges could 
be expected, according to a veteran 
wholesaler in Memphis, but he was a 
little puzzled at the drop in dish 
washers, disposers and housewares 
Dishwashers have been going fine all 
year but the slow-up in sales during 
In the housewares 
line, those old standbys, toasters and 
coffee makers, led the downward slide 
in sales. Broilers, waffle irons and hot 
plates, however, moved fairly well. 


Laundry Equipment Spotty. Home 
laundry equipment had both its ups 
and downs. In the mid-South—Ten 
nessee and the Carolinas—dealers were 
well pleased with the sale of both con- 
ventional and automatic washers. Sales 
were “fair to middling” in Alabama, 
Georgia, Louisiana and Florida and 
not up to par in Texas, Arkansas, 
Kentucky and Virginia. Dryers and 
ironers slumped almost everywhere. 

Radio was approaching the dol- 
drums again. One dealer in Atlanta 
situation as “fair” in 
table models but “very poor” in floor 
models. His sentiments were echoed 
in Memphis and New Orleans. The 
high sale of television sets seemed to 

be taking its toll of radio sales at long 
last. This was the terrible bugaboo 
which dealers feared most when TV 
first came on the market, but now 
| that it has fully materialized, it doesn’t 
} scem so important. 

Dead W Helps Sales. A_ close 
check-up on the effects of the removal 
of Regulation W confirms this col 
umn’s speculation of last month that 
it would help business considerably 
As we guessed, most of the business 
being done in the South comes from 
the middle and low income groups 
ind it is these groups who most appr¢ 
ciate the removal of down payments 
and the extension of credit terms. 
Manv of the old time dealers, how 
ever, were still insisting on at least 10 
percent or 15 percent down but werc 
pretty lenient about the rest of th 
payments. 

One dealer in Jacksonville, Fla., ex 
plained the extension of time fer 
payment as “a real help. It keeps ac- 
counts on the books longer and there- 
fore, keeps the traffic coming in. We 
don’t mind allowing the customer up 
to 36 months to pay.” 

Despite politics, steel strikes, blazing 
weather and drought, it looks like a 
good summer down this way. 
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The Far West 





















CLOTILDE G. TAYLOR 


By 
TEATS OE ARITA hele 


TV and freezers up, ranges and 
refrigerators down . . . Pros- 
pects good for new TV stations 
... Licensing bill defeated 
| he spite of the continuing steel 
strike, there has been no talk of 
shortages—dealers, distributors and 
manufacturers all seem to have had 
sufficient stock on hand to cover needs 
for the immediate future. Western 
manufacturers expect trouble only if 
the strike is long continued. 

The public seems to be in a fair 
buying mood. For the first time this 
year sales upturns are noted from Seat 
tle and the Pacific Northwest. People 
are taking advantage of relaxed credit 
terms, but there has been no rush. 
Greatest interest is being shown in 
rural areas and small towns. Dealers 
for the most part are being quite con 
servative and some still hold to Regu 
lation W down payment requir 
ments. Chief easing is in the length 
of the payment period, with 24 
months as a generally accepted goal 
\s was to be expected, it is the less 
good credit risks who now hope to buy 
on easier terms, with the result that 
the over-all “quality” of customers has 
somewhat dropped 


TV and Freezers Lead—Television 
sets and food-freezer sales still top 
the list; refrigerators and ranges lag. 
rhe freezer excitement is dying down 
somewhat, although the stimulation 
of the food-saving idea has given a 
boost both to customer interest and 
dealer sales activitv which seems to be 
1 continuing benefit. The freezer-food 
plan idea is a little uncertain in its fu- 
ture. The acting director of the OPA 
in Fresno, Calif., made a recent ruling 
forbidding food-freezer plans il- 
legal ‘‘tie-ins”, unless the customer 
is free to purchase either food or 
freezer independent of the other on 
the same basis. He also pointed out 
that adding a carrying charge for the 
food may bring prices above the per- 
mitted OPA ceiling. The dealer may 
not sell cuts on which no ceiling has 
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NEW ZENITH 


TELEVISION RECEIVERS 
TOUR dod 


@ Featuring the new Million-Dollar K-53 Chassis in every model. 
@ Offering 25% greater distances—20% brighter pictures. 
@ With every model—from $199.95 up—competitively priced. 


The new Zeniths are far better performers than you have ever 
seen in television. They are brilliantly engineered to give you 
overwhelming superiority in competitive, on-the-floor demon- 
strations. And, they are competitively priced! 

As you will see, the new Zeniths lend themselves to dramatic 
display . . . they have the showroom sparkle that starts many 
a sale. 

The new Zeniths offer you a beautifully balanced line—with 
a stair-step range of prices, styles and features that hits every 








@ Built-in “Picturemagnet” Antenna in every set—even in lowest priced table models. 









FEATURES MADE FOR FLOOR DEMONSTRATI 


prospect from $199.95 to $750. All prices include Federal Ex- 
cise Tax and parts and tube warranty. 

To do justice to these new Zenith television receivers . . . to 
give you as complete a story as words and pictures can... we 
have taken 4 full pages in this issue. 

But this is only an appetizer compared to what your Zenith 
Distributor has to show you. After you see it all, your only ques- 
tion will be—’How soon can | get them?” And the answer will 
be—"Right now!” 


ONS! 
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One-Knob Tuning you can demonstrate 
blindfolded! You can tune a Zenith blind- 
folded! Each station is pre-tuned so that the 
perfect picture and sound are locked in for 
your location. No variation when you change 
a station. Prove it to prospects with the black- 
out test. Prove it to yourself. Try to tune any 
other set with a blindfold on. (Note: a sleep- 
ing mask makes a wonderful demonstrator 
with a Zenith.) 


Better pictures at greater distances mean 
new prospects with Zenith, If you sell on 
the “fringe” or in the city “trouble spots,” 
Zenith has the answer... . Tests in 17 fringe 
areas prove you get 20% brighter picture at 
distances up to 25% greater. New ceramic coil 
form ends sound circuit drift. Exclusive Fringe 
Lock screens out interference causing picture 
wobble or roll. Demonstrate the proof. Test 
Zenith side-by-side with any other make. 


NOW, TAKE A LOOK AT THE LINE ® 





Zenith UHF Tuner Strips — simple, practical, 
proved! In less than 15 minutes you can ready 
any Zenith ever sold for UHF reception with- 
out removing the chassis from the cabinet. No 
special tools, no soldering. No converters, no 
extra dials. Reception proved superior in hun- 
dreds of homes under actual UHF telecasts. 
(Bridgeport, Conn.) 
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NEW ZENITH - THE KIND OF TELEVISION 


17 INCH TABLE MODELS-—148 sq. inches 


A 


4 WWE CARLETON $273.95 \ THE NORFOLK $238 95 \ TE MANSFIELD $249 95 


The Tudor—K1812R. Mahogany-color Pyroxylin covered cab The Somerset—K1812E. Honey Blonde Pyroxylin covered The Nottingham--K18158. Mahogany-color molded Pyrolex 
inet. Modern contour styling cabinet. Modern contour styling. cabinet. Brushed brass handles 

The Carleton —KI815E. Platinum Blonde molded Pyrolex The Norfolk —K1820R. Beautifully finished mahogany ve- The Mansfield —K1820E. Naturally finished Afara wood 
cabinet. Gold-colored trim neer cabinet. 5-ply construction. veneer cabinet. 5-ply construction 


17 AND 21 INCH CONSOLES 





THE RSABRODK $289.95 THE CARNNING §293 95 





4 THE MARLBOROUGH $379 95 \ THE MONMOUTA $395.95 ( THE BUCKINGHAM $473.95 \ THE WESTMINSTER 9443 95 4 WWE LANTASTER $493 95 


The Stafford—K1846R. Gleaming genuine mahogany veneer The Ashbrook — K1850R. Hondsomely-finished mahogany- The Channing — K1850E. Flowlessly finished in finest Gold 
finish over select hardwoods. Escutcheon of matched-grain color wood cabinet with slip-matched effect escutcheon. Coast Afara wood veneers and wood grain effects. 


beauty 


The Marlborough — K2260R. Finely grained mahogany ve- The Monmouth—K2263E. Choice Afara wood veneers, hand- 
The Coventry — K2258R. Individually matched lustrous ma neers selected for richest patina. ‘Golden Shield” escutcheon. rubbed to a golden gloss. “Golden Shield’ escutcheon 


hogany veneers. Polished cross-grain escutcheon The Westminster — K2267E. Cabinet and doors of rarest The Lancaster—K2268R. Exquisite Sheraton styling executed 


The Buckingham K22668. Bowed doors with brilliant, swirl Gold Coast Afara wood solids and veneers. “Golden Shield” in swirl pattern mahogany inlaid with genuine hand-rubbed 
groin effects. “Golden Shield” escutcheon. Mahogany finish escutcheon tulip wood. “Golden Shield’ escutcheon. 


NOW-FOR THE BIGGEST NEWS 





YOUVE ALWAYS WANTED 10 SELL! 


21 INCH TABLE MODELS-—246 sq. inches 











A THE INVERNESS $299.95 


. VE RAODES $303.95 { THE WORLEY $319.95 


‘ 


\ TE CARLYLE $329.95 


The Grenville — K2229R. Mahogany-color Pyroxylin covered 
cabinet. The Viceroy in Blonde (K2229E) $279.95. 

The Rhodes — K2230E. Honey Blonde Pyroxylin covered cabi- 
net. Bright “Golden Shield’ escutcheon. 


The Burke—K2230R. Mahogany-color Pyroxylin covered cab- 
inet. Dressy ‘Golden Shield” escutcheon. 

The Morley — K2240R. Rich, lustrous mahogany veneer cabi- 
net. “Golden Shield” escutcheon. 


The Inverness —K2235R. Matched mahogany veneer sides 
and top, select hardwood cabinet. $279.95 less base. 

The Carlyle —K2240E. Brightly modern cabinet of Afara 
wood veneer finish. ‘Golden Shield” escutcheon. 


17 AND 21 INCH COMBINATIONS 
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, 
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A wou was THE BALFOUR S895 A TWE BALMORAL $150 
The Sutherland —K1880R. Doors of hand-rubbed crotch- 
groin mahogany veneers. Complete standard and FM radio. 
Cobra-Matic*™ record changer 
brilliant tone. 17-inch screen. 


The Mountbatten — K2286R. Period styling. Doors finished The Radcliffe — K2287R. Distinctively crafted period cabinet 
to give luxurious flame-grained effect. AM reception from 540 combi rich hogany veneers and selected hardwoods 
to 1600 Kes. Cobra-Matic* record changer. 7'2-inch Alnico Complete AM and FM reception. Cobra-Matic* record changer 
speaker. 21-inch screen. 12-inch Alnico speaker. 21-inch screen 

The Balmoral—K2290R. The lavish beauty of Georgian period con 

soles with ingeniously matched, hand-rubbed mahogany veneer pan 

eling. Complete AM and FM reception. Cobra-Matic* record changer 

12-inch Alnico speaker. Radiorgan* tone control. 21-inch screen 


IN TELEVISION, TURN THE PAGE 





10-inch Alnico speaker gives 


The Balfour —K2291E. Classic simplicity rendered in finest 
imported Gold Coast Afara wood veneers and solids. “Satin 
Brass” pulls. Complete AM and FM reception. Cobra-Matic* 
record changer. Radiorgan* tone control. 21-inch screen. 








ATENITH CONSOLE = 
WITH A 2FINGH PICTURE 
10 SELL FOR $695 = 


(402 sq. inches) 





18,000 volt picture tube a pic- 
ture so finely grained you can 
view it comfortably in a small 
den as well as a large living 
room 


New Million-Dollar K-53 Chas- 
sis. 23 tubes, plus Picture Tube, 
4 rectifiers and one video detector 
crystal. So powerful it pushes the 
“fringe” out 25°, pulls in a 20°% 
brighter picture with denser 
blacks, purer whites. 


You can tune it blindfolded! 
Pre-set control adjusts picture 
and sound for perfect reception in 
individual location. Click from 
station to station without varia- 
tion—even on the “fringe.” 


The New Zenith Sovereign, $695 
Model K2873R-—A period console cabinet befitting the 


magnificent instrument it houses. Door panels of slip matched 
mahogany veneers. 








The New Zenith Canterbury, $750 


Model K2873E—A modern classic of fine furniture styl- ‘ : 
ing. Of choice Afara wood solids and veneers, hand finished 
to a rich lustre, ‘Brushed Brass’’ accessories. 


Ready for UHF in 15 minutes! 
Simply add new UHF tuner strip 
in Zenith’s exclusive turret tuner, 
and replace tuner. (Zenith tests 
“tops” under actual UHF tele- 
cast conditions on hundreds of 
sets in Bridgeport, Conn.) 


Two 10-inch Speakers for tone 
quality far superior to anything 
on the market. (Zenith’s new 
ceramic coil form eliminates 
sound drift, assures maximum 
uniformity and fidelity of tone 
reception.) 


FOR SELLING QUALITY, FEATURE ZENITH 
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There’s an easier way to close the deal... 
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emphasize the‘DULUX” finish 


REG. U. 6. PAT. OFF. 


Don’t let a customer’s last minute indecision throw you! Pull 
yourself together. Be confident. You have a trump card— 
Du Pont DULUX enamel. 

To wind up the deal the easier way, sales-wise dealers em- 
phasize the lasting white, washable, mar-resistant DULUX 
enamel finish on home appliances. DULUX means it’s made 
by Du Pont, and Du Pont means known quality. 

Is it an effective selling point? DULUX has helped sell more 
than 25,000,000 refrigerators alone. And hundreds of thousands 
of other DULUX-finished appliances have gone into homes 
around the world—positive proof of DULUX acceptance. 

So remember to feature the DULUX finish when you sell. 
It’s the easier way to close the deal! 


DULUX enamel 





U.S. PAT. OF 


Don L a c mate ‘ ‘ — 
dpe nie. Ces Nad America’s leading home appliance finish 


Better Things for Better Living 


oo « through Chemistry CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





been set. This seemed to imply that 
selling a quarter or half of beef was 
not permissible. 

In whatever form food-freezer plans 
finally take shape, however, it has 
been abundantly shown that the best 
way to sell freezers is to make it easy 
for the customer to obtain food at a 
saving for freezer storage. One Fresno 
dealer, operating under the new rul- 
ing, has advertised a “food consulting 
for customers. San Diego 
dealers, under the local Bureau, have 


| recently adopted a set of advertising 


and selling standards for food-freezer 
practice. 


Department Store Sales Up. Pacific 
Coast department stores made the 
largest sales gains recorded in the na- 


| tion during the last half of May, 


according to Federal Reserve Bank fig- 
ures. Los Angeles and San Diego led 


| the way—Los Angeles with gains of 
| 46 and 43 percent, San Diego, 44 and 


19 percent for the two weeks. Dollar 


| volume of appliance sales for the 
| month of May in the Phoenix, Ariz., 


Manitowoc 


... tailor-made for easy LIVING 
... tailor-made for easy SELLING 





Yes, Manitowoc freezers are setting new standards 
of convenience and space economy for homemakers 
.. in town and on the farm. They need only 2% by 
3 feet of floor space... fit as easily in kitchens and 
utility rooms as most refrigerators. And today’s 
women love the idea of see-at-a-glance visibility .. . 
with no old-fashioned digging or diving. 


These big advantages make it easy to sell 
Manitowoc freezers ... easy for you to bring new 
profit to your freezer business. Write now for the full 
story. And remember the name... Manitowoc, first 
to bring homemakers so much freezer capacity in so 
little floor space. 


Manitowoc Equipment Works 


MANITOWOC, WISCONSIN 


See the Manitowoc “kitchen- 
style” ad in full color in 
August issues of these 
national magazines: 


oR 
‘> Guaranteed by > 
Good Housekeeping 


e 
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area were higher than those of last 
December and 26 percent above those 
of April. The only drops were in 
freezer sales, which had their major 
promotion earlier, dishwashers and 
electrical water heaters. 


Television Booming. Television, 
stimulated by promise of early expan- 
sion of selling areas and by the pub- 
lic’s desire to be able to sit in at the 
political conventions, was on its way 
up. With a view to averting a last 
minute rush for television installation 
just before the big events, advertising 
on the Coast is being directed toward 
the “Buy It Now” theme. Most local 
jobbers report an adequate supply of 
sets on hand. The problem is the 
dealer job of putting up antennas in 
case too many people leave their pur- 
chases until the last minute. The big 
tush is expected after the first conven- 
tion, when the public begins to realize 
what it is missing. 

Phoenix has started its big promo- 
tion to take advantage of the oppor- 
tunity of viewing political events by 
coaxial cable. It is choosing “Miss 
TV Cable” by a contest which fea- 
tures 16 lovelies over local TV, each 
representing a different make of set 
and sponsored by the appropriate dis- 
tributor. Viewers vote by calling or 
writing the station, the winner being 
awarded a set of the make she repre- 
sents. Dealers are promoting the 
candidates of the brand they carry, 
sponsoring programs featuring their 
favorite and tying-in with ads, store 
and delivery truck banners, and other 
promotions calling attention to the 
event. 


Increasing Western Market. The 
list of preferential station allocations 
released by FCC shows Denver at the 
top and Portland, Ore., second in pri- 
ority. Both cities are constructively 
preparing sales and service personnel 
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to handle T'V when it arrives. ‘There 
are 15 western cities among the first 
100 announced. Many present “fringe 
areas”, hitherto a very prominent fea- 
ture of the western selling picture, 
may soon look forward to enjoying a 
nearby station of their own. They are 
among those making most active plans 
for expansion, as the need for high 
antennas and of elaborate methods of 
detecting signal “‘spots’”’ will be elim 
inated. 

Salt Lake City and its surrounding 
area is expecting its own boom when 
the local stations are shifted this fall 
to higher mountain levels, greatly in- 
creasing the signal area. San Fran- 
cisco’s suburban areas will benefit 
greatly when its first station shifts 
from the present location at the top 
of the Mark Hopkins Hotel to Mt. 
Sutro, with a simultaneous increase in 
power and greatly improved sending 
equipment. 

Los Angeles reports that by May of 
this year ownership of sets in that area 
was up by 4,589 sets over the samc 
date of the year previous. Sales showed 
a 29 percent increase. Credit is given 
to the easing of term buying, espe- 
cially affecting larger screen sizes, a 
great interest from an educational and 
entertainment standpoint in the po 
litical events, and better programs 
available in all categories from a local 
level and via micro-wave. 


License Problems. ‘The Los Angeles 
League reports that the state measurc 
to license all radio and TV service 
firms has been defeated in committee, 
largely due to efforts of industry 
groups who have shown that they un 
derstand and are handling the prob 
lem within their own ranks. 


Credit Problems. A recent conven- 
tion of the National Retail Credit 
Assn. in Oakland, Calif., brought out 
some constructive advice from spe- 
cialists in this field. There was a 
general feeling that it was better to 
turn over the initial credit inter- 
view to a special department, rather 
than have the salesman help the 
customer fill out credit forms. Ex- 
perience has shown that collection 
trouble is greatly lessened if the first 
“get-acquainted” interview is produc- 
tive of complete mutual understand- 
ing. Chief causes of collection trou- 
bles this year have been strikes and 
marital difficulties of armed services 
personnel. General level of carrving 
charges for accounts over 90 days for 
the stores reporting was from 6 to 7 
percent, but it was generally agreed 
that carrying rates should be increased 
as soon as legally permitted, as inter- 
nal costs of handling the accounts had 
materially gone up. One Los Angeles 
department store, by charging custom- 
ers rental for use of appliances or TV 
receivers they wish to return, has cut 
returns from 22 percent to less than 1 
percent. An exception is made when 
the returned set is to be applied on 
purchase of a larger model. End 
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THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western 
Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 


ELECTRICAL MERCHANDISING—AUGUST, 1952 PAGE 23 








~~ 








Only H.C. Little Oil Heaters 
have Electric Ignition! 


The burner automatically lights itself, regulates itself 


—no pilot light, no Hi-Lo fire! 


~ 


© Special heat control permits burning 
lowest cost furnace oils 


These features make H. C. 
Little Oil Heaters the sales 
boosters for 1952! 


* 100% automatic low-voltage ignition 


© Non-mechanical burner—no moving 
parts to make noise 
® Manually controlled models also avail- 


—no radio or television interference able 
* Special control permits hand operation ¢ Tested and listed by Underwriters’ 
if electricity is cut off Laboratories 


MODEL 108—77,000 BTU 
per hour heat output. This 
large automatic unit has the 
heating capacity of a full 
size furnace—but at much 
lower cost! 


A 





MODEL 71 —53,000 BTU 
per hour heat output. Cheery 
flame shines through trans- 
parent Pyrex glass door— 
produces body-warming ra- 
diant rays for extra comfort. 








MODEL 72—52,350 BTU 
per hour heat output. Pro- 
duces a large heat output 
and specially designed to 
sell when price is the major 
factor. 

Gian 





MODEL 59— 42,500 BTU 
per hour heat output. A 
medium size heater that 
provides luxurious heating 
and automatic operation at 
low cost. 








— 
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EW the money-saving DAT- 


ING-DISCOUNT PLAN that per- 
mits you to order oil heaters NOW 
and PAY LATER out of profits! 


WC Little MAIL COUPON TODAY 
(Ch 4) eS SE TET 


H. C. LITTLE BURNER COMPANY, INC. 
SAN RAFAEL, CALIFORNIA 





| 


Get details today about 


More than 200,000 
H. C. Little Installations! 


The leader in home heating 
equipment since 1923! 














Burner Company, inc. 


SAN RAFAEL, CALIFOR Gentlemen: 
——— © Please send us complete information about 
your OIL HEATERS and the new DATING- 


DISCOUNT PLAN. 


a 


H. C. LITTLE DISTRIBUTORS: 


Avrora, Ill. Portland, Ore. 

Baltimore, Md. Prescott, Ariz. Name a 
Belmont, Mass. Reno, Nev 

Boise, Idaho St. Lovis, Mo. 

Columbus, Ga. St. Petersburg, Fla. 

Detroit Lakes, Minn. Salt Lake City, Utah % 

East Orange, N. J. Seattle, Wash 4 - 

Fayetteville, N. Cor. Toledo, Ohio SRR ESE Fs ae 
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Consumers Come Back in the Market 


By the McGraw-Hill Dept. of Economics 


Sales of appliances have brightened 
up during the past two months. Pros- 
pects are that they will continue to 
buoy up for the rest of the year. This 
does not mean sales are going to 
soar skyward like they did in 1950 


| and early 1951, nor is the market so 


firm that all inventory problems and 
price cutting are at an end. Just the 
same, the market is beginning to look 
good after a glum winter and spring. 
Most stores should be able to build 
up their sales volume of appliances 
during the next six months. 

The Department of Commerce re- 
ports that appliance and homefurnish- 
ing sales for May are 10% above a 
year ago, and 6% over this April. No 
other group of retail stores, with the 
exception of automobiles, showed a 
sparking of sales like this. Sales of 
all retail stores, by comparison, were 
up 6% over a year ago and 2% from 
April. Indications are that appliance 
sales continued to strengthen during 
June. 

A leveling off in disposable personal 
income last fall is one thing that 
dampened appliance sales. Consumer 
spending for durable goods, includ- 
ing all kinds of home electrical equip- 
ment, held steady at the rate of $25 
billion a year from April of 1951 to 


| April of 1952 as a result of level in- 


comes. This $25 billion of spending 
is one-fifth less than the peak first 
quarter of 1951. By any ordinary 
standards, it is still a high rate of 
spending for appliances and other 
durable goods, exceeding anything in 
the 1946-49 period. 

Appliance stores have had rough 
going during the past year, in spite 
of this handsome spending by con- 
sumers, mainly because the customer 


| has been more selective and price con- 





scious in the face of piled-up inven- 
tories for home electrical equipment. 
High inventories and price shaving 
have had the effect of making con- 
sumers hold out for better bargains. 


BIGGER INCOMES, BIGGER SPENDING 


Inventories are now worked down 
to more manageable levels. Even the 
TV outlets, which had the biggest in- 
ventory gluts and saddest sales record, 
have cut their stocks in half during 
the past year. Consumers, who are 
remarkably savvy about such things, 
can now see that there are not likely 
to be many more price cuts from in- 
ventory dumping. This is one factor 
that makes them inch back into the 
market to buy. Another is the pros- 
pect of rising incomes. Higher wage 
rates and higher employment this fall 
give promise of larger personal in- 
comes, even after taxes. 

The steel strike also has a bearing 
on the outlook. One effect is loss of 
income during the strike. This means 
some loss of sales. The retail stores 
in steel making centers have, of 
course, been painfully aware of drop- 
ping sales during the past several 
weeks of the strike. 

The steel strike also has run long 
enough to have important effects on 
the supply of electrical appliances. 
Some electrical manufacturers have 
had to slow down, if not shut down. 
The loss of steel, due to the strike, 
will drag out production and delivery 
of new appliances. This will not re- 
sult in any real shortages, but it will 
continue to whittle away at inven- 
tories. Dealers then can be expected 
to become a little less anxious to sell, 
and buyers a little more eager to buy. 

(Continued on page 28) 
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“DIDJA EVER SEE A CAKE BURN BEFORE?” 
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NAMED DEALER for BLACKSTONE WASHERS! 


| nTRODUCTORY Sale} REX TELEVISION CITY, Jersey City, N. J. 


* wires: 
You GetT ats... "Blackstone 59-95 


Table Promotion 
a terrific volume- 


builder... 


ners 
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signed H. Joffee 
REX INDUSTRIES, INC. 


Cash in on this sensational new 
promotion that’s already shattering 
sales-records coast-to-coast ! 


Rex ran the ad shown and sold 33 Blackstones— 4 in the 
first few hours after the ad appeared! They repeated it and 
sold 37 more! 

You too can pull in record profits! You too can step up 
store traffic! You too can build a list of sizzling prospects— 
with the promotion that offers a $59.95 table for a fabulous 
$10 with every Blackstone washer! 

Customers know Blackstone quality. They’ve read Black- 
stone ads in big national magazines like Saturday Evening 
Post, House Beautiful, Living for Young Homemakers! 
They’ve seen Blackstone newspaper ads, Blackstone pub- 
licity ! Now, close this tremendous pre-sold market with the 
$59.95 table bargain! 

Contact your Distributor for full details today! Start 
cashing in BIG with BLACKSTONE now! 











= Nery “i 


Bz hei sail XN | 
Blackstone =~ 
Jamestown, New York 
AMERICA’S OLDEST MANUFACTURER OF HOME LAUNDRY APPLIANCES 
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because the new Crosley out-performs them all! 


Never before a dishwasher 
selling-feature as effective 
as the - 


REVOLVING 
RACK 
With wonder-working 


Suir/ Clean Action 
















Upper rack holding dishes gently 
rotates throughout the entire wash- 
ing and rinsing cycles. Every dish 
is washed thoroughly, uniformly — 
from every position! This one Crosley feature 
alone provides an exciting sales story in itself... 


SWIRLCLEAN ACTION—every article catches 

cleansing spray. In other dishwashers, large pieces 
in lower rack can block the spray from dishes above— 
but not in a Crosley! 


* EASIEST LOADING— both racks slide out smoothly. 
Upper rack revolves at a finger touch as dishes are 
put in place. Both racks are independently removable. 


Electric Automatic 





MODEL DE-48A— 48-inch front- 
opening Crosley Automatic Dish- 
washer-Sink Combination. Built 


Water Heaters Dishwashers Kitchen Cabinets 


within standard 48-inch sink frame. 
Dishwasher is on the left for natural 
right-to-left loading motion. 


” ENORMOUS CAPACITY — the new Crosley Auto- 
matic Dishwasher is able to take care of the average 
family dishes for a whole day in a single wash! 


a that's ww VE slits: 
an 





Steel Sinks and Food Radio Television Room 
Waste Disposers Receivers Receivers Air Conditioners 
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moat 0&-24UC—24-itich’ Crosley Automatic Dish 
washer. Undertceniter' model. Can bs sedi ail Celina’ Y 
Kitchen Counters or other standard continuous tops. — 


P og , 
es acs See - 


COMPLETES THE CROSLEY KITCHEN LINE! 


Here, at last, is a totally new advancement in auto- 
matic dishwashing—rinsing—drying—proving by 
demonstration that washing dishes by hand is really 
a thing of the past! Here are performance and 
convenience features so outstanding that automatic 
dishwashing now takes on an entirely new mass- 


appeal role in your appliance selling. And the addition 
of these new, wonder-working Crosley Automatic 
Dishwashers makes the Crosley Kitchen line complete 

. gives you ever greater selling and repeat-selling 
opportunities! Now more than ever before—Crosley 
sets the pace with America’s finest kitchen line! 


Feature for Feature, Crosley Automatic Dishwashers Lead the Field! 


Whirling impeller 
sends powerful cleansing 
spray to all parts 
of the dishwasher. 


You can turn Indicator 
Control Dial to stop, 
change, skip, or repeat 
any operation desired. 


2 


Dishes are given a 
pre-wash “‘spray”’ rinse 
—then, after washing, 
another “‘spray’’ rinse 
plus two “power’”’ rinses. 


Pe 
3 bs 


Safety Switch stops 
all action if door is 

accidentally opened 
during operation. 


Special heater unit 
maintains correct 
temperature for washing, 
rinsing, drying. 


Hot, humid air is forced 
out of vent, giving a 
shorter, more efficient 
drying cycle. 


To prevent possible 
redepositing of food 
particles, impeller stops 
during the drain cycles. 


Steam- and air-vent 
location at the back 
prevents front 
condensation 
and dripping. 


I 


@ Contact your Crosley Distributor for full details about the Crosley 
Automatic Dishwasher—the NEWEST and the BEST way to “Do Dishes”! 
Watch for Crosley’s 2-page full-color spread in LIFE Magazine (Aug. 25th) open- 
ing the most exciting retail-sales supporting campaign in dishwasher history! 
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Both racks are. 

removable. With 

Revolving Rack 
removed, extra-large 

pieces can easily 

be washed. 
Foolproof control aly 
mechanism . . . you just 

load, close door, turn 

handle to ‘‘on’’! 


e/a 


Superior construction with finest porcelain 
and hardware. Tight-fitting door. Rust- and 
corrosion-proof steel racks, covered with 
vinyl plastic. 


Unique Crosley installation method minim- 


izes vibration, heat-loss—reduces noise, 
simplifies servicing. 


CROSLEY 


DIVISION CINCINNATI 25, 


CROSLEY... Better Products for Happier Living 
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+ Biggest MET-L:TOP 


motion in History 
NOW in the Posr/ 


Gales 










=» Staie: Pt csretpensier 


PANY, 
" Arabian 7 Cw Tarm Journal 
| a‘ ae 


CASH-IN... get the 
complete MET-L-TOP story ! 


MET-L-TOP'’s tremendous, stepped-up adver- 
tising campaign means more sales, more 
profits. Everything you need to tie-in is ready 
for you. Send for the big Sales Promotion Kit 
shown at the right. It’s packed with profitable 
ideas and selling helps—all available free: 


CONSUMER LITERATURE @ NEWSPAPER AD MATS 


WINDOW STREAMERS e@ COUNTER DISPLAYS ® 


GEUDER, PAESCHKE & FREY CO. 


MILWAUKEE 1, WISCONSIN 


MET-L-TOP—THE Oniginal ALL-METAL IRONING TABLE 


RADIO ANNOUNCEMENTS 





| 





Economic Currents 


me CONTINUED FROM PAGE 24q=eme, 


In the process, prices may be ex- 
ected to be firmer than they have 
en. 


PRICES AND STEEL 


Prices will probably be firmer but 
not rising. Consumers carry an in- 
ventory too. The consumer inven- 
tory of household equipment is in 
pretty fair shape. There are no crying 
shortages for appliances, except per- 
haps a few to equip new houses. Pres- 
ent consumer inventory of appliances 
is more up to date than it has been 
for years. The consumer can afford 
to wait around for a while—his pres- 
ent equipment will last. 

When consumers are fairly well 
stocked with reasonably efficient home 
equipment, they cannot be badgered 
into paying higher prices for long— 
if at all. The steel strike will un- 
doubtedly result in higher prices for 
steel. But there is real reason to doubt 


| that higher steel prices can be passed 


| along in the price of appliances to 


consumers. 

Meantime, the electrical manufac- 
turers are laying plans to tempt con- 
sumers to buy more appliances by 
bringing out new models. The em- 
phasis is to be, not on price competi- 
tion, but on better engineering and 
styling. Manufacturers feel inven- 
tories are down to a point now where 
it is safe to spring new models. Deal- 
ers and distributors, who have born 
the brunt of a year-long drag in sales, 
are more cautious about the future 


| than manufacturers. But the dealers 


and distributors will have to go along 
with the new sales push. The manu- 
facturers are plowing money into a 


| new models campaign, not only be- 
| cause they feel the heavy sales to 


consumers lie ahead, but also because 


| they fear some competitor might get 


the jump on them if they don’t go 
ahead. 


A CHANCE IN THE FALL 


Electrical appliance dealers might 
well consider making a strong cam- 
paign for higher sales this fall, along 
with the manufacturer's sales push. 
But the dealer, at the same time, 
might be wary of his inventory posi- 
tion toward the end of the year. 

Consumer income and spending is 
likely to build up this fall under 
growing defense expenditures, the 
high level of capital investment by 
business, and the reviving production 
and sale of non-durable consumer 
goods. 

By year end, however, capital 
spending by business is expected to be 
over the peak, defense spending by 
government will probably begin to 
level off, and the consumer non-dura- 
ble industries may hit harder selling 
again. All this adds up to the pros- 
pect of better incomes and sales in 
the next six months, with a some- 
what more uncertain outlook for 
1953. In any man’s language, that 
means making the most of better 
times ahead. End 
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STROMBERG-CARLSON 
YORKSHIRE 21” 


PANORAMIC ISIN 
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21” cylindrical picture tube 
- New exclusive noise cancellation circuit 
eve ais, New retrace blanking circuits 
There's vo quicker way fo get a bmenes al New automatic focusing 
hot than to seat him in front of ae face eee New customized tuning 


New super high gain cascode tuner with inter- 
changeable VHF-UHF strips 


Opti-curved, glare-proof safety glass, removable 
for easy cleaning 


Built-in antenna 
Phonograph jack 
12-inch concert type speaker 


Chippendale cabinet, in hand-rubbed Honduras 
mahogany veneers, three-quarter length doors 


“There is nothing finer than a 


>> ~~ STROMBERG-CARLSON: 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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THE GREATEST MONEY- | 
OF ALL TIME FOR HOME 


WZ7Zza 


R, 
gion, BET NEW D-WAY compination 
wont POW FASTER SALES AND 


Superfan FORCED AIR 
BLOWER 
America’s most versatile air circulator. Su- 
perfan provides forced air warmth in win- 
ter with Superflame “Fuel-Saver” and “‘Gas- 
sepertes tee \ N96 47/5 . Saver” space heaters 
dee Gapedima NNN 7 and floor furnaces. In 
Heaters—gives \\" VK 4/7 hot summer weather 
po ey te Superfan keeps folks 
—on the same | cooler! It circulates, 
emaeas oF test, cools bedrooms, venti- 
lates kitchens. It’s the 
modern portable blower 

with countless uses! 


SAFE! “Saw staves 


“SALES-MAKING” 
AUTOMATIC THERMOSTAT 


Gives you FOUR big sales advantages! 

Gives your Customers: 1. completely auto- 
matic heating; 2. “Round-the-clock” comfort; 3. sav- 
ings in time and work; 4. savings on fuel! No electric- 
ity needed. No wiring. No costly installation. Attaches 
quickly, easily to the top of the safety control valve. 
Maintains room temperature within 2 degrees. Elimi- 
nates overheating and underheating. 
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MAKING PROMOTION 
HEATER DEALERS! 


OFFER GUARANTEES MORE SALES, 
GREATER PROFITS FOR EVERY DEALER! 


Superflame OIL HEATERS 
WITH THE AMAZING ‘“FUEL-SAVER” 
America’s Most Complete Line of Home Heaters ! 


Give your customers more for their money with SUPERFLAME! More beauty! More 

comfort! Amazing fuel savings! Only SUPERFLAME has the super efficient ‘‘Fuel- 
Saver” that increases radiating surface 100% . . . decreases chimney loss 40%. Saves 
up to % on fuel . . . sometimes more! 20 outstanding sales clinching features in all 
mean faster, easier sales! 





Superflame GAS HEATERS 


WITH THE DOUBLE “GAS-SAVER’’ 


For the customer who prefers gas, the Superflame line of “‘Gas- 
Saver” heaters gives you a model for every need. Many outstand- 
ing features. The Double “Gas-Saver” doubles radiating surface 
... gives your customers more heat from every penny’s worth of 

as. Exclusive ‘“‘Fan-flame” burner gives unexcelled efficiency. 


You'll like the Superflame gas heater line. Your customers will 
like it even better! 





Here’s the Offer You Make! 


SUPERFAN BLOWER — $34.95 YOU SELL BOTH FOR ONLY $785 
AUTOMATIC THERMOSTAT— 12.90 


WITH ANY SUPERFLAME HEATER 
SELLING FOR OVER 464.95 


Your Customer Saves $49” 


TOTAL VALUE $47.85 
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SUPERFLAME p 
EAL 
SAY ABOUT THis. 
PROMOTION: 
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than j 
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ICOMMERCIAL 
CREDIT PLAN 
FINANCING LOANS 


= 


LOCAL SERVICE — NATION-WIDE EXPERIENCE 

Hundreds of Commerciat Crepir offices 
throughout United States and Canada offer 
you fast, efficient service on a local level. 
Yet you and your customers benefit from 
many years of experience gained through 
millions of financing transactions covering 
practically every community. 


Wholesale Financing 
Fast Credit Approval 
life insurance Protection 
Prwerty ines irance Protedy in 
Audomatic Sides bolioe up 
Tested Collection Service 
Builds Customer Good Wil 
Netionwnde F scilities 


YOU SHOULD HAVE THIS BOOK — It ana- 
lyzes the appliance market in relation to 
time sales . . . shows how you can benefit 
by the many advantages of the ComMERCIAL 
Crepit Pian. Ask your distributor for a 
copy, or contact the CommerciaL Crepit 
office nearest you. There’s no obligation. 


OFFER THEM THE CREDIT THEY NEED — Mil- 
lions of people want credit, need credit, 
can’t buy without credit! Make sure you offer 
them the plan that’s best for them and best 
for you .. . the plan that more customers 
prefer than any other national financing 
plan . . . Commerciat Crepit Pian. 


More appliance dealers use Commercial Credit 


financing than any other national plan 


THE PROOF IS IN THE PUDDING 


Appliance dealers all over the country are proving 
that the CommerciaL Crepit PLAN helps them make 
more sales and profits. This plan offers you a complete 
financing package that includes both wholesale and 


retail plans . . 


. enables you to make better use of 


working capital instead of tying it up in floor stocks. 
When you deal with CommerciaL Crepit, you deal 


with one reliable source only... and you can be certain 


of financing as usual, no matter what the times. 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
+++ Capital and Surplus over $125,000,000 . . . offices 
in principal cities of the United States and Canada- 


AUGUST, 
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i: RED-HOT 


SALES and PROFITS! 


-This Season’s 
Finest Gas Heafer Value! 


Get your heating season sales off to a flying start. Feature 
Hearth Glo, this season’s outstanding heater value. Rugged 
construction, dependable performance, smart, clean styling— 
and priced to pull customers into your store. For red-hot cold- 
weather sales, feature Hearth Glo Heaters! 


ORDER NOW, to be sure of getting all the Hearth Glo Heaters 
you need. 


Sold only through Authorized Wholesalers CIRCULATOR 


--» for areas where 


JACKES-EVANS MFG. CO. © St. Louis 15, Missouri “ae 


aA 


makers of the famous “ST. LOUIS BLUE" Tempered Steel STOVE PIPE 
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WIN EXTRA SALES 


TELECHRON $15 (0.00 conrest 


.. - with this contest assortment 


Dealer Retail 
Name Model Price* Prices* 





LULLABY 71207 $3.12 $4.95 
LULLABY (L) 7H207-L 3.57 

TELEGRAIN 7H201 4.77 7.95 
ENHANCER 7H203 5.37 8.95 
ADVISOR (Red) 2H27 Red 3.57 5.95 
ADVISOR (Blue)  2H27 Blue 3.57 5.95 


Totals $23.97 $39.70 


FULL PROFIT FOR YOU $15.73 


FREE DISPLAY ties in with national advertising 
—a series of full pages, full-color in Life and 
The Saturday Evening Post featuring contest 
assortment. Consumers must come to your 
store for entry blanks. 














ENHANCER (New) ADVISOR (Fast Seller) ADVISOR (Fast Seller) 


WIN EXTRA CASH 


DEALER CONTEST 


$500 Ist PRIZE $250 2nd PRIZE $100 3rd PRIZE 


47 additional prizes of Enhancer clocks with your initials in gold. Easy to enter. No 


display photographs! No newspaper tear sheets! Easy to win. Just complete this state- 
ment in 100 words or less: “The Telechron electric clock $15,000 contest helped me 


promote sales as follows: p 


ASK YOUR DISTRIBUTOR for free kit containing display card with entry blanks . . . 
new catalog . . . new price list . . . tie-in ads . . . plus complete details of these contests. 
* SUGGESTED UNIT WHOLESALE PRICE FOR DEALERS 


**FAIR TRADE OR SUGGESTED RETAIL PRICES. PRICES PLUS TAX prices ano SPECIFICATIONS SUBJECT To CHANGE WITHOUT NOTICE 
TELECHRON IS A TRADEMARK FOR PRODUCTS OF TELECHRON DEPT., GENERAL ELECTRIC CO., ASHLAND, MASS. 
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ALREADY PRE-SOLD 
Get a running start by featuring COMPANION-advertised 
goods. Check below the Electrical Appliances that you carry 
... then cash in on the COMPANION’S No. 1 editorial boost! 


Admiral Dual-Temp Refrigerator General Mills Tru-Heat Iron 


In-Sink-Erator Electric Food 
Waste Disposer 


Lewyt Vacuum Cleaner 
Mirro-matic Electric Percolator 
Odor-Master Electric Deodorizer 


Air-Way Sanitizor Vacuum 
Cleaner 


Bendix Automatic Dryers, 
Washers & lroners 


Cadillac Vacuum Cleaners 


Domestic Sewmachin 
— pers Osterizer Liquefier and Blender 
Filter Queen . 
Presto Automatic Fryer 
Frigidaire 
Sunbeam Mixmaster 
Frigidaire Electric Ranges 
Sunbeam Toaster 
General Electric Steam & Dry tron 


a a Universal Stroke-Sav-r Iron 
General Electric Visualizer Iron 


Westclox Electric Clocks 
White Sewing Machines 


General Electric Washers & 
lroners 


It’s timely 


page S18... 


“It Tastes So Good Outdoors,” a timely 


article in the August COMPANION, will show over 


4,300,000 women how the right equipment can 


MileL<cMoM olical(MeM ole -y4-M UM] ais colli (lmaoo) 4) 
the corn...an electric freezer makés the ice cream — 
appliances make the meal. By showing so many 
women how to live better with appliances, 
COMPANION’s big reader traffic means big 


i ola-Migoh allem coved 


=()MPAMON 


The Crowell-Collier Publishing Company—Publishers of Collier's, The American Magazine, Woman’s Home Companion 
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“ON THE BEAM” 


witht ChROS 


You can see it BETTER On a CROSLEY 


SLEY TV 








N. Y. DEALER DOUBLES BUSINESS 


WITH 


A few months ago, Mac Goldstein 
was thinking seriously of going out 
of the appliance business. His store, 
Macson’s, Inc., indowntown N. Y., 
had been operating less and lesssuc- 
cessfully since 1945. Last August 
he decided to make a last-ditch 
try and to carry only one line. He 
chose Crosley because: (a) “40% 


of my business had already gravi- 
tated to Crosley”’; and (b) “Crosley 
was my first line . . . a relationship 
of mutual benefit had been built 
up.” Since that time, Macson’s 
business has doubled and Mr. 
Goldstein envisions 5 more units 
in metropolitan N. Y. A lease has 
already been taken on a Great 
Neck store. A lease will shortly be 
signed for a White Plains store. In 
the spring, The Bronx, Brooklyn 





Questions and Answers 


aiout GROSLEY 


Whom should I contact for in- 
* formation about obtaining a 
Crosley dealership? 


H. G., Pennsylvania 


Any and all information con- 
cerning Crosley dealerships may 
be had promptly by writing to: 
Mr. E. W. Gaughan 

General Sales Mgr for Electronics 
Crosley Div., Avco Mfg. Corp. 
Cincinnati 25, Ohio 


x * * 


Does Crosley plan to continue 
giving a full-year parts and pic- 
ture-tube warranty next year? 
G. F. F., Kentucky 


Emphatically, yes. Crosley be- 
lieves it is the duty of the TV 
set manufacturers to the con- 
sumer and industry to continue 
a full-year parts and picture- 
tube warranty. 





SINGLE LINE 


ete ‘ 


i 
. 4 


CROSLEY SETS ON DISPLAY AT MACSON'S 


and Queens will be covered. Out- 
standing advantages in carrying a 
single line are believed by him to 
be: (1) Even a small dealer can 
buy in carload quantities and get 
carload prices; (2) The dealer be- 
comes more important to the dis- 
tributor; (3) It allows for more 
display space; (4) Your relation- 
ship with the company you are 





doing business with becomes al- 
most a moral partnership; and (5) 
The customer gains confidence in 
the store and what it sells. The 
customer thinks that if this dealer 
is willing to risk his livelihood on 
one brand it must be good. 

Mr. Goldstein’s final aim is to 
get away completely from the 
woes of price selling. 





Crosley Really Ready for UHF 





WITH TESTED ALL-CHANNEL ADAPTOR 





Crosley dealers can offer customers 
UHF reception and mean it. No 
double-talk about strip replacements 
... put this in, take that out . . . with 
Crosley. Four years ago Crosley 
started planning for today’s TV de- 
velopments. They designed an adap- 
tor that would work on every Crosley- 
built TV set! Last year this adaptor, 
appropriately called the Crosley 
Ultratuner, was demonstrated to 
dealers and the FCC in Bridgeport, 
Connecticut. 

It’s easy to understand the need 
for this adaptor . . . easy to explain 
to customers. Ultra High Frequency 
channels are different from Very 
High Frequency channels. To get 
them, you need different circuitry, 
another antenna. 

Crosley built the Ultratuner to 
perform the additional job of bringing 
in additional channels. It has special 
UHF circuitry, special tubes, and a 
special UHF built-in antenna. 

On May 10 this year Crosley again 
demonstrated the Ultratuner—this 
time to the press at the West- 
chester Country Club, Rye, New 
York. A lady in the audience very 





simply connected the Ultratuner to 
a standard Crosley TV set in one min- 
ute flat. Then a program telecast on 
UHF was picked up from Bridgeport 
with fine clarity and clear tone. 
Bridgeport is forty air miles from 
Rye, New York. 





(Following are highlights from M. 
Blees’ speech before The Third An 
nual Distribution and Advertisi 
Forum.) 


x * * 


“I am . . . devoted to the idea c 
the utmost in service and conven: 
ience for the customer. Retaile 
who shy away from fitting thei 
sales hours to the needs of the buy: 
ing public are just not on their toe 


x *k * 


“Durable-goods brand-name 
manufacturers who sell products 
through ten or twelve thousand 
outlets must help the independent 
merchant to pursue sound business 
methods; see that he is located 
properly, has the trained selling 
and servicing organization, keeps 
tight control of inventories so as 
to get rapid turnovers; help him 
plan advertising and promotion 
at the local level; and provide a 
simplified, good accounting system 
upon which the dealer can base 
good management. These are the 
only ways that the average inde- 
pendent merchant can effectively 
compete in the future. 


x * * 


“Only good businessmen can possi- 
bly survive, because the public 
does not care whether the purchase 
is made in a chain or independent 
store. The one which serves him 
x *k * 

“This is television's election year. 
Look the candidate straight in the 
eye; and make him look you 
straight in the eye while he pleads 
his case ... let us paraphrase 
Colonel Prescott’s famous com- 
mand of 1775— ‘Don’t fire until 
you see the whites of their eyes!’ 
as ‘Don’t make up your mind or 
vote for any candidate until you 
see the whites of his eyes!’ ”’ 








“ON THE BEAM”. 


.... with CROSLEY TV 


























“LL SELL 2000 TV SETS IN ’52,” 
PREDICTS ATLANTA DEALER 


tomers from time to time. Often 
after just a few moments in a 
home, he can “sense’”’ what other 
products may be needed. He main- 
tains a well-staffed service and 
installation department and en- 
deavors to sell his customers a 
service contract to go hand in 
hand with Crosley’s full-year war- 
ranty on television. 


One of Mr. Gunn’s most popular 
combinations this year has been 
the Crosley DU—17TOL2 table 
model receiver and the Crosley 
11-550 Chairadio. 

Popular Earl Gunn is known to 
his many friends as “‘little Pop.” 
Much of his selling success he 
attributes to the early guidance of 
his brother, Mr. E. L. “Pop” Gunn, 
Jr., V. P. and General Manager of 
the American Service Company. 

No one questions “little Pop” 
Gunn when he says he expects to 





The ‘‘best retail salesman in 
Atlanta” . that’s what Earl 

unn’s competitors call him! 

Mr. Gunn is a master of the 

rosley “use the user” plan and 

follows up closely with all his cus- 








Ma 





= = sell 2,000 TV sets in Atlanta in 
WINS52): | = 

putias Mr. Gunn and his company, 

with your best American Service Company, are 

les st members of the dealer organiza- 


tion of Crosley Distributing Corp., 
“Driving through Montclair : 

one day, I had an idea. I de- Atlanta, Georgia. 
cided to ring doorbells. Since 
I'm a qualified serviceman, | 








REDDERT WINS $100" 
BOND FOR CROSLEY 
“IDEA OF THE MONTH" 


How would you like to sell con- 
soles to 9 out of every 10 TV cus- 








2 aa a3 


tomers? That’s the record of Bob 
Reddert (Baumer-Reddert Appli- 
ance Store) out in Cincinnati. 
Here’s how he does it: ‘About two 
years ago we built ourselves a 
soundproof ‘Television Salon’ 
right in the rear of our store. It’s 
decorated just like a customer’s 
living room—thick, wall-to-wall 
carpeting; soft lighting from table 
and floor lamps; pictures on the 
wall; and comfortable living-room 
chairs. When the customers see a 
Crosley console operating under 
these homelike conditions, they 
just can’t help buying. It’s an ac- 
tual fact that we average a sale to 
9 out of 10 of the customers who 
get a demonstration in our Salon. 
Oh, yes—during the hot summer 
months we keep our Television 
Salon air-cooled. Seems that some 
people never want the demonstra- 
tion to end!” 

Isn’t there an idea here for your 
store? It’s the idea of the month! 





told the lady of the house I'd 
fix anything that didn’t need 
additional parts. | was asked 
into 30 homes and saw — 


GOOD NEWS FOR CROSLEY DEALERS 


—No amateur interference with Crosley TV sets 
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4 appliances the family needec 

From those 30 calls I a 

a a sale of one Crosley television 

set, four Crosley refrigerators 

> and one Crosley freezer. This 

< — service’ reds bas now 

4 secome a major par’ or my 
« "pani a The FCC recently assigned the 21 
: Gany Gin fool rye! to 21.45 megacycle band to ama- 
“ teur radio operators. That’s bad 
D> Send yow sory te: "On the news for many television manufac- 
Aten turers—but not Crosley! Crosley 

BAAAAAARBAAAAAAAAA 

Why Dealers Grow Gray_ 


NAW! WE DONT 

) WANNA BUY...JUST 
CAME IN TO SEE 

THE GAME |! 


















TV sets are well out of the range 
of the amateur or “ham’’ interfer- 
ence and should experience no 
trouble from amateur broadcast- 
ing. Many other manufacturers 
are in for trouble. They’ve been 
using this newly assigned band for 
intermediate frequency amplifica- 
tion—despite warnings that this 
band would be given to the “hams.” 
Unfortunately, many owners of 
competitive sets will now have to 
make costly readjustments. Tell 
this story to your customers and 
to those who are in the market for 
TV sets now. It’s the real selling 
point because it is proof that 
Crosley does everything in its 
power to protect the investment 
of television set purchasers. Cus- 
tomers want to know that the set 
they buy will not get out of date 
... and they want to know this 
before they spend their good money. 
So tell them they may feel free to 
buy Crosley sets, knowing there is 
little likelihood of amateur broad- 





casting interference. 








“Crosley is the only set that gives 
us top performance in areas 
.-. we just plug in a Crosley set 
and that’s it . there’s hardl 
ever an adjustment needed. 
have experi- 
enced far fewer 
service calls and 
complaints with 
Crosley than 
with any other 
set ” 


Bill Wissel 





9 Appliances of 
- Norwood, Nor- 
Ohio. 


In our area we 
will try a set in 


nypeorg seeped 
pot pe isn’t pos- 
le, and we 
fave yet to be 
outperformed. 
Remington R. Taylor of Taylor and 
Pierce, South Lansing, New York. 
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HONEYWELL 
CONTROLS 
AND MAKE 


TWO PROFITS! 


When you sell a gas space heater, sell one 
of Honeywell’s new controls, and make a 
“second” profit on every sale. 

Everyone wants the advantages of auto- 
matic heat...and you can provide them. Show 
your customers these self-contained thermo- 
stats requiring no outside electrical power. 
Explain how the thermostat will keep room 
temperature at the desired setting . . . auto- 
matically. You'll find more profits coming 
your way. And your customers will be better 
satisfied, besides! 

Honeywell controls are easy to sell! 
Honeywell's many years of experience in the 


control field, and its aggressive national ad- 
vertising program are your assurance that most 
people know all about Honeywell and Honey- 
well quality heating controls. 


Ask for Honeywell controls on every ship- 
ment of gas space heaters. Your manufacturer 
can install them at the factory. 


Honeywell Gas Space Heater controls can 
also be purchased separately to fit any manual 
models in stock. Just call your regular supplier 
or one of Honeywell’s 91 offices, located in 
key cities. Or, for complete information, mail 
the coupon below. 


tiie 


V5163 Modulating Thermostatic 
Gas Valve 


Provides accurate, safe control for any gas 
space heater. 

The thermostat accurately keeps room tem- 
perature at desired setting by modulating the 
flow of gas from full volume to a pre-set 
minimum flame. 

Built-in safety pilot provides 100% shut-off 
in caseof pilot failure. Has safe-lighting feature, 
too. Main line valve can’t open until pilot is on. 

The V5163 is easy and inexpensive to in- 
stall for it’s small and compactly designed to 
fit the limited places 
common to space heater 
applications. 


V5140 Modulating 
Thermostatic 
Gas Valve 


Another rugged, compact Honeywell control. 
Has all the features of the V5163 above, ex- 
cept the built-in safety pilot. A fine valve for 
installations where price is a factor. 


BIG MODERNIZATION 
MARKET 


You probably have many gas space heater 
owners on your customer list who do not have 
automatic controls. Contact them . . . they'll 
want automatic heating furnished by a self- 
contained thermostat, too! 


Honeywell 


it wn Controls 
H Fin 


1952 


MINNEAPOLIS-HONEYWELL REGULATOR CO. 
Dept. EM-8-87, Mi polis 8, Mi 


Gentlemen: 





Please send me descriptive literature on your V5163 and 
V5140 Thermostat Gas Valves. 


Name 





Address___ 


ns Zone_ State. 
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ADVERTISED IN 


lights up Polk Bros. 


..-with 29.7% increase in sales | 


“Our ‘Advertised-in-LIFE’ promotion was a major factor 
in boosting our April appliance sales 29.7% over the 
same month last year,” states Sol Polk of Polk Bros. 
Central Appliance and Furniture Co., Inc. of Chicago. 


| : | ; TELewisie 

A ND you can see that Sol Polk’s enthusiasm for LIFE is 3 ™ 
A justified, for no other magazine packs such a sales ; 3 oynnOGRA - 
wallop! Households who comprise the biggest appliance- E — 
buying group are those with incomes ranging from $3,000 mea ft 
to $7,000. Among LIFE households in this income bracket, 
38% are regular LIFE readers. And in the course of 13 issues, 
LIFE reaches 60.4% of all U.S. households — 25,640,000 
separate household units.* 

LIFE advertising pays off on the local level. Are you 
making the most of it? Tie in with the products on LIFE’s 


pre-sold advertising pages. 


“From now on we hope to run 3 or 4 promotions a 
year here,” writes Sol Polk. Salesmen’s enthusiasm, 
together with the sign on the marquee, posters, dis- 


*From A Study of the Household Accumulative Audience of LIFE, by 
Alfred Politz Research, Inc. A LIFE “household” is one in which one 
or more of the adult members has seen one or more of 13 issues of 
LIFE. Regular reading households are those which see from 8 to 13 
out of 13 issues of LIFE. 


plays, and television tie-ins, brought phenomenal 
sales increases for products advertised in LIFE. 


oe | Gf ia poy 
fe ua Is Ah 
a) nee meee 
. : J ’ "fia 


a Fe 
Pr ventiseD 


The major appliance department is a The excitement and color of the pro- Sol Polk (second from left) shows Philco’s 
carnival of customers when ““Advertised-in- motion brought Jesse Smith, of R. Cooper, H. R. Sheer, W. M. Caldwell and J. Hogerty 
LIFE” backs the show. In the course of 13 Jr., G-E distributor (left), and Dick Elam how he uses the Philco Refrigerator LIFE 
issues LIFE reaches 58°; of the households (right) from the G-E plant in Louisville out advertising campaign in his store display to 
who own homes and 64° of those who rent.* to Polk Bros. for a first hand look. create extra sales. 
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Your store can do the brightest business in town. 
Tie in now with these LIFE-advertised products. 


MAJOR APPLIANCES SILVERWARE AND GLASSWARE 
Aug. 4 General Electric Vacuum Cleaner—pg.,c. Aug. 18 International Sterling—spread, color 
Aug. 11 Borg-Warner Institutional—spread 
Aug. 18 Kelvinator Refrigerator—page, color RADIOS, TV, RECORDS, 
Aug. 25 Crosley Dishwasher—spread, color AND INSTRUMENTS 
Servel Refrigerator—page, color Aug. 4 Lester Pianos—!4 page 
Electric Companies Advertising Program Aug. 18 Bendix Radio and TV Broadcast 
—page Receiver—4 page 
Westinghouse Refrigerator—page Aug. 25 Westinghouse TV—page, color 
SMALLER APPLIANCES mnt he 
AND HOUSEWARES ug. 11 : en er Pens—page, color 
; : ; nsco Film—! page 
Aug. 4 Crown Broil-Quik Infra Red Broilers— Burroughs Adding Machine— page 
“2 page é Aug. 18 Eastman Kodak Picture Taking—page, c. 
Aug. 11 Minneapolis-Honeywell Controls—page Aug. 25 Parker Pens—spread, color 
Chaeaeere oP “Scotch” Brand Cellophane Tape— 
Aug. 25 Serviset Paperware—¥/p page, color Vy page, color 
Westclox Clocks—'4 page Ansco Film—' page 
HOME FURNISHINGS OTHER 
Aug. 4 Cannon Sheets & Towels—spread, color Aug. 4 Gum Turpentine—!4 page 
Aug. 18 Springwall Mattress—page, color Aug. 11 Plakie Toys—'4 page 
Aug. 25 Ostermoor Mattress—112 lines Aug. 25 Krilium—'4 page 
Nachman Innersprings—42 lines Geigy Insecticides—¥4 page 











First in circulation 
Many customers commented on the color- : i 
ful display materials. Polk explains, “These First in readership 
displays increased traffic and provided our First with appliance dealers 
salesmen with an added ‘hook’ on which 


they based their sales pitch.” 9 Rockefeller Plaza, New York 20, N. Y. First in advertising revenue 
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JORDAN MARSH COMPAY 
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New 52 Washer Has Push-Button Contra 





we guerentes satistectton! 





== “SLOANE 


30 DAY SPECIAL OFFER 


= ee “Time Line” | 
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The Norge Automatic 
Washer is a best-seller 








from coast to coast...a 









profit-builder for every 
dealer. No wonder top 


stores everywhere are 





advertising it i 


on ATO 








RETAIL 








$26.30 ~ ashert 
4 secee's —WORGE,, but ; “NORGE” Automat dtearase 
$4.95 Washes Clothes Better Than 
f a) ALL FOR 
Ce 
* 

















Dont wat! = up 
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Ot ee ON Today! 
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Refrigerators Gas Ranges 


Home Freezers Automatic Washers 


Electric Ranges Wringer Washers Water Heaters 


DIVISION OF 
BORG-WARNER 


MERCHANDISE MART—CHICAGO 54, ILLINOIS 


1952—ELECTRICAL MERCHANDISING 


ELECTRICAL MERCHANDISING—AUGUST, 


Rauland Tubes give you 
a prettier profit picture 


Rauland picture tubes are first 
choice of an ever growing number 
of service dealers and men. First, 
because of the completeness of 
the Rauland replacement line. 


Second, because you get the ben- 
efit of acknowledged leadership 
in picture tube engineering. Rau- 
land research has developed more 
picture tube improvements since 


+ ances 


the war than any other company. 


You get quality you can count on, 
too. Rauland production employs 
machines unique in the industry 
—many of them designed by 
Rauland engineers and built in 
Rauland’s own plant. 


And finally, you get assurance of 
customer satisfaction beyond 


what any other line can give you. 
Installation and adjustment of 
Rauland tubes is faster and bet- 
ter. The Indicator Ion Trap gives 
you the surest known protection 
against ion burn and shortened 
tube life. 


Specify Rauland—deliver Rau- 
land—and assure yourself of 
pleased picture tube customers. 


THE RAULAND CORPORATION 


4245 N. KNOX AVENUE ¢ CHICAGO 41, ILLINOIS 


1952 
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In The Fire Pot... 


Preway’s exclusive Air-activated 
Burner demonstrates the brand of 
ECONOMY your customers want to 
hear about. It guarantees low fuel 
cost because it is designed to burn 


In The Circulating Action . .. 


Preway offers, as optional equip- 
ment, a powerful blower attach- 
ment that carries heat on to distant 
areas, maintains a more uniform 


— and burn efficiently — temperature throughout the house. 


= er grade of fuel In the summer it acts as a room 
oil on the market. cooler, a feature everyone ap- 
preciates. 


In The Price Tag... 


i feature that every 

way gives you a that Y 

pore responds to — low pag eon 
ms the most attractively marke 


in the industry. 








Preway provides the Heat Miser 
— a specially designed heat 
booster. You can show your cus- 
tomers how it extends the line of 
travel of the hot flaming gases 
over more heat-absorbing metal 
surfaces to make every B. T. U. 
work harder. 


profitable 


| 


oil-burning circulators 
are bigger in power, 
performance and economy 


A beauty of a heater is Preway. From appearance to perform- 
ance, as you can see, this well-balanced line is power-packed 
with sales appeal. Just study the Preway features highlighted 
here... each one an engineering-merchandising first that beats 
the best that others offer . . . and you'll know why Preway is al- 
ready one of the country’s Big Three in space heater production. 
You, too, can cash in on this line of opportunity that puts you out 
in front of competition and out ahead in sales and profits. Act 
now, before it is too late, to be the Preway dealer in your 
community. Phone, wire or write today for full information. 


PRENTISS WABERS PRODUCTS Co. 
7652 SECOND STREET, NORTH, WISCONSIN RAPIDS, WIS. 
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When sales 
come hard, 


why sell the fully automatic electric and gas ranges 


hard way and take the strain off 
a BS] 


Why give away your shirt 
and sacrifice your profit to promote 
business, when all you need to do is 


push with Preway to be out in front 





of competition, and out ahead in . ' 


sales and profits. 


This short, well-balanced starter 
line is made to order for these tense 
days of appliance merchandising... 6 Electric Models 
gas and electric ranges that in de- 
sign, features, and construction are 
the equal of ranges priced $100 or 


more higher. 


If an advantage like this will bet- 
ter your business, then Preway is 
for you — just as it is the line of op- 
portunity for hundreds of alert 


dealers everywhere. 


PRENTISS WABERS Propucts Co. 
9652 SECOND ST., N., WISCONSIN RAPIDS, WIS. 


4 Gas Models 


= 
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There won’t be any bands or flag-waving that day. 
Just an ordinary day. And maybe you won’t even 
know you're getting aboard. 


It’ll be the day your favorite distributor salesman 
comes in. You’ll talk about how hot it is—or how 
cold it is—and he’ll give you a pitch . . . about 
Toastmaster Water Heaters. Then he’ll ring a bell 
—about the Life-Belt* Element, maybe, or the 
Toastmaster 10-Year Service Warranty. You’ll 


The day you get on the gravy train... 








already know, of course, that over two million 
American families will buy new automatic water 
heaters this year. All of a sudden you'll decide that 
the Toastmaster Water Heater would be good 
business for you . . . and from then on, you’re on 
the gravy train! 


Your Toastmaster* Water Heater distributor can 
make your reservations—any time! 


TOASIMASTER 


AUTOMATIC ELECTRIC AND GAS WATER HEATERS 


McGRAW ELECTRIC COMPANY © Clark Division * 5201 W. 65TH ST., CHICAGO 38, ILL. 
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#* Toastmaster, Life-Belt and lonodic are trademarks of McGraw Electric Co., makers of Toastmaster Water Heaters, Toastmaster toasters and other Toastmaster products. Copyright 1952, by McGraw Electric Co., Chicago 
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MODEL A13-0 ; 


BIG BEAUTIES BELOW ‘100° 
TO BUILD YOUR SALES VOLUME 


ay 
Three Duchess Washers—Models A2-O, A2-OP and A13-O list 
BELOW $100.00. The giant Semi-Automatic is just over $100.00. They’re 
big, husky beauties that CREATE sales. They provide full mark-up ' 
at these really low prices or a springboard step-up to one of Duchess 
six other higher priced models. The sensation of the Chicago 
Furniture Show, these new promotional models should be on your 



















floor NOW creating new business for you! 


DUCHESS 
AUTOMATIC 


oo APPLIANCE MFG. CO. 


Fully automatic—not timed 


oo clock but to dry- ALLIANCE, OHIO 


s of clothes. Both gas 





and electric models at 


highly competitive prices 
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FOR FASTER, EASIER SELLING 
unique Dial-Scope Display 
enables customer to select 


the right Comforteer model 


for every need 


Turn “cold 
prospects into 








BSE YOUR OWN igkvine ENGINEER! 


i _— 





vee : 
ompo tes 


GAS SPACE HEATERS 





NEW AND COMPLETE 1952 COMFORTEER PROMOTIONAL PACKAGE! 


NEW Dial-Scope floor display 
NEW Window banners 

NEW Brochure 

NEW Newspaper ad mats 
NEW Radio Spots 


THE PROMOTION DESIGNED FROM THE DEALER'S POINT OF VIEW 








SUURATES (TTT AS 








Give 'em what they need... 

These 8 Comforteer gas heaters will “‘close’” 9 out of 10 
customers! Comforteers are carefully designed to give quick, 
evenly distributed heat—more warmth per BTU input. Com- 
forteers are decorator styled, have porcelain or baked synthetic 
finishes that will not fade or deteriorate. Comforteer first cost 
is low. Comforteer operational cost is, low, saving money in 
fuel and maintenance. Comforteers meet AGA approval to 
operate at peak efficiency on any of the four types of gas. Special 
controls (inexpensive and easy to install) give Comforteers 
completely automatic operation. 


Make it easy on yourself... 


The Comforteer line simplifies inventory—saves valuable floor 
space—simplifies buying. Comforteer is a fast turnover line, 
because it’s a low price line. Great for price promotions. Priced 
to cut sales resistance—yet you make your regular profit. 

The name of Comforteer’s manufacturer—Inland—is a 
further guarantee of highest quality and dependability. 


Have a NEW selling idea... 


Room-Engineering is the Comforteer idea that makes it easy for 
you to quickly and accurately give the customer the right 
heater for any area. Room-Engineering gives you the oppor- 
tunity to make multiple sales in the same household. 


The Room-Engineering idea sells itself with 
Comforteer’s exclusive Dial-Scope Display 


Like having an extra salesman in your store! Dial-Scope 
pre-sells with Room-Engineering. The customer just dials—and 
the right Comforteer model for every specific heating problem 
appears. (Each Dial-Scope display is designed for the geo- 
graphical heating needs of your location.) 



























































COMFORTEER No. 112-112-C 
Unvented circulator, 12,000 BTU. #112 in 
white or brown porcelain enamel. #112-C in 

Brown “Hi-Bake” enamel. 








COMFORTEER No. 118-S 
Unvented circulator, 18,000 BTU. 
Brown “Hi-Bake” enamel. 


COMFORTEER No. 1025 
Unvented circulator, 25,000 BTU. 


Brown porcelain enamel. 


COMFORTEER No. 1225-S 
Unvented radiant-circulator, 

25,000 BTU. Brown 

“Hi-Boke” enamel. 










COMFORTEER No. 135-S 
Unvented circulator, 35,000 BTU. 
Brown “Hi-Boke” enamel. 


COMFORTEER No. 1125-S 
Unvented circulator, 25,000 BTU. 
Brown ‘'Hi-Bake” enamel. 


COMFORTEER No. 320-S 


Vented circulator, 20,000 BTU. 
Brown “Hi-Bake” enamel. 


COMFORTEER No. 218-S 
Unvented radiant-circulator, 18,000 BTU. 
Brown “Hi-Bake” enamel. 





'o - 
Sten? 


INLAND STEEL CONTAINER COMPANY 
6532 South Menard Avenue, Chicago 38, Illinois 
Plant at New Orleans - Warehouse Stocks at New Orleans, Chicago, Jersey City, St. Louis, Kansas City (Mo.) 
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Are you gelling Your 
share of this 


204 million 
» dollar market 7 


gen 1952 is finished, the readers of Collier’s 
will have spent over 209 million dollars for 
electrical appliances. 


It’s easy to see why. 


Collier’s readers, as a group, embody a higher 
percentage of young adults, 26-45, than any 
other weekly in the field. 


Over 58% of Collier’s family heads enjoy incomes 


of $4,000 and up. 


And most important, Collier’s leads the field in 
percentage of readers who own radios, mechanical 
refrigerators, washing machines, kitchen ranges 
and similar appliances. 


How does Collier’s influence the buying habits of 
such a prosperous group? With the most stimulating 
show in the entire weekly field—the kind of editorial 
content that attracts attention not only to itself but to 
the advertising around it. 


Do ads in Collier’s get read? A comparison of hun- * a 
dreds of identical ads in Collier’s, Post, Life and Look, e) 2e@ Yr a 
in 23 classifications, shows an overwhelming reader- 


ship advantage for the ads that appear in Collier’s.* . 
, . - Makes Things Happen 





Like your advertising to be read by this kind of audi- 
ence? Want your cut of the 209 million a year they The Crowell-Collier Publishing Co., 640 Fifth Avenue, New York 19, N. Y. 

spend for electrical appliances? We'll be happy to Publishers of Collier’s, The American Magazine, Woman's Home Companion 
supply further facts and figures. 


*Doniel Starch 
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Blue Chip 
EXTRA PROFIT 
OFFER © 


you Get 1G Gs 
sr (RON fet! 


¢DRY 








H YOUR ORD 


wit ut | _ 
42 CASCO Spiy RO E [ P= 


3 You mane 106° 


Bum You get this '19”». 
“OFFER wy or IRON for only af 


WITH YOUR ORDER FOR E 
6 CASCO Sy ¢éy IRONS..... - $1995 % 


Ga CASCO $2 dy IRON . for only Ma 


ummesz? 
woot 5 NY FEE TRL” PROMOTION AT 


5 Bod pe ial offer 


“OREE VAIAL” DISPLAYS DIPENDABLE PRODUCTS OVER A QUARTER CENTURY 
Blend the attractive Casco g FREE TRIAL” STUFFERS 
including = package and the func- of Vez) _ A supply of colorful 
i: tional beauty of the iron double-fold moiling 
itself into an eye-catch- FREE TRIAL" WINDOW BANNERS . pieces... fo open up 
cm ing unit display for your For big banner sales! Bring _— accounts and clinch 
window or counter them in to try... and buy! sales all the way! 


CASCO PRODUCTS CORP BRIDGEPORI 2. CONN 






































A MESSAGE TO AMERICAN 


INDUSTRY °® 


ONE OF A SERIES 


Aid or Trade? 
A CRISIS AHEAD 


A crisis in the foreign trade relations of the 
United States is in the offing. It is a crisis 
caused by: 


1. Efforts of producers in friendly nations 
to earn more dollars by increasing ex- 
ports to the United States, and 


2. Efforts of industries in the United 
States which would be hurt by competi- 
tion from these imports to keep them 
out. 


This crisis is a threat to the effectiveness of 
American leadership in the crucial effort to 
build the nations of the free world into a strong 
and unified group. It is the purpose of this 
editorial to advocate a constructive approach 
to the difficult situation that is developing. 


Background of the Crisis 


Most countries in the free world—with 
American aid—have managed to push their 
outputs well above prewar levels. As they 
have done so, they have been urged by our 
highest government officials to increase their 
exports to us. Sales in our market enable these 
countries to earn dollars which they use in 
turn to buy the products of America’s farms 
and factories. Thus, as they become self-sup- 
porting, the need of American aid is reduced. 


But as these efforts to export more to the 
United States have promised increasing suc- 
cess, competitive American producers have 
become increasingly alarmed about what that 
success might do to them, Consequently, they 
are seeking more protection—by appeals to 
the U. S. Tariff Commission to recommend 
higher import duties and by appeals to Con- 
gress for new laws to discourage imports. 


Our Friends Protest 


A year ago Congress answered one of these 
appeals by imposing a quota on imports of 
dairy products. Now, among many other legis- 
lative proposals being strenuously pressed is 
a move to extend the scope of “Buy American” 
legislation. A year ago the U. S. Tariff Com- 
mission had only four petitions for increased 
import duties on its docket. Since then four- 
teen more petitions have been filed and others 
are definitely on the way. 

Faced by these mounting efforts to block the 
sale of their products in the American market, 
no less than eleven friendly nations, including 
Great Britain, France, Italy, Canada, the Neth- 
erlands, Switzerland and Denmark, have filed 
protests with our State Department. Through 
many of the protests runs one refrain. 
Although stated in diplomatic language, it 
might be correctly paraphrased to say: “In 
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sending us aid you have made it very clear that 
you want us to get on a self-supporting basis at 
the earliest possible moment. But, when we 
begin to make headway in that direction by 
trying to sell you more of the things we are 
equipped to produce, you start closing your 
market to us.” The threat of European resent- 
ment against the United States being stirred 
up by this argument is obviously great. 

At the same time there exist grounds for 
special resentment in the United States against 
certain prospective imports of European man- 
ufactured goods—those of machine tools, for 
example. In part these will be produced with 
machinery that has been sent to Europe as 
part of our economic aid program, With abso- 
lutely no diplomatic language involved, the 
argument, which will be extended much far- 
ther than the facts would justify, will run: “We 
gave those people the equipment that they now 
use to cut our throats!” This line of argument 
will find response among workers as well as 
employers in industries faced by more compe- 
tition from imports. Labor, too, is keen for pro- 
tection against more foreign competition. 


Aid or Trade? 


As between continuing direct economic aid 
to Europe or accepting the imports that would 
make those countries self-supporting, some 
would prefer to continue the aid program. 
They argue that the tax machinery of the fed- 
eral government can spread the burden of aid 
broadly, while we have no comparable ma- 
chinery that can cushion the shock to individ- 
ual industries, firms and communities that may 
result from stepped-up imports of competitive 
products. 

As we see it, this position is untenable. It 
would make rubbish of our Atlantic Charter 
promise “. . . to further the enjoyment by all 
States, great or small, victor or vanquished, of 
access, on equal terms, to the trade and to the 
raw materials of the world which are needed 
for their economic prosperity.” It would be 
an admission that, for all our profession of 
faith in competition and our opposition to 


European cartels, we really don’t believe in 
competition. 


U. S. Self-Interest 


The people of this country have invested 
billions of dollars and seven years of hard 
work in the attempt to put our allies on a self- 
supporting basis. If we keep their goods out by 
raising trade barriers, we are directly defeating 
our own purposes. 

Also, in moving to protect some groups of 
American producers we should be hurting 
others. For many American producers the ex- 
port market, which this year will take about 
$14 billion of civilian goods, spells the differ- 
ence between operating at capacity and closing 
down 25% of their facilities. When we discour- 
age imports we cut off dollar earnings by other 
nations which are spent here to keep some of 
our factories and farms going. 

At the same time, it must be recognized that 
certain American industries and their capacity 
to maintain employment will be hurt by in- 
creased imports. Hence it becomes critically 
important for the United States to formulate 
a national program designed to help these in- 
dustries and communities take up the shock. 

There is no neat and simple prescription by 
which this can be done, but several possibili- 
ties have been suggested. One on which there 
is general agreement is that tariff reductions 
should be gradual. To cushion their impact, the 
government might well give preference on de- 
fense orders to industries and areas adversely 
affected by an increased volume of imports. 
Direct assistance to workers and companies in 
shifting to different lines of business may be 
worth consideration. 

These are by no means all the possibilities. 
They may not even be the best. But they do 
serve to suggest the necessity for flexibility 
and imagination in dealing with the growing 
crisis in trade relations. Our ingenuity in de- 
veloping new ideas to meet this crisis may well 
be a decisive factor in our effort to weld the 
free nations into a strong and durable alliance. 


McGraw-Hill Publishing Company, Inc. 
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You'll make more dollars with 


these NEW DEXTERS! 


} Be PR oe : a te MRE eS i ¥ | a ie Z A 
iF Dexter Super Deluxe TWIN-A-MATIC Model 529 E ee 


outperforms all other washers 


From the Dexter Royal Family of VALUE 
For every need, every taste, every purse 


“<n 








Dexter Deluxe TWIN-A-MATIC 
Model 527 E 


i-_>- F3°) 


‘ 
<= _ = > ™ 


+ 


Dexter Automatic Model 51 








Dexter Coronet Model 523 £ Dexter Sovereign Model 522 E 








More Satisfied Customers! 
Higher Net Profits! with 


3 heard 
\ 
DEXTER \\ va. “T 


America’s Finest Washer The Dexter Company, Fairfield, lowa 


PIONEER WASHDAY ENGINEERS FOR OVER 58 YEARS! 
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These Are Your Customers 





seen eeeeeeeeeeeeeesee eh 
ee oe 
j pers 
RY. Eolas “hg * 
igh | eeejust a few of thousands 
of women in your area 
- ready to buy the new product 
with the biggest potential in 
the industry! 


Introducing the New 











| HERE! NEW AMERICAN KITCHENS — 


Most modern, efficient dishwasher ever built! Makes all others second 
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BUT THAT’S NOT ALL! WE’RE BACKING THE AMERICAN 
Ss 
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Literature! Full color mail 
selling ad mats ready to ru ing pieces, envelope stuffer 
and handout literature avail to run over your name. Make neighborhood theatre. T 
able to bring new and old your store as important a films and radio commercial 
the biggest advertiser i ready to sell your store d 
your territory. dishwasher headquarters. 


Movie-TV-Radio! Full colo 


Dealer Display! “Turning Store Banners! Colorfu Free Ad Mats! Bold, hard 
catching billboards available “minute movies" for you 


Girl" display sensationa day-glo signs invite customer 
traffic-stopper. Combine into your store. Window ban over your signature! Gener 
motion with full color. Othe ners with blow-up of dra ous co-op plan cuts you 
Roto-Tray displays also sel matic Saturday Evening Pos space costs ‘way down! Find customers into your store. 
ad are also waiting for you out about it now. 





your customers in your store 








ROTO-TRAY DISHWASHER! — 


-best! Saves more time, washes cleaner than any other dishwasher! 


A 4 


. 
Here’s why the new bg 


moriican Kitchens '- 


ROTO-TRAY DISHWASHER 


makes all others second- pesy 
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WHY NOW IS THE 
BEST TIME TO 
ENTER THE 
DISHWASHER 
BUSINESS 

by Charles K. Clarke 


General Sales Manager 
American Kitchens 


a 
4% 
‘ 


There will never be a bet- 

ter time than right now for 

dealers to enter the dishwasher appliance field. The 
number of dishwashers in use has recently passed the 
million mark, considered by most merchandising author- 
ities to mark the end of the pioneering stage and the 
beginning of the acceptance phase. 

The most prolific time for sales of an appliance is 
between the acceptance period and the time when 
the market shows signs of saturation. Therefore, we 
believe the opportunities for selling dishwashers are 
unsurpassed at this time... for acceptance is hefe 


“> 
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n 
tionary Roto Tray actio 


Washes 2 Times Cleaner 


“Really Work-Free 


il 
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x” 


- yet saturation is still low. That is why Americ@n 
Kitchens brought out its dishwasher at this time. That is 
why we invite you to join us in this opportunity for profit. 


Cocis Only =. 9¢ a Day! 


New Principle in Dishwashers 


The market is here. Now, what about the product fo 
capture that market? American Kitchens proudly pre- 
sents a dishwasher that, we firmly believe, tops the 
market—that solves the problems of old-style dish- 
washers. The American Kitchens Dishwasher features 
an entirely new principle in washing action. We call 
this “Roto-Tray" action. In our laboratories compar@- 
tive tests proved conclusively that the American Kitchefts 
Dishwasher is the finest yet produced —the Roto-Tray 
action washes more efficiently, does a better over-all 
job than any competitive model. 

In addition to the new Roto-Tray principle, the Amef- 
ican Kitchens Dishwasher features several other powef 
ful selling points. The American Kitchens Dishwasher is 
front opening which means that counter space is not 
sacrificed. It is the easiest loading machine on the 
market because of the “Lazy Susan” feature of the 
Roto-Tray. In the sink model, the dishwasher is located to 
the left of the bowl so that the housewife can scrape the 
dishes and load the machine most efficiently. To insure 
positive cleaning, the American Kitchens Dishwasher has 
a pre-rinse and three hot water rinses. The American 
Kitchens Dishwasher also features an electric rod heater 
which actually raises the temperature of the water 
throughout the cycles, and dries the dishes in so short 
a time that spotting is eliminated. 

The spade-work days are over... the selling days 
are here. The market is wide open and American 
Kitchens gives you a product to capture that market. 
Let's take advantage of this wonderful selling oppor- 
tunity together! 


GET [NV OW 
A G00D DEay 


IT’S AUTOMATIC: 
Just Turn Hondle, 
Turn Around, Wolk Away! 
i 
> 


“, 





Nw KITCHENS DISHWASHER 
G PUSH IN OUR HISTORY! 
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Magic Door! Magic doo 
to dishwasher profits! Turn 
any model into a glass fron 
demonstrator in 30 seconds 
Simplest, most economica 
way to show Roto-Tray action 


Demonstration Kits 
Dramatically prove the su 
periority of the America 
Kitchens washing action. Con 
tains all materials to put o 
convincing demonstration! 


Itinerant Display! ' 

ing Dishwasher.” Revolve 
opens, demonstrates action 
gives its own selling story 
Watch for this display a 
shows and fairs in your area 





Tie your sales to the fast- 
moving American Kitchens 





| Dishwasher Selling Program! 


] 














ROTO-TRAY DISHWASHER | 


Makes All Others Second-Best, 
Saves More Time, Washes Cleaner 
than Any Other Dishwasher! 


3 Dishwasher Models 


DW-48. Full 48 inches 
wide with dishwasher unit 
under porcelain drain- 
board. 


DW-24. Free-standing 
model. Acid-resistant por- 
celain top. 24 inches wide. 





DW-24UC. Under-count- 
er model. Exactly like 
DW-24 but without top. 





LICK COMPETITION — GET IN THIS 
PROFITABLE BUSINESS NOW! 


Yes—now is the time to cut yourself a new share of profits in the 
appliance business—now when the spade-work days are over and 
the selling days are here! 

Lick competition with the dishwasher that leads the field—the 
dishwasher that is going to chalk up a sales record in 1952—the 
new American Kitchens Roto-Tray Dishwasher. 

American Kitchens plans its most outstanding promotions — gigantic 
advertising — widespread local publicity —to introduce its dishwasher 
to American women. So—find out all 
about it now—plan to sell the leader in 
the field—enjoy new profits with American 
Kitchens. Send this coupon today! 






American Kitchens Division 

AVCO Manufacturing Corp. 

Connersville, Indiana—Dept. EM-8 
I am interested in an American Kitchens fran 
chise if one is available in my area. Please 
have my nearest distributor contact me 


address 




















Here is a new principle in dishwashing 
—the Roto-Tray that washes dishes 
3 times cleaner than by hand, makes 
dishwashing really work-free! Other 
makes of dishwashers presented the 
problem of dish areas difficult to 
reach and therefore, to clean... of 
water sprays that lacked force when 
they reached the top tray dishes— 
problems of difficult loading, of 
stooping and bending necessary to 
put dishes in or take them out. 

But the Roto-Tray assures that every 
surface of every dish will be scrubbed 
hygienically clean. Slowly revolving, 


the Roto-Tray carries the dishes 
through the scrubbing action of steam- 
ing, swirling sprays of super-heated 
water, cleaning the dishes 3 times 
cleaner than by hand! The Roto-Tray 
makes loading easiest—no stooping, 
no bending ...no removing the up- 
per tray to load the tray beneath. 
In addition, the American Kitchens 
Roto-Tray Dishwasher does away 
with much of the preparatory work 
with its pre-rinse process. Yes—at 
last—you can offer a dishwasher that 
is really work-free—that pre-rinses, 
washes, triple-rinses, dries, stores. 


Tell This Story! —Then Watch Sales! 





Roto-Tray scrubbing action — see 
how Roto-Tray slowly revolves bringing 
every surface of every dish through the 
powerful sprays of steaming hot water. 
No surface can be missed. 


Hot Blast dries plates so fast they dry 
without spotting. Drying phase warms 
baby's bottles or plate if desired. Dish- 
washer may be used as a storage unit 
—holds whole day's dishes at once. 





Exclusive triple-rinse — pre-rinse 
saves much preparatory work, then triple- 
rinse after washing action not only thor- 
oughly cleans dishes but completely 
cleans the dishwater tub itself. 





Easiest loading Roto-Tray —turns 
like a Lazy Susan. Motion-saving design 
—hold dish in left hand, while scraping 
with right, then without lost motion, left 
role oliola-t Ml MUMa Tillett Mich od 





Concational New alec makor! 


EXCLUSIVE WITH BENDIX TV! 


The Bendix “Solo-Ear” 


WHAT “SOLO-EAR” IS... WHAT IT MEANS TO YOU 


@ AN INSTANT HIT WITH 
PARENTS OF GROWING CHIL- 


DREN. junior and the gang hear 
their favorites, but the adults are 
spared “all the shootin’. 


@ NEW TV PLEASURE FOR 
THE HARD-OF-HEARING. a: 
last these handicapped people 
can enjoy TV fully . . . without 
“blasting” others’ ears. 





@ JUST THE THING FOR 

“STAY-UP-LATES.” Late shows 

can be enjoyed while the rest of 

the family and the neighbors 
. . sleep peacefully on. 


*REG. U.S. PAT. OFF. 





@ THE IDEAL COMPANION 
IN HOSPITALS AND SICK 
ROOMS. Entertains and cheers 
the convalescent, yet doesn't dis- 
turb anyone else. 


Bendix “Solo-Ear” is a unique television advancement 
which, at the flip of a switch, will divert any Bendix* TV 
receiver's sound into one or more special feather-weight 
headphones instead of through the set’s regular speaker. 
All this happens without loss of tone quality. 

Or Bendix “Solo-Ear” headphones can be used in con- 
junction with the set’s speaker, if desired. 

Here, Mr. Retailer, is a new, money-making Bendix devel- 
opment which you'll want to see for yourself without delay. 
Experience its tremendous customer appeal first-hand. See 
how simply it’s installed. Above all, find out how it can 
mean dozens of extra sales to you! 


One more way that Bendix TV helps its dealers 


sell more and profit more 


..- The Name Millions Trust 


AVIATION CORPORATION 


BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION * BALTIMORE 4, MARYLAND 
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HA-17 


Two radiant-wall ovens 
One King-size Oven 
One Economy Oven 

2 high-speed infra-red 

broilers 
















Here’s the new 





electric range Handy appliance outlet 
Fully automatic 


that everybody wants— og ee 


and can afford! IT SELLS ITSELF! 7 occcr corte boots 


COOLERATOR’s Low-Cost Double Oven 


Here it is—a deluxe range with the deluxe features that everybody wants. Not one but 



























two giant 2100-watt surface units, with seven exact heats instead of only five, automatic 

timer clock, automatic pre-heat, plus two radiant wall ovens that give the home maker 

25% greater oven capacity and new baking perfection—and two high-speed infra-red broilers 
for extra convenience! All this plus breath-taking beauty at a budget price, : 

to give your customers more range for their money. 


There’s a Coolerator range slanted to every customer in your neighborhood—from the ae 

, Capitalize on 
Coolerater’s 
Let Coolerator help you sweeten up your range sales now! national advertising in 


budget-priced, space-saving model up to the top of the line, the magnificent HA-20. 


Good Housekeeping 
Ladies’ Home Journal 
Better Homes & Gardens 
The Saturday Evening Post 
McCall’s 

Farm Journal 

Successful Farming 





Progressive Farmer 
ELECTRIC REFRIGERATORS, RANGES AND FREEZERS Household 
Sunset 







HA-20 HA-19 HA-18 “17 HA-16 HA-15 HA-14 
THE COOLERATOR COMPANY + DULUTH 1, MINNESOTA 
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~ THREE KINDS OF FOOD FREEZER PLANS 


How One Distributor 
Runs A Freezer Plan 


The sales pitch used by dealers of the Irion Co., El Paso, proves 


to prospects that their current monthly food expenditures will also 


pay for a freezer and that in ten years they will save $4800 


DEAL which puts a home 
A tcc on the customer's prem- 

ises without increasing his pres- 
ent monthly obligations for food is 
being tested in El Paso, Texas (pop. 
130,003) by the Irion Company, dis- 
tributors, in cooperation with Duncan 
& Dupuy, who retail Amana freezers. 
Third party is Price Creamery, Inc., 
which furnishes the food. 

To date, declares Sam P. Holliday, 
Irion boss, sales have been increased 
four times by the plan, which appeals 
to the customer because he spends no 
more money per month than he did 
before. The home freezer is paid for 
out of savings. 

Every family, declares Holliday, 
knows that it takes so much money a 
month to live. It has been found that 
the average family spends approxi- 
mately 70 percent of its food budget 
on meat, poultry, fish, juice, vege- 
tables and fruit. Forty dollars more 


is spent monthly for dairy products 
and dry foods. 

Says Holliday, speaking as though 
to a consumer: “You have been ex- 
posed to a home freezer often enough 
to realize there are definite food say- 
ings to be effected by the proper use 
of one, but the decision to make the 
purchase has been postponed time 
and again because of the pain of 
purchase. Our plan is to show that 
we can furnish a home freezer to you 
without increasing your present 
monthly obligation. 

“We accomplish this by furnishing 
all of your fresh foods and meats at 
cost. In other words, we are in a 
position to furnish all these foods at 
wholesale, so the difference between 
the price schedule and what you now 
pay for vour foods in the stores actu- 
ally makes the monthly payment on 
the freezer. With a family of four, 
your food costs must run somewhere 


in the neighborhood of $130. We 
can take 70 percent of your budget 
and furnish all these products plus 
the freezer and leave the other $40 
for dairy products and dry foods. 
“When the contract has been paid 
off according to our outline, you not 
only will be the owner of a freezer, 
but you will have the privilege of 
purchasing all these products at cost 
through us for its life. In ten years 
you can expect a saving of $4,800. 
“In the first place, we eliminate 
the pain of a down payment by ar- 
ranging the purchase of $100 worth 
of foods at wholesale which we de- 
liver with the home freezer, and 
collect a monthly payment of $89.28, 
which is broken down to a $30.28 
— on the freezer, $9 on the 
ood package, and $50 for future food 
—. Every two months we 
ave accumulated enough money to 
replace that $100 oa which will 
last you two months. At the end of 
12 months, your payments drop 
from $89.28 to $80.28 because at 
that time we have liquidated the cost 
of the original food package and you 
can continue on the lower figure for 
the balance of the 18 months plan, 
at which time you own the freezer.” 


Lifeti _ 





The Irion Company-Duncan & 
Dupuy experiment started by obtain- 
ing suppliers on frozen food. It was 
obvious that a limited food plan 
could not be wholly successful be- 
cause it would not effect savings. 


The idea was to get a permanent 
wholesale food and meat service plan. 
One big advantage of this particular 
method lies in the fact that the cus- 
tomer is tied to the operation for 
years, and thus the retailer has an 
opportunity to sell him many other 
appliances during this time. 


Lists Provide Flexibility 


To merchandise the plan two lists? 
were made up. One was for frozen © 
poultry, fish, juices, vegetables and 
fruit, and one was for beef and pork | 
products including ham and _ bacon. 
Total cost of both lists equal $98.39, 
or roughly, $100. These lists can be 
varied according to individual re- 
quirements, which makes it possible 
for Mrs. Housewife to choose the 7 
things which best suit her family’s 
needs. This flexibility has proven in- 
valuable in closing deals. 

Sales to date have taken place 
through husband and wife presenta- 
tions in the evening. 

At the end of 12 payments the 
original $100 package has been 
liquidated. Then that $9 pavment 
each month is eliminated for the six 
months still remaining. 

The $100 food package, at whole- 
sale, will last the familv approxi- 
mately two months. As the family 
will need no food for the first two 
months, it should be noted at the 
end of that time $100 has been accu- 
mulated in the last column to supply 
another $100 package. This continues 
for the life of the contract. End 





Meat Package 


No. of 
Product Packages 

Rump Roasts 2 
Boneless Pot Roasts 2 
Swiss Steaks 
T-bone steaks 
Ground Beef 
Pork Chops 
Spare Ribs 
Short Ribs 
Ham—Processed for 

Baking 

Boiling 

Frying 
Bacon, Sliced & Packaged 


No. Pounds 
Per Package 


Price Per 
Pound 


Total 
Pounds Cost 
4 .75 $6.00 
3 19 4.74 
1% .89 5.34 
1 95 3.80 
1 59 7.08 
1 59 2.36 
1 53 2.12 
2 49 3.92 


7 8.85 


59 2.36 


46.57 


FOOD FURNISHED customers of the Irion plan is made up into these 
two lists, one consisting of fruit, vegetables, fish and fruit and the other 


of beef and pork 


Selections may be varied to suit housewife’s needs. 


Poultry, Vegetable and Fruit Package 


Product 
eS a oe 
Perch. . ren 
Sole, skinless. 

Orange Juice. . 
Asparagus Cuts. . 
Beans, Fr. Cut. ee 
Beans, Baby Lima... 
Blackeyed Peas, NSW. 
Broccoli Spears. . 
Brussel Sprouts 
BR casca5 ss 
Okra, Cut. . 

Oa... 
Spinach, Leaf. . . 
Raspberries. . 
Strawberries. . . 


No. of 
Packages 


Weight Price 
8 2 Ib. .64 
3 1 .42 
3 1 63 

48 6 oz. 19 
6 12 oz. A1 
6 10 .23 

12 12 .33 

12 22 

10 .26 

10 .33 

10 .20 

10 -20 

12 .23 

14 .22 

12 oz. .24 

12 .34 

12 44 


2.76 
1.32 
2.88 
2.04 
2.64 


$51.73 
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THE DEALER'S WAY 
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APPLIANCE DEALER George Bel! operates his food- APPOINTMENTS with prospects are made by Bell's 
freezer plan from his Los Angeles store, devotes Melton (right) run Bell’s plan for him, train’ and salesmen either by phone or personally. Engle, former 
considerable window space to advertising it direct freezer salesmen like Henry Engle. insurance salesman, makes $200 a week. 


TU oS 















N OPERATOR Bruce Johnson occupies an FOOD PLAN SPECIALIST Bruce Johnson (left) got SWITCH CANVASSING is one method by which 
e in the building of a wholesale food supplier, his training from U.S. Grant Supply experts like Johnson salesmen line up appointments for each 
ls around 200 freezers a month. Paul Cook, Dr. Charles Fowler, a nutritionist. other, attempt to get husbonds and wives together. 













THREE KINDS OF FOOD FREEZER PLANS (continued) 





N one recent month the Bixby 
Knolls (Calif.) branch of the 


Bank of America financed about 
375 “home food plans.” Home food 
plans outnumbered all other dealer in- 
stallment contracts, including all types 
of appliances and automobiles, accord- f 


ing to B. A. Terrano, manager of the 
branch’s installment division, and 
Richard J. Carmody, branch man- 


A Dealer’s and a Specialist’s Plan WOrk 0.000 mus, 


dealer who sells only freezers on the 
home food plan) alone financed 200 
home food plans. He is Bruce John- 
son, head of the Hibbard Food Club, 
and an outstanding example of today’s 
specialists who are merchandising 
1 ; freezers by the carload. Johnson cur- 
from his Los Angeles Appliance store and Bruce Johnson from an office in a food rently moves about seven carloads of 

home freezers a month from his office 


On these pages are two outstandingly successful retail operations. George Bell works 


: ; at Caraco Ship Supply, Long Beach, a 
warehouse — but both do the important things the same way firm which has been specializing in 
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DEALER PITCH is carefully planned to show savings 
possible, puts major emphasis on selling the food 
plan, not the freezer: 


™~ 


SPECIALIST’S PITCH made by Hibbard Food Plan 
salesman Teel includes a photo of the food supplier, 
emphasizes low cost of food. 


Bell's. 


ship, restaurant and hotel supply since 
1928 and has the capacity to fill over 
200 freezers a month with food. 

Here’s an idea that illustrates the 
enormous momentum gained in 
Southern California by the home or 
wholesale food plans. The branch of 
the Bank of America which handles 
Johnson’s contracts is just one of 158 
branches this bank has in Los Angeles 
County alone. This bank has a total 
of 228 branches in Southern California 
and 538 in the state. 


While the Bixby Knolls branch is 


ment at the Los Angeles headquarters. 
All the publicity to the contrary, says 
Kleinpeter, customers of home food 
plans are satisfied; complaints are prac- 
tically nil. 

Since the plan is sweeping the area 
like a prairie fire, here and there an 
unethical dealer sets up business, and 
some salesmen try to make a fast buck 
by misrepresenting the plan. But the 
Bank of America makes an effort to 
police its dealers, and the majority of 
food plan specialists fire salesmen who 
misrepresent or make wild promises. 
one of the leaders in the home food As an indication of customer satisfac- 
plan business, there are other branches tion, bank officials claim that there 
whose freezer-home-food-plan volume are fewer repossessions on freezers 
is greater and other branches do nearly sold on the basis of the home food 
as large a volume plan than on any other appliance. 

The Bank of America values the Here’s the miracle-formula behind 
home food plan business, according to the success of Bruce Johnson’s opera- 
L. J. Kleinpeter, assitant cashier and __ tion 


head of the installment credit depart An average family can buy its food 
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GOOD FOOD and oc reputable supplier is the back~- 
bone of Bell’s continued success, 
are one way to effect savings. 


Large-size packages ore 


GOOD FOOD is os important to Johnson's plan as to” 
prospect — 


Salesman Teel even takes a 
to the warehouse to convince her. 


on credit if it buys in quantity. And 
by buying in quantity get it at whole 
sale. They buy it for about the same 
price as hotels, restaurants or ships 
which stock up for a big trip. 

“We show customers how to save 
on food,” says Johnson, who formerly 
operated his own clothes-cleaning busi- 
iness and had a little experience sell- 
ing appliances before he started his 
wholesale food plan. 


No Direct Freezer Pitch 


The Johnson sales approach does 
not include any talk about freezers. 
Obviously, when he shows a customer 
how to “enjoy a new way of eating” 
resulting in savings, convenience, bet- 
ter health, and stronger, healthier kids, 
it tollows that the customer must have 
a place to store the quantities of food 
at wholesale price. 

Bruce Johnson his 


started own 


happy, gets names of other prospects, also helps 
build goodwill for sales of other appliances. 


wholesale food plan when he bought a 
food plan for his own family. He was 
so impressed with the presentation and 
the actual convenience and savings of 
this “new way of living,” that he 
jumped at the chance to try the busi 
ness. 

Bruce’s mentor, Paul Cook, food 
plan specialist of U. S$. Grant Supply 
Co., distributors of appliances and 
home freezers, tells the firm’s dealers, 
“You are selling the wholesale food 
plan, not freezers. You are not in 
the prospect’s home to sell a freezer. 
If you are, and that’s what you talk 
about you'll get nowhere. You are 
there to explain the wholesale food 
plan, a ‘new way of life.’ 

“You are in a home to explain,’ 
says Cook, one of the really top-notch 
trainers of food plan specialists in the 
country, “that the wholesale food plan 
(Continued at bottom of page 200) 
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AT NIGHT crowds gather outside the windows of the Albert’s store in St. Joseph, 
Mo., to watch programs on the live TV sets in the window. 





DISPLAYS in movie lobby are just one of many ways Alberts advertises 


ne list brands, range of price 


HEN television volume at the 
V V Alberts Company, St. Joseph, 

Missouri, reached a peak of 
1,500 sales during the last quarter of 
1951, it was the case of a dealer earn 
ing dividends from the kind of as- 
tutely-tailored merchandising program 
that should be as effective this year 
as it was last. 

Sam Alberts and his son, Burton, 
have certainly chalked up one of the 
most outstanding jobs on television 
of any dealership in the “fringe” area 
serviced by WDAF-TV, Kansas City, 
Missouri 

First dealer in the northwest Mis- 
souri city to get in a shipment of sets, 
Alberts was also the first to sell a set 
in St. Joe 

Established thirty-two vears ago as 
an auto supply store, with an appliance 


This 


department added in the early thirties, 
the concern achieved the impressive 
television sales record with a variety 
of business-getting devices: heavy ra- 
dio and newspaper advertising; prompt, 
efficient service; an attractive display 
arrangement of the extensive selection 
of models in five major lines; scrupu- 
lously accurate talks; in-home 
demonstrations with a mobile antenna 
unit; and a customer-satisfied-or-set 
taken-back guarantee. 

This last point is underscored by 
Alberts, who “We follow up 
every installation for the purpose of 
finding out if the buyer is entirely satis- 
fied. If he isn’t, we remove the an 
tenna and take back the set, charging 
only for the labor involved.” 

lhe television display setup spreads 
out over sixty percent of the sales 


sales 


Says: 








DURING THE DAY, the same window becomes a showroom for store prospects. 
Over 60 percent of floor space is devoted to television. 


Six Steps to 


The Alberts Co., St. Joseph, Missouri, 
built a volume of 1500 sets in three fall 


months on: 


| Sets operating in windows 


2 Large, varied display 


- 
~—7 


3 Satisfaction-or-money-back policy 


4 Consistent advetising 


5 Accurate sales talks 


6 Home demonstrations 


room. ‘Two stores (a 25x40-foot out- 
let is located across the street from 
the headquarters store) give the firm 
two shots at TV buyers. In the 60x80- 
foot main store there are two tele 
vision display areas, one of which is 
an open display up front, adjoining 
the window, where forty sets are ex- 
hibited, with from six to ten sets in 
operation all of the time. 


Television Salon 


At the back of the main store is 
the “Television Salon’, appointed 
with comfortably-cushioned chairs, 
drapery, and soft lighting, with walls 
lined with twelve models. Placed for 
easy customer inspection, these sets, 
all connected and ready for demon- 
stration, work off a 5-element yagi 
antenna. Because it allows prospects 


AUGUST, 


to make quick comparisons of screen 
izes, picture clarity, and other features, 
the policy of having sets hooked up 
and ready for action is a boon to sales. 

“We do not keep obsolete models 
in stock, but advertise them at attrac- 
tive discounts as floor models and 
demonstrators,” Alberts points out. 
We don’t want old sets distracting 
from displays of new models. We 
furnish sets for use in lobbies of lead- 
ing theaters, clubs and other institu- 
tions, with our credit cards attached 
to the sets. 

“But the plan that really moves 
sets,” he says, “is the policy of keep- 
ing three or five 21-inch sets operating 
by the window. Citizens of this trade 
area are television-conscious, and if 
there’s a big boxing attraction, we have 
as many as one hundred persons stand- 
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TV SALON in back of the store gives customers a quiet place to make selection 
from operating qualities of five brands, also facilitates closing. 


TV Volume 


ing outside and sitting in their motor 
cars. We are dead certain that we 
get business eut of these crowds, be- 
cause a few people always trickle in 
after the show. One man watched 
television in action in front of our 
store for over a year and a half before 
he finally came in and bought a set. 

“We shift sets around by the win- 
dow every two wecks, make room for 
a few new models and move the other 
sets about in an effort to give the ar- 
rangement a fresh, ever-changing ap 
pearance.” 


Service Follows Through 


What is the big gun in Alberts’ sales 
presentations? Sam Alberts says it is 
the fact that from the outset the com 
pany has backed sales with service. 
He believes too many TV buyers in 
fringe areas have been mishandled on 
service, were promised crystal-clear pic- 
tures and trouble-free performance, 
but the follow-through was lacking 
in manv cases in making good on 
these effusive claims. 

The Alberts organization goes all 
out to provide proficient service and 
to use service as a sales-clincher. St. 
Joe is 56 miles from the Kansas City 
television station. Therefore, it is a 
part of every personal encounter with 
prospective TV buyers to emphasize 
that performance may not be faultless 
at the outset. They are advised not 
to become alarmed, but simply to 
phone Alberts for aid. As a result of 
this practice, the “nuisance” call ratio 
is high, but the dealer says he would 
rather have it that way than to have 
a backlog of dissatisfied buyers. 

Purchasers who vacillate on screen 
size are told they may take a set home 
for trial and exchange it after a day 
or two if they desire. 
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RFD television shoppers would rank 
high in any customer popularity poll 
at Albert’s. In the first place, the 
farm buyer usually lays the cash on 
the line. Secondly, he is inherently 
mechanically-minded and, once shown 
thoroughly how to make the various 
adjustments, seldom phones in for 
help unless the trouble is really serious. 


No Gold in Service 


Braced with $5,000 worth of special 
ized equipment, the television service 
department is staffed with four factory 
trained technicians, all graduates of a 


Kansas City television school. They 
have a $2,000 stock of parts at their 
disposal. Two of the men, unafraid 
to climb any roof, make up _ the 
antenna installation crew. Making 
from thirty-five to forty calls daily, 
the men work on a ‘round-the-clock 
schedule. 

“Because of the larger number of 
‘too-light-or-too-dark’ calls,” Alberts 
explains, “we can only gain an even 
break in the bookkeeping records on 
service. We offer ninety days free 
service on parts and labor on new 
sets, afterwards charge $3.15 per hour, 
plus parts. 

“We maintain a perpetual inventory 
on all sets and parts, can ascertain 
merely by glancing at a card which 
sets and parts are available for im- 
mediate delivery. 

“Our service routine works like 
this: A young woman, who serves as 
dispatcher, accepts all incoming calls, 
writes them up on a work order, then 
checks the customer warranty card. 
Information on the warranty card, 
taken from the sales ticket, reveals cus- 
tomer’s name and address, model and 
brand of set, serial number, date pur- 

(Continued on page 190) 
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CONSISTENT ADS, plus radio commercials, are regarded by owner Sam Alberts 


as fundamental to successful TV retailing. 














HOME DEMONSTRATIONS, one of store’s biggest sales makers, depend on 
portable antenna which both gets clear picture and enables firm to pick best height. 


















ANY LENGTH 
FOR LEADS 


At Lyle Appliances, Columbus, Ohio, they think noth- 


ing of running out to a consumer's home to pick up a 


toaster for repairs. Or of running it back when it’s 


fixed. That costly little service makes a prospect and 


may make a sale 


HEN it rains or travel is 
Weiterwis inconvenient in 
; Columbus, Ohio, a call to 
=David Lyle Appliances, 3250 North 
)High Street, will result in a free pick- 
Sup and delivery for an appliance in 
teed of repair. 

} “Usually, this would be a losing 
roposition,” Donald Ashworth, part- 
er and treasurer, says. ““Too many 

calls could cause us great expense and 
inconvenience. However, we obtain 
most of our trade from the north side, 
and we use community newspapers for 
display purposes. Thus, the metro- 
politan papers are used only for classi- 
fied ads on used merchandise. 

“After we have picked up, serviced, 
and delivered the appliance, we ap- 
proach the customer about buying 
another appliance or to find out what 
they would like to buy next.” 


Started by Accident 


Lyle’s started this unique service 
last summer. A customer came into 
the service department with a toaster 
in need of repair and stormed out 
after becoming involved in a flare-up 
with one of the servicemen. Two days 
later, when the irate customer called 
the store to report the argument, Ash 
worth sent one of his salesmen over 
for the toaster with instructions to 
soothe the customer’s ruffled feelings. 
When the toaster was repaired, the 
same salesman returned the toaster to 
the man’s home, and, as he visited for 
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a few minutes, he sold the prospect 
an electric dryer. 

“We know that our system has 
merit,” Ashworth explains, “especially 


in the winter time. Housewives don’t 
want to buck snow or icy winds just 
to take an appliance to the store for 
servicing. 

Ashworth and Dudley Underwood, 
who bought the appliance firm (then 
known as Seddon & Son) in Novem- 
ber, 1950, started active operation in 
April. Previously both men were en- 
gaged in full-time social service work. 
At first the firm was regarded strictly 
as an investment, but Ashworth and 
Underwood soon became personally 
interested in the store. 

In no time at all they began work- 
ing full time and formulated a store 
policy which stresses outside calls. At 
least three men are outside each day 
cold canvassing. 

Sometimes the canvassing crew is 
increased to six men if floor traffic is 
very light in the store. Lyle’s acquired 
an extensive listing from the previous 
owner, but the firm has rapidly in 
creased its acquaintanceship with 
Columbusians. All contact cards are 
kept in order according to streets. 

“When we want to send some men 
out on one side of town we don’t have 
to dig through all our cards as if they 
were in alphabetical order. By having 
them in streets, we can lift all the 
cards for one whole street and put the 
men to work,” Ashworth states. 
























A SALESMAN for Lyle Appliances, Columbus, calls to pick up a toaster which 


needs repair. He returns it promptly. 






Aside from the salesmen who con- 
stantly stir up leads, the firm has a 
steady source of prospects through 
their independent television service 
department, called Video, Inc. From 
the outside calls the servicemen make, 
many leads are turned in to the sales- 


men. Once in a while the servicemen 
can close a sale or two themselves. 

At the time the appliance store was 
purchased by Underwood and Ash- 
worth, it was making about $38,000 a 
year in sales. Now the firm does 
$250,000 a year. “We have been 
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MANY LEADS 





SERVICEMEN of Video, Inc., a TV service firm owned by the partners of 
: Lyle Appliances, pick up many leads on their outside service calls. 
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AFTER he has built a friendly spirit for the store through the pickup repair service, the salesman will use that entree to interest the prospect in the 


purchase of a major appliance or television set. 


lucky in the year we've been in busi 
ness, but both of us had been active 
in civic aftairs and were well known by 
many people,” says Ashworth. 

Aside from the pick-up of appli- 
ances for repair, Lyle’s have another 
excellent method of stimulating better 


PRDROCRO090000000000000000004 


customer relations. On all TV sets 
sold, a free one-year warranty is given. 
Even after the 90-day factory warranty 
expires, the firm will service that set 
without charge, unless the customer 
tampers with the set. If the service- 
man has to remove the back, there is 


COME FROM THESE THREE SOURCES 


OUTSIDE CANVASSERS whe call back on old customers or follow up on the 
company’s big. prospect file turn up a good share of the firm's prospects. 


te, 


a small charge. But, when he does 
not have to remove the back, and can 
adjust it without doing so, there is no 
charge for the house call. 

Both the store and Video, Inc., 
keep their own books and the service 
department must pay for itself. (It 


- 
: 
7 
: 


- 


went in the black, three and a half? 
months after it was started). “Even if) 
it just broke even, it would be profit-7 
able from the standpoint of providing” 
leads, from old customers and neigh- 
bors or friends contacted through a 
repair job,” Ashworth says. End 
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FLOOR SALESMEN use the telephone to contact prospects and follow up on 


contacts gained by outside calls. 
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How Schoen Got Ready to Sell Cleaners 


es } First step in preparing to sell cleaners was training on features and sales Second step was planning of an advertising campaign by partners Irwin Schoen 
methods from Charles L. Bell Co. representative, John Daugherty and Charles Fletcher which would identify store with new cleaner. 


How Schoen Sells Cleaners 


r 


——— 


SN umn die bs tn nd 


Prospects who come into the store get a ten second demonstration, but sales- 
man make no effort to close the sale, try instead for a home appointment. 


Now They're Selling 
CLEANERS 


For the Schoen Furniture Co. of Allentown, Pa., 


30 vacuum cleaners in less than 40 days was a big 
jump from 10 cleaners a year. Here’s how they 


Home calls make 60 percent of Schoen sales, so Eroh and other salesmen 
use this technique for both store and telephone prospects 


used home demonstrations to do it 
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Third step was to set up display and demonstrator near entrance. 
the rug rings chimes behind display and activates flasher lights. 


A foot on 


Once in the home, Eroh attempts to get prospect to invite in one or more 
neighbors for the demonstration, gets homemaker to try cleaner herself. 


Post-sale callback is an important part of sales cycle, as it produces names 


for future appointments. 
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Such calls are usually made after two-week-interval. 


4 Fourth step was to go through list of 10,000 prospects, as salesman Lloyd Eroh 
does here, and start making appointments for in-the-home demonstrations. 





he ose 


4 Even rugless homes buy cleaners from Schoen because salesmen make big 
point of superiority of attachments in cleaning floors, furniture. 


in a store! You've got to get 

into the home.” That’s the way 
Schoen Furniture Company of Allen- 
town, Pennsylvania, explains its record 
of 30 vacuum cleaner sales in less than 
40 days—a record made during the un- 
easiness of the May crisis in steel, an 
industry upon which much of Allen- 
town depends for its livelihood. Es- 
sentially a furniture store, Schoen’s, 
which started out five years ago as a 
shoe-string operation in a loft on the 
back streets of Allentown, has aver- 
aged about ten cleaner sales a year. 
If a customer wanted a cleaner it was 
there to buy, but home furnishings 
were the prime concern and 75 per- 
cent of Schoen’s sales effort went into 
furniture, ranges, washers, refriger- 
ators, and T'V. Vacuum cleaners and 
electric housewares made up the dif- 
ference. 


“¥ OU can’t make cleaner sales 


When the recent business lag hit 
Allentown, Irwin D. Schoen, presi- 
dent, and Charles Fletcher, his partner 
(who together comprise half the sell- 
ing staff), decided the time had come 
to do a bit of prospecting into the 
vacuum Cleaner market. 

As a Universal dealer with a brand 
new cleaner to work with, they went 
to work. In two weeks one salesman 
sold 16 cleaners in his spare time 
alone, and all other Schoen salesmen 
chalked up a record of 30 sales in less 
than 40 days. 


Never Sell on the Floor 


Schoen never tries to sell a cleaner 
directly on the floor. That’s bad busi- 
ness, say the partners. Customers pre- 
fer to see and use the cleaner in their 
own home surroundings. Their sales- 
men are trained to give floor demon- 

(Continued on page 197) 
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Southern Bearings’ Eight Ways to Better Dealer Relationships 














VISITING a dealer, territory man Bill Long (left) of Southern Bearings & Parts, SALES HELP is one of the important ways in which distributor men like Long 
goes over his advertising to help him improve it. can be of service to dealers. Here Long demonstrates a range sales pitch. 


Personal Help For the Dealer 


Selling to dealers is one of the duties of Southern Bearings & Parts Co.'s 
territory men. But they get their orders by the ingenious method of spend- 
ing most of their time helping dealers make consumer sales 








By A. B. WINDHAM 
























N the Piedmont section of North overall pattern and they happen ever ness, it has never grown too large to creasing the dealer's sales volume, his 
Carolina, a group of retail ap- day. It is an “in action” picture of hare the problems of its retailers, merchandising practices and his prof- 
pliance dealers listened intently ficld men from the Southern Bear- and it is upon this close association its. I can best describe how they op 
, to a distributor's representative as he ings & Parts Co., of Charlotte, dis- with the dealer that the company op- erate by citing a few examples. 
put his finger on their immediate tributors of Norge products and _ crates its entire selling program. A “Take the matter of advertising, for 
troubk Ihe reason you didn't get DuMont television. These men are tetal of 275 dealers throughout 7] instance. ‘The territory man_ studies 
1 return on that promotion is because — the eyes, ears and mouthpieces of the ount in the two Carolinas know — the ads which the dealers in his ter 
you didn’t use your money wisely distributing firm. ‘They exist because that they are getting top service and ritory run. If these ads are not ac 
for advertising. You failed to get vears ago, Clarence E. Beeson, pres idvice when the distributor goes into complishing what they are designed 
your personality into it!” ident of the company, realized that action for them to accomplish, he looks for the rea 
A hundred miles away, at the west the best way to help his dealers ae son. Sitting down with the dealer, 
: . Dealer Specialists “a 

cm tip of South Carolina, another sell was to provide them with the lic then works to correct it. His con 
earnest representative of the dis- services of trained specialists in the Ihe key factor in the distributing clusions may be that the copy is 
tributor eased a refrigerator into a art of selling firm’s plan of operation is the six “ter- poorly written, the wording or illus 
strategic spot close to an operating “We might do an effective job ritory men” who serve as the com- _ trations trite, the wrong selling angle 
washing machine in which water and — of handling our dealers from the office pany’s dealer specialists. These men __ stressed, or that a better return might 
clothing were swirling busily. He here, or through salesmen, or by are all veteran appliance salesmen, be had by using radio or television 
said, _tersely Make your display telephone as so many other distribu- trained by the company for the spe- advertising. Whatever is wrong, the 


mean something—you have to hook tors do,” says Beeson, “but to give cial roles which they play in its op- _ territory man makes it a personal mat 
up merchandise so that it dances, them 100 percent effective help, we eration. This special role, as far as_ ter to help the dealer right it. 














sings and performs for the customers!”” feel they need the personal contact dealer sales are concerned, is com “Or consider the display angle. W<« 

Still another dealer over in the of men specially trained to help parable to that of a home economist know that few dealers have a real 
Raleigh area soberly listened as the — them.” where demonstrations are concerned. knack for dressing a window or ar 
distributor's man indicated the man : “Our team of territory men does ranging floor exhibits. Our instruc- 
new features on an electric range and Problems Come First not exist for the purpose of taking tions to our territory men are to take 
declared: “You can sell anything It is this devotion to the dealer's orders,’’ declares Beeson, “because off their coats, roll up their sleeves 
but you've got to sell something other interest which has made Southem anybody can do that. Rather, these and help our dealers to create the very 
than price!” Bearings & Parts Co. one of the out- men are trained for the special pur- best and most effective floor and 

I'hese are not disconnected and standing appliance wholesalers in the pose of studying the dealer and his window displavs in their stores it is 
rambling glimpses; they fit into an Carolinas. A multi-million dollar busi- business, with the ultimate aim of in Continued at bottom of page 190) 
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HELP WITH PROSPECTS is another service of Southern Bearings & Parts. Sales WINDOW DRESSING is not beneath territory men. They've got orders from 
manager J. C. Hanes makes a home call with C. Hobbs of Anderson Electric. the top to peel off coats and help dealers make most effective arrangements. 


e - 


DEALER COMPLAINTS get a sympathetic ear—and, if possible, some action SALES TRAINING is continual function. Long pretends to be a customer resist- 
Long writes down Charlotte dealer Tom Hill’s problems, promises a solution. ing blanishments of Hill to help him and salesman do better sales job. 


CLARENCE BEESON (right), president of Southern, regards dealer franchises as MAKING DEALERS feel close to manufacturers is Southern policy. Big brass 
important, so, he makes a ceremony of it when dealers like Jack Pait sign up. like Dr. Allen DuMont (left) are introduced to dealers like F. F. Miller. 
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ELECTRIC BLANKET in hand, home economist Sarah Dellinger calls on a Wis- 


consin clubwoman who has agreed to a three-day free trial. 


The Wisconsin 


Power & Light Co. will pay her club treasury 50 cents 


ke - Wan 


CAREFUL INSTRUCTIONS were given to each woman who accepted the free 
trial. When the trial is over, Miss Dellinger will return and pick up the blanket 


and tell the housewife where she can buy one 


The utility made no sales 


Free Trials Sell 2,000 Blankets 


The treasuries of Wisconsin women’s clubs are 50 cents richer for 
every member who spent three trial nights under an electric blanket 
and dealers who cooperated with the Wisconsin Power & Light pro- 
motion have sold 2,000 blankets 


WO salesmen, waiting for the 
next customer to arrive, began 
to discuss electric blankets. 

“Would you put one over that year 
old youngster of yours?” asked one of 
the men. 

“Of course not—don’t be silly,” was 
the reply. That’s an incredible story, 
but it’s a graphic illustration of the 
fact that fear is one of the factors that 
holds back the wider acceptance of 
electric blankets. 

Some of the experts up in Wiscon- 
sin, where it’s cold, where the winters 
are long, where the floors are chilly, 
and where, by all rights, every bed in 
the state should be covered by one of 
these wooly luxuries, have a sales- 
making answer to that objection. 

A deal whereby 50¢ was paid to 
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organization treasuries for each person 
who spent three nights under an elec- 
tric blanket was recently culminated 
by the Wisconsin Power & Light Co. 
The home economist of the utility 
handled the demonstrations, and there 
were some qualifications before the 
half dollars jingled into the treasuries 
of the groups participating. 

The plan took advantage of the fact 
that every town has from 5 to 50 
church, lodge or social groups, and 
their finances are always scraping bot- 
tom. Publicity directed all clubs to 
contact the local home economist, who 
handles the situation, and urged that 
the group appoint committees to han- 
dle all arrangements for the home 
trials. 

The blanket plan was usually ex- 


plained to the entire group at club 
meetings and checks for trials by mem- 
bers were sent in one lump sum. Pay- 
ments were made for only one member 
of a household. 


No Call by Salesman 


“The success of the plan was based 
upon the assurance that no salesman 
would call on the women trying them 
out,” declared M. R. Norton, dealer 
coordination expert for the Wisconsin 
Power & Light Co., Madison. “It was 
necessary to assure all groups that the 
trial was strictly an educational mat- 
ter.” 

Each home economist was permit- 
ted a maximum of ten bed covers to 
use for trial demonstrations. 

As appointments were set up, as in 
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the case of Miss Sarah Dellinger, of 
the Baraboo office, it was necessary 
that the home economist deliver the 
blanket to the home making the trial. 
In every case she had to check the 
blanket to insure its being in good 
working order before taking it out. 

In the home, Miss Dellinger sat 
down first and explained the blanket. 
Next she saw that it was put on the 
bed correctly. 

“Three cool nights were considered 
enough for a fair trial, although there 
was no objection to a slightly longer 
period if needed to make a sale,” said 
Norton. 

When the trial was finished the 
home economist returned, under strict 
instructions not to take any orders for 

(Continued on page 112) 
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Their Store Was ‘TOO FANCY” 


Heavily rural Macomb, IIl., 
consumers were frightened of 
Wyne Bros., new store until a 
long-range refrigerator promo- 
tion succeeded in convincing 
them that “new look” did not 
mean “high prices” 


—— +— 


LONG lull followed the Korean 

war “scare buying” for many 

appliance dealers. Some of the 
most lavish promotions fizzled. 

The reverse was the case at Wyne 
Brothers home furnishing store, owned 
by William, Louis, and Ervin Wyne, 
in Macomb, Illinois (population 10,- 
600), where a refrigerator campaign 
in this farming community yielded 
new prospects and new business. Pro- 
motional broadsides, aimed at the city 
and its trading area of several counties, 
included full- and three-quarter-page 
newspaper advertisements, radio spot 
announcements, demonstrations to 
groups, and the most prominent win- 
dow display of appliances in town. 

“Push the leader” is a theory fol- 
lowed by Lynn Sallee, the store’s pro- 
motion manager. Hence, the best sell- 
ing major appliance, the refrigerator, 
is featured. 

The refrigerator campaign began in 
1950 with an effort to develop a new x : 2 
and unreceptive market. v5. thet to Fear of High Prices in this Modern Store . . 


say, the large, modern store, with its No customers pushed through the door of Wyne Bros. new store in Macomb, Ill., because its new look seemed too 


Continued on page 192) fancy, suggested high prices to residents of the predominantly rural area. 


aes ~ ING76 “ELECTRIC” 
4 


Cee! 
a yj = 


... 


4 eS FE 


” 
a 


a 
Was Overcome With Meters... . . « Testimonial Ads .. . . .. and Contests 


Meters were one of the first devices, ‘Ask your neighbor” was theme of ad- $10,000 in prizes, including this G-E refrigerator and merchandise certificates, 
along with heavy ads, used to attract vertising campaign featuring pictures of were presented to winners in local puzzle contest which drew 1250 entires. Con- 
instalment buyers. local housewives. testants were asked to list appliances which eliminate household drudgery. 
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HOEKSTRA SALES CO., Kalamazoo, Mich., has plenty of 


Hit Washer Prospects While They're Hot! 





A rumor from a neighbor, a hint in the store, or a word 


from service sends a salesman for the Hoekstra Sales 


Co., Kalamazoo, running for the prospect’s doorbell 


By TOM F. BLACKBURN 


N a heavily saturated washer town 
I like Kalamazoo, Mich. (pop 
57,326) it is no longer a tough 
job to sell a customer the idea of own 
ing a washing machine 
But it is a job to discover when the 
prospect is ready to buy 
The ability of the Hockstra Sales 
Co. to move 285 washers in a year, 


f 


21.82 percent of a total volume of 
1,306 pieces of all kinds of appliances, 
ies in that firm’s ability to contact 
the public and discover when the vari 
us customers about town are ready. 

Following that, a quick, efficient 
follow-through does the trick. It can 
’e summarized in the old adage, 
Strike while the iron is hot.” 


Making Contacts 


It should be realized that the Hoek 
tras’ father, John, settled in Kala 
mazoo 70 years ago and that the 
ippliance business has been operating 
since 1918. The firm has on its books 
some 20,000 customers, of whom 
15,000 have placed repeat orders. The 
Hoekstras agree with the late Julius 
Rosenwald of Sears, Roebuck, that re 
peat business is the most profitable 
business, it is easier to sell 
However, these are the things, outside 
Mf family acquaintanceship, that bring 
in people and prospects 

1. Home show, county fair, cookinz 
chool and group promotions. 

2. Gerald Hoekstra 
ictive with the USO, which gave him 
1 widespread acquaintance. 

3. The service department takes 
are of many appliances sold by other 
firms and picks up many leads 


because 


was for years 


-7 
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has carried the same 
It has sold 
Dextci 
vacuum 


4. The firm 
lines for years and years. 
ABC washers for 18 years, 
washers for 25 years, Kirby 
cleaners for 33 years (the appliancc 
firm started in the vacuum 
business), the Hotpoint line two 
vears, and Duotherm space heaters a 
long time. 


] 
cicanct 


The Demonstration 


If a prospect lets the word drop in 
the store that she is interested, onc 
of the Hoekstras goes right to work 
to give her a demonstration. If word 
merely reaches them from somecbod\ 
else, out jumps a salesman who looks 
ver and appraises the old washer, a 
suming blandly that a deal is going t 
be made. The prospect is driven down 
to the store for a demonstration. 

Every machine is hooked up and 
ready for action on the floor. The 
Hoekstras always demonstrate the 
brand the prospect is interested in, 
without trving to switch or confuse 

\ showing at Hoekstra’s begins at 
the top of the line. Either Gerald o 
Ted says to the customer, “Youn 
here and you might as well look o\ 
the entire stock.” 

r'hey go down the price stair-step 
pointing out how each drop cancels 
some advantage. Eventually the cu 
tomer says, “Wait, you don’t need to 
go any farther.” 

Thereupon the Hoekstras drop th 
matter and ask what kind of a trad 
the customer owns. The prospect 
names the brand, and Gerald or Ted 
replies, “We'll be out to look it over 

Continued on page 200 


parking space, a big attractive store, but 








LEADS come from group meetings, fairs and other functions. 


A HINT dropped by a prospect in the store will send a salesman running to her 
home for an appraisal of her old washer 





THE SERVICE DEPARTMENT, which does a big job in a separate building, provides 


many new customers whose machines need replacement 
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Read the dramatic reports from all over America! 
Dealers like yourself cash in with Lewyt, “the 
one cleaner you can sell in volume today”! 


Large dealer or small dealer, here’s proof you can Do It with Lewyt! 

Tie in with Lewyt’s national advertising program—the heaviest 

in all cleaner history! Get your Display Kit up, identify your store 

as local Lewyt headquarters! Exploit floor traffic with a 10-second 

demo after every appliance sale! Drive in prospects with Lewyt’s 

» sensational “1¢ Sale” or ‘“‘Free Scatter Pin” promotions! Push 
= Lewyt and watch your cleaner sales climb! 


with LEW YT 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-8, 60 Broadway, Brooklyn Il, New York 
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Open Tank 
Water Heater Sales 


Opens 


Opening the control panel on electric water heaters 
opens sales during slump period for Jenkins Electric 


Shop, Grove City, Ohio 


‘ ACED with no traffic and a 
real sales slump, Vernal Jen- 
kins, Jenkins Electric Shop, 
Grove City, Ohio (pop. 2335) 
would have welcomed something 
from out of Houdini’s bag of tricks 
to break the spell. Instead of sit- 
ting around and waiting for things 
to happen, Jenkins decided to open 
the control panel on electric water 
heaters and gamble on arousing the 
natural curiosity of people passing 
his store. 

“They noticed the open tank 
right away when they came into 
the store, and, by golly, merchan- 
dise began moving without Hou- 
dini magic,” Jenkins exclaims. 
“Not only Kentuckians refuse to 
buy ‘a pig in a poke’. People 
around here want to see what 
they’re getting too—and water heat- 
ers are no exception.” 

Right after Jenkins removed the 
panel people began asking ques- 
tions. When he had their curiosity 
sufficiently aroused, it was easy to 
go to town on some of the real 
features of water heaters, for each 
feature was openly displayed. 


Pay for What They See 


“No matter whether it’s a Cros- 
ley, Universal, or Hot Stream, you 
just can’t expect people to pay for 
a little white tank,” Jenkins ex- 
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plains. “I have the feeling that 
when people see what they are 
putting their money into, they 
aren’t as reluctant to loosen up the 
purse strings. Maybe, I’m wrong, 
but when you see people coming 
in here who have been shopping 
around, and still aren’t convinced 
until after they’ve seen my dis- 
play, then I figure their hankering 
for a heater is not suppressed so 
much by high prices as in not 
knowing the product. 

“Many people could buy the 
same heater at a chain for $10 or 
$12 less, but because they can 
thoroughly examine the working in- 
nards of my tanks, they would 
rather buy them from me.” 


Simple to Demonstrate Features 


Jenkins has found it easy to 
point out some of the important 
features with the control panel re- 
moved. He can point out the sim- 
plicity of servicing the tank, like 
putting in a new thermostat when 
necessary. For some time now, he 
has been instilling confidence in his 
customers’ minds in relation, to his 
merchandise—not only for heaters, 
but on his other appliances as well. 

It’s being frank and above-board 
that brings the customers around,” 
Jenkins says. “When they see the 

(Continued on page 196) 





unniest Man In The 
pliance Business 


Best read section in The Speed Queen News is adver- 
tising manager Joe Morris’ joke column—samples 
from which are hereby submitted to show why 





;* EW people know that Joc 
Morris of the Speed Queen 
Corp. is a minister’s son. Still 

fewer know or recognize that he 
is a humorist. In the Speed Queen 
News, his column, the “Queen’s 
laste,” is the first thing read by 
thousands of dealers who tear open 
their house organs. 

A lot of people, accustomed to 
Joe Miller’s Joke Book or to listen- 
ing to vaudeville, think that is 
where Joe Morris gets his stuff. 
Not at all. They begin chortling 
just as Joe Morris’ secretary does 
outside his door when she types 
his material. As advertising mana- 
ger of Speed Queen since 1940, 
Joe has multitudinous stacks of 
correspondence to be answered, 
planned meetings with sales and 
management, trips to hardware 
shows and the like, and little time 
to be funny. R. E. McDonald 
of that firm declares that he turns 
his funny copy out fast, something 
few other humorists can do. 

Some of Joe’s copy that has got 
the greatest kick from the dealers 
is as follows: 

Before the night was over her 
date was good and tight— Well, 
that’s an unusual combination. 

He thought she had the smallest 
waist he had ever seen. Of corset 
was. 
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She was so fascinated by the guy 
that she kissed him— But when he 
started to unfascinate her, she 
slapped him. 

This country would not be in 
such a mess today— If the Indians 
had adopted stricter immigration 
laws. 

One night she asked the boy 
friend if he didn’t love her any 
more— He replied, “Sure, I’m just 
resting.” 

When he heard that the Salva- 
tion Army saved bad women— He 


asked them to save him one for 


Saturday night. 

She always said “yes” when a 
man winked at her— An aye for an 
eye was her motto. 

Everyone knew the bride was 
ready for the battle of life— She 
had been in four previous engage- 
ments. 

His wife hit the ceiling when 
she caught him kissing the maid— _ 
She always had been a rotten shot. 

A fellow told us that his wife 
came crawling to him on_ her 
knees— He neglected to mention 
that she was yelling, “Come out 
from under the bed, you coward!” 

‘Sfunny how the little gic] that 
was boy crazy last summer has out- 
grown it— Now all she thinks about 
is men. 

(Continued at bottom of page 195) 
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The Picture 
Sells the Kitchen 


“You can go a long way on one good photograph,” 
says the owner of Supply Electric Co., Fayetteville, 
N. C., who sells $40,000 worth of kitchens annually 
through graphic demonstrations 


OES the use of photographs 
D help in selling all-electric 

kitchens? Many a dealer 
apparently doesn’t think so, pre- 
ferring to use drawings and dia- 
grams or other selling factors. 

But not Louis D. Thomas, 
owner and operator of Supply Elec- 
tric Co., in Fayetteville, N.C. Mr. 
Thomas declares: “A good photo- 
graph will sell "em every time.” 

One of General Electric’s most 
dependable dealers in his section, 
Thomas should know whereof 
he speaks. He sells approxi- 
mately $40,000 worth of all- 
electric kitchens a year, and his 
major selling weapon is a hand- 
some photograph of the kitchen as 
it will look when completed. 


Realism in Color 


Thomas arranges a_ proposed 
kitchen with miniature models, 
then photographs it in color. The 
result is a realistic picture of a new 
kitchen with all appliances ar- 
ranged in proper order. The actual 
work of making the photograph is 
done by Thomas’ distributor in 
Raleigh, from measurements and 
specifications provided by the 
dealer. As soon as the photograph 
is received back from the distribu- 
tor, it is presented to the potential 
customer in a matter-of-fact way 


simply as part of the service being 
rendered. 

“The customer’s reaction usu- 
ally is to be startled and highly 
pleased with the view of his new 
kitchen,” the dealer says, “because 
here is something concrete. He’s 
probably being poring over dia- 
grams and blueprints and figures 
until he’s tired and baffled by them 
—and he still doesn’t know for sure 
how his kitchen will look. The 
photograph fills in this void—it 
isn’t just a photograph of a new 
kitchen, it is his own kitchen right 
in his own home.” 


Demonstration Tied In 


Although the photograph is a 
potent selling factor in_ itself, 
Thomas strengthens it by combin- 
ing its showing with demonstra- 
tion of the appliances pictured in 
it. His major objective is to get 
the prospect into the store where 
he supplements the picture’s eye- 
appeal with a showing of the 
equipment’s utility. 

The demonstration then be- 
comes a graphic one. A few deft 
phrases such as “your refrigerator 
there”, while opening the door of 
a unit, or “space to open your home 
freezer” while actually opening 
one, make the Thomas demonstra- 

(Continued on page 195) 
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icking With Recorders 


J. K. Hagemeyer of Meridian, Miss., believes almost 
every home and business is a tape recorder prospect 


‘NO ADAPTABLE is the tape 
, ) recorder that almost anybody 
can use it. That’s the philoso- 
phy of Jessie K. Hagemeyer, owner 
and operator of the Radio Supply 
Co., in Meridian, Miss. To back 
up his contention, Hagemeyer 
points out that he has sold a score 
or more machines in the past three 
months and he believes the sale 
would be much higher but he has 
experienced trouble in getting 
enough of them to sell. 

“IT began selling tape recording 
machines by approaching those 
potential users who might benefit 
from them most,” Hagemeyer said. 
“For example, one of the high 
schools here has made the recorder 
a part of its standard teaching 
equipment. The speech teachers 
make fine use of the Bell tape 
recorder by having their students 
listen for defects in speech delivery, 
tone, style and enunciation. 


Aid to Vocational Students 


“In one of the vocational schools, 
which has a broadcasting station 
setup as part of its radio instruc- 
tion division, I installed a tape 
recorder for recording programs of 
students studying tone, reception, 
noise control, wave lengths, engi- 
neering, static and similar tech- 
nical matters. Meridian radio 





stations use the large size a 
recorders to record programs f@r 
re-broadcast and one of them, 
Station WMOXx, permits nooptyas 
and amateur singers to “try ou 
their programs via the recorder, be- 
fore going on the air. 

The Meridian ministry also has 
provided a good field for the sale of 
tape recorders. One clergyman 
records his entire sermon, then 
goes over it carefully to = it up 
and smooth out the defects before 
delivering it. 

“T’ve made sales of tape recorders 
for unusual purposes, too,” declares 
Hagemeyer. “In one instance, a 
labor union bought one to record 
its views on certain matters under 
arbitration with a company man- 
agement on wage increases. In 
another instance, the confession of 
an alleged murderer was made on 
one of the recorders and the taped 
confession was admitted as testi- 
mony by the court, the accused re- 
ceiving the death sentence. Since 
this case, Hagemeyer has added 
several law enforcement agencies 
to his prospect list. 

“But it is for evervday usage that 
the tape recorder is making its 
greatest headway,” the dealer says. 
“Business men are beginning to 
adopt it in place of dictating ma- 
(Continued at bottom of page 196) 
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SERVICE CALLS are seldom answered the first day 
Bendler-Lacour accumulates several from the same 
neighborhood—then sends out truck and salesman 


CAREFUL COMBING of all 


credit applications is 
handled by Wally Bendler, who calls other retailers. 


HOW WE GUT COSTS 


On Sales and Service Calls 


When a Bendler-Lacour service truck goes out 
in Shrewbury, La., it makes several calls in one 


neighborhood and a salesman goes with it to 
visit good, service-gained leads in the same area 


By WALLY BEN DLER, Bendler-Lacour, Inc., 3307 Metairie Rd., Shrewsbury, La 


N these days of higher costs and 
high taxes, a dealer has to find 
some means to control his costs 
of doing business—even reduce them 
vhere possible—or else he will find 
himself hunting a rope to hold up hi 
trousers 
Many selling prices are frozen, but 
the overhead of operating an appli 
ance store goes on. Sometimes it gets 
even bigger. And taxes seem to go 
higher each year. There has to be an 
imswer, or else costs and taxes will 
soon overtake profits 
At the Bendler-Lacou: 
have worked out a number of “an 
swers.”” Most of them evolved out of 
our experience in selling and servicing 


store we 


ippliances, some were the result of 
painstaking thought and effort di 
rected toward the specific end of keep 
ing that ever-increasing overhead from 
eating up the net 

We do a lot of service 
of appliances. In 
business-district location 
way, we depend much mere on out 
side selling than on traffic generated 
by the pull of adjacent stores or the 
lure of windows. We studied these 
two facts and came up with one angle 
which works two wavs—it reduces sell 
ing costs and at the same time gener 
ates additional sales opportunities. 

Actually, there isn’t anything start 
lingly new in this angle, but it’s a 


work on all 
in out-of-the 
high 


type 
on i 


good idea from both the standpoint 
of cost-reduction and that of selling 
When one of our service trucks goes 
out on a call, we will frequently put a 
salesman on it along with the service 
men. His job is to contact the house 
wife in the front room while the serv 
ice men work in the back if it seem 
from our files that she is ripe for an 
other sale. Sometimes instead of 
this, or perhaps in addition to it, the 
salesman calls upon other leads and 
prospects in the same neighborhood 
of the city. Usually, the neighbor 
hood canvass happens when the ser 
ice truck has several stops in the same 
area, so it is easy for the salesman to 
work the territory at the same time 
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BIG COST SAVER for Bendler-Lacour, Inc., of Shrewsbury, La., is its practice of sending a salesman out with the 
service truck to make calls on the same people and in the same neighborhood where servicemen are working 


| 


ANY AND ALL parts which may be 
needed on service calls are systematically 
put into truck before it goes out, thus 
eliminating expensive back-tracking 


the service men handle their calls. 

Now, he doesn’t cold canvass. W<¢ 
practically never do. I’m not against it 
in principle. 

Many stores sell this way with good 
success. We're against it because it is 
very expensive in both salesmen’s tim« 
and car mileage, and we're extremely 
cost-conscious. We cut it out some 
time ago as an important step in re 
ducing costs. In increasing sales, too 

On his neighborhood calls with a 
service truck, a Bendler-Lacour sales 
man will follow specific leads. We 
have developed a really excellent fil 
here in the office. It started two years 
ago as records of service calls. Being 

Continued on page 194) 
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» wuts Up tthe Gael, ell-W 


SLUMBER PARTY 
JAMBOREE 


eo for UNIVERSAL ELECTRIC BLANKETS 


\ 3 ’ th . = The Golden Slumber Party rolls on! Three great promotions are now joined in one 
0. in me series & to make Universal Electric Blankets the biggest profit item in your electric 


» housewares section. The Gift Promotion—The Treasure Chest Lay-away Plan 
GOLDEN and NOW, the JAMBOREE, an all-out seasonal promotion to sell 


Universal Electric Blankets to more customers than ever. They'll a// be warking 
SLUMBER PARTY for you from today—right on through the big Christmas season . . . and beyond! 





sap COE 


IT’S 
irae 


“a - = —_ BACKED BY 
. “2 _ NATIONAL ADVERTISING 


LIFE and other top magazines that influ- 

ence your Customers most are carrying this 
full series of 4-color ads. They'll all be fea- 

turing Universal Electric Blankets and the 
way to better, more restful sleep. 


© irs promotep 
ON RADIO and TV 


From coast to coast, the highest rating au- 
dience participation shows on major net- 
works are daily publicizing Universal 
Electric Blankets and their quality features. 
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| UNIVERSAL Ecce Bini 


her Sentinel” Control 


with the Exclags 


P,. ry of reste 
i” —no more mountains 0 

No more cold sheets—9 , 
i } blankets . . . just one lightweight Universal Electric 


Blanket keeps you comfortable in any weather. 
Turn it on while you undress . . - slip into 
prewarmed sheets and drift off to sleep before you 
know it. The warmth of the blanket adjusts 


automatically wo every weather change. You'll sleep 


better... wake refreshed. G 
ready for any weather. 


et yours NOW and be 


PAGE 


Twin Bed, single control $00.00 

Double Bed. single control 

Double Bed, dual control $00.00 
Two YEAR WARRANTY 


olden, Orchid 


i ift th will be appreciated for years to come 
a ae mee Electric Blanket. Luxuriously fleecy- 
soft and bound with rayon- 
exquisite pastel shades—Spray 
Highland Heather or Desert Rose 
beautiful Golden Orchid gift package- 





ALABAMA 
Birmingham 
Mobile 
Montgomery 
ARIZONA 
Phoenix 
Tucson 
ARKANSAS 
Fort Smith 
Little Rock 
CALIFORNIA 
Bakersfield 
Fresno 

Long Beach 
Los Angeles 
Oakland 
Sacramento 
San Bernardino 
San Diego 
Son Francisco 
COLORADO 
Denver 


CONNECTICUT 


Bridgeport 
Hartford 


New Haven 
Waterbury 
DELAWARE 
Wilmington 
DISTRICT OF 
COLUMBIA 
Washington 


FLORIDA 
Jacksonville 
Miami 
Orlando 
Tampa 


GEORGIA 
Atlanta 
Augusta 
Macon 
Sevennah 


IDAHO 
Boise 
HLLINOIS 
Chicago 
Decotur 
Peoria 
Rockford 
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Rock Island MAINE 
Springfield iano 


Lewiston 
INDIANA 
Evansville satin 
Fort Wayne MARYLAND 
Indianapolis Baltimore 
South Bend Hagerstown 


Terre Haute 

MASSACHUSETTS 
lOWA Boston 
Cedar Rapids Fall River 
Davenport Holyoke 
Des Moines Springfield 
Sioux City Worcester 


KANSAS MICHIGAN 
Topeka Bay City 
Wichita Detroit 

Flint 
KENTUCKY Grand Rapids 


Lexington Jackson 
Louisville Lansing 
LOUISIANA ist 
Baton Rouge MINNESOTA 
Monroe Duluth 

New Orleans Minneapolis 
Shreveport St. Paul 
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5 
MISSISSION 
Jackson 
MiSSOURI 
Kansas City 
St. Joseph 
St. Louis 
Springfield 
MONTANA 
Billings 
Butte 
Great Falls 
NEBRASKA 
Lincoln 
Omaha 
NEVADA 
Reno 


NEW HAMPSHIRE 
Manchester 


NEW JERSEY 
Newark 


NEW MEXICO 
Albuquerque 


bib ee ui 
fies 
ad) 


+e 


YOUR NAME 
WILL BE LISTED 


t inghamton 


Buffalo 
Elmira 
Kingston 
Rochester 
Schenectady 
Syracuse 
Utica 


NORTH CAROLINA 
Asheville 

Charlotte 
Greensboro 

Raleigh 
Winston-Salem 


NORTH DAKOTA 
Fargo 


OHIO 
Akron 
Canton 
Cincinnati 
Cleveland 
Columbus 
Dayton 
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want for yourself: 
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Toledo 


Youngstown 


OKLAHOMA 
Oklchoma City 
Tulsa 


OREGON 
Eugene 
Portland 


PENNSYLVANIA 
Allentown 

Erie 

Harrisburg 
Lancaster 
Philadelphia 
Pittsburgh 
Reading 
Williamsport 

York 

RHODE ISLAND 
Providence 
SOUTH CAROLINA 
Columbia 
Charleston 


Greenville 
Spartanburg 
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SOUTH DAKOTA 
Sioux Falls 


TENNESSEE 
Chattanooga 
Knoxville 
Memphis 
Nashville 


TEXAS 

Fort Worth 
Amarillo 
Austin 
Beaumont 
Corpus Christi 
Dallas 


El Paso 
Galveston 
Houston 
Lubbock 

San Antonio 
Tyler 

Waco 


UTAH 
Salt Lake City 


VERMONT 
Burlington 


WASHINGTON 
Bellingham 
Seattle 


Spokane 
Tacoma 
Yakima 


WEST VIRGINIA 
Bluefield 
Charleston 
Huntington 
Wheeling 


for your invitation to the 
{UNIVERSAL ( 


GOLDEN 
SLUMBER PARTY JAMBOREE— 





WISCONSIN 
Eay Claire 
Green Bay 
Madison 
Milwaukee 
Racine 
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Jou Buy just 4. UNIVERSAL Electric Blankets! 








T FOR THE COUNTER... ? FOR THE WINDOW ... 2 TO COMPLETE THE COLOR RANGE 





touch with your Universal Distributor at once and get the full details en 
mendous promotion. You can double your electric blanket sales by get- 
TODAY on Universal’s Fall Slumber Party Jamboree. Get started NOW! 


) UNIVERSAL | 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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ROUND-UP WAGON, suitably loaded with old refrigerators and cowboy-clad salesmen who fired pistols and shouted sales 
messages, toured Peoria streets to build public interest in Staats’ Old Refrigerator Round-Up 


Refrigerator Round-Up 


When it’s roundup time in Peoria, Ill., H. W. Staats 
goes all out for the Old West and sells 71 refrigerators 
just as easily as shooting off cap pistols 


STAATS’ STORE carried out the theme of the promotion 
with a street-wide banner, old wagon wheels, window post- 


ers, and a corral for old refrigerators. 


ELECTRICAL MERCHANDISING—AUGUST, 
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VISITORS to the store during campaign got free coffee and 
doughnuts. Children with parents received 65-piece rodeo 
cutout kits. 


TAAT’S Old Refrigerator Round- 

Up, staged for three weeks of 

one recent month in Peoria, Il., 

resulted in the sale of 118 new appli- 
ances and 69 used appliances. 

‘The main feature of the campaign 
was a horse drawn Round-Up wagon, 
the idea of owner H. W. Staats, which 
toured the main streets of Peoria and 
all the near-by suburbs. 

The wagon was a low-wheeled rub- 
ber-tired hayrack wagon. This and the 
team of horses drawing it were secured 
from a riding stable. The wagon car- 
ried two bales of hay and several old 
refrigerators along with numerous 
signs and posters. With it were Mr. 
Staats and three employes dressed in 
cowboy garb rented from a Chicago 
concern. As they drove along the 
“cowboys” fired cap pistols and used 
megaphones to attract attention. 


The Build-Up 

The campaign was started by four 
2-inch teaser ads run twice in the local 
daily papers asking readers to watch 
for Staat’s Round-Up Wagon. Thes« 
were followed on a Sunday with a 
}-page ad announcing the campaign. 
One feature announced was a registra 
tion of visitors to the store, where 
coffee and doughnuts were served 
during the evening hours. The ads 
featured special prices on new 1951 
refrigerators, with extra long trades dur 
ing the round-up. Free 65-piece west- 
em cut-outs were given each child ac- 
companied by its parents who visited 
the store. These kits were purchased 
through General Electric. 

During the first week, the registra- 
tion of names was entirely free, no 
purchases being required. A total of 
650 names was registered. At a draw- 
ing held at the end of the week, a 
portable dishwasher was given awa\ 
as the prize. 

Subsequent big ads carried on the 
promotion, but after the first week a 
purchase was necesary in order to par- 
take in the drawings. The prize at the 
second drawing was a new refrigera 
tor. Two other prizes consisted of a 
toaster and a set of costume jewelrv. 

In addition to the Round-Up 
Wagon, several other promotional 
methods were used. A corral for old 
refrigerators was established on one 
side of the store. It had a fence 
around it with the front being of rus- 
tic design. It was made from hedge 
fence posts and had an old wagon 
wheel leaning on it to give it the 
ranch atmosphere. Lassos were looped 
around the old refrigerators. 


No One Could Miss it 


A large waterproof muslin sign, 
reading “Staat’s Old Refrigerator 
Round-Up,” was stretched completely 
across the street at the store. Pictures 
on the store windows Helped attract 
attention. Classified ads were used 
in the newspapers for Staat’s Old 
Round-Up of used items. A sign on 
the back of cars of all the store’s per- 
sonnel read, “Staats corrals old refrig- 
erators.” The personnel were dressed 
in cowboy outfits throughout the 
round-up. 

(Continued at bottom of page 104) 
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AIR CONDITIONER prospects don’t get a high pressure sales talk from Hem 
Olson (right) Coral Gables, Fla., dealer, but they do get a conviction that he 


knows what he is talking about 


Occasionally they may also get a free gift 














Mii 


MOST PRODUCTIVE Olson method of producing sales is direct calls on home 
owners. He prefers home to commercial sales, finds numerous well-to-do families 


good prospects. 





CALLBACKS after every sale insure maintenance of Olson's carefully nurtured 


reputation, the names 


f new prospects and satisfaction of recent purchasers 


EVERY BUS in Coral Gables carries Olson car cards, which help spread his 
message to the home owners who comprise greatest share of his customers 


Keeping Customers COOL 


Comfort for sale—that’s the approach used by 


Hem Olson of Coral Gables, Fla., in rolling up a 


$20,000 annual volume in air conditioners 


IAMI and air-conditioning go 
M together like ham and eggs. 

One of the first air-condition- 
ing experiments in the big Florida 
city occurred when a theater manager 
bored holes in the floor and placed 
300-pound blocks of ice in the base- 
ment. It worked pretty well too, but 
it required a lot of back-breaking labor 
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and there were some complaints from 
sensitive patrons who happened to 
take a seat over one of the air holes 
while a brisk breeze was blowing. 
Hem Olson of Coral Gables doesn’t 
have to go to so much trouble in his 
efforts to keep residents of the Miami 
area cool. He simply sells them a 
room air-conditioning unit, installs it 


for them and they live happily ever 
after. It’s as simple as that, according 
to Olson. 

One of the 200 dealers who sell 
and service the various makes and 
models of air-conditioning units in 
that city, Olson’s shop at 310 Aragon 
Ave., in Coral Gables, does approxi- 
mately $20,000 annually in air- 
conditioning business, most of which 
comes from the sale of single room 
units. He handles the Fedders, 
Mitchell and Mathis lines and large 
Westinghouse units. 

“Strictly a one-man—or rather, a 
one-family operation,” declares Olson. 
“We have no outside salesmen and 
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my wife and I operate the business 
without other help. In such a set-up, 
naturally certain methods of selling 
must be utilized and practiced which 
would not be so important in a larger 
store. 

“Since I must be known as a reli- 
able and satisfactory dealer, I try to 
make it a point to sell Hem Olson 
first. The customer needs to place 
confidence in his dealer if that cus- 
tomer is going to be a valuable asset 
in spreading word-of-mouth adver- 
tising so important in the sale of air- 
conditioning units in suburban areas 
such as Coral Gables.” 

(Continued on page 108) 
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Magic Chef. 


a om 


Tie-in with this star 


+ 7 7 AD MOVIES & TV 


13 Sparkling full-color Magic Chef ad 
movies in the western theme for your 
local theater, plus TV spots. Magic 
Chef pays half the cost. 


{ANIMATED DISPLAY 


It really moves! This full color Old 
Range Round-Up background for the 
beautiful Magic Chef ranges will create 
the excitement needed to push sales up! 


— Magic Chef, inc., st. 1ouis 10, Mo. 


Seer ill” 


- > 


P= 


Golden Jubilee Gas Ranges 


Corral customers for you with 
a star-studded sales producing 


OLD RANGE 
ROUND-UP 


= Package 


It’s the biggest sales round-up promotion in the industry! 
A full color page in BETTER HOMES AND GARDENS! Dramatic 
two-color ads in 14 other national magazines! And all keyed 
specifically to the Magic Chef Old Range Round-Up campaign. 
Then YOu enter the picture with the dozens of Magic Chef sales 
promotional items that will tie your store to the promotion — 
make it fairly pop with customer-producing excitement! 


112,000,000 READERS! 


Nationally Advertised in: 


* GOOD HOUSEKEEPING ~- FAMILY CIRCLE 
* AMERICAN HOME * HOUSEHOLD 

* PROGRESSIVE FARMER + WOMAN'S DAY 
* SUCCESSFUL FARMING + McCALL'S 

* TODAY'S WOMAN 


ay’ 


+ WOMAN'S HOME COMPANION; 
+ BETTER HOMES & GARDENS ? 
+ COUNTRY GENTLEMAN 

BONY 


LL LPLPLEL 3 


package and watch your sales hop-along! 
Ry 
Jal ROUND-UP GIVE-AWAYS Sel 


These items are tried-and-proven traffic 


MAILING PIECES 
Conduct your own Old Range Round-Up 


producers. Bandannas, cowboy hats, 
bang guns, balloons—all inexpensive 
give-aways to bring ’em into your store. 


Sar 
ci, SPECIAL AD MATS 


Cooperative ads for your local news- 
papers to drive home the fact that the 
Magic Chef Old Range Round-Up is 
being held in YOUR store. 


campaign with these hard-selling direct 
mail brochures, designed to bring in 
those hard-to-sell prospects. 


S As 
Sel SPECIAL PRICE TAGS 


For the final touch. Big Special Tags 
ready for your own price imprint, sell 
the range at the range. Order plenty 
you are going to need them. 


er tt tthidihddscledids ddd dO ES eh ha 








more women cook on. Magic Chef than on any other range 
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For HIGH starting torque... 








| 


Yes ... there’s a fractional motor in the Delco line that’s engi- 
neered to meet your requirements .. . and built to serve you and 
your product longer and better. That’s true because the Delco 
line is a complete line, and every type of Delco motor has been 
proved in use. 


Electrically and mechanically, Delco motors are made to deliver 
peak performance—continuously. Each part is precision made 
... and the motors assembled, inspected and tested to assure 
Delco dependability for the user. 


Learn for yourself how Delco motors can serve you better. Call 
or write Delco Products, Dayton, Ohio, or see your local 
Delco Motor dealer. 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


DAYTON OHIO 


SEE YOUR LOCAL DELCO MOTOR DEALER 
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MAC PREDMORE greets one of the prospects coming into the store to see about 
the advertisement she saw in Sunday’s paper about Pioneer Electric's offer of 
free electricity for one year for every range sold. 


Free Electricity 


AC PREDMORE, salesman- 

M ager, Pioneer Electric, 31 N. 

5th Street, Zanesville, Ohio, 

wanted some way to boost traffic and 
electric range sales. 

He went over to the office of Ohio 
Power Co. to see if the utility could 
give him the average figure of what 
it cost to operate a range for a year. 
Ohio Power estimated that it would 
take about 85 kw-hrs. a month, or 
1,020 kw.-hrs. a year. At Ohio Power’s 
rates that was $2.13 a month or 
$25.50 a year. 


Test the Traffic 


“We wanted to see if an offer of 
free electricity for a year with each 
range sold would bring prospects into 
the store,” Predmore admits. “Many 
times in the past, when traffic was 
low, we had made offers of 25 percent 
off, but still they didn’t draw. We 
were greatly surprised to see such a 
good response from this month-long 
promotion.” 

Ads on their three lines, Crosley, 
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run in three Sunday editions. After 
the second ad, Predmore noticed the 
most interest. In addition to the news- 
paper, a large window was set up to 
attract street traffic. 

At the end of the promotion, 19 
ranges had been sold. ‘We usually 
are lucky if we can sell about eight 
ranges during this same period,” Pred- 
more says, “and in the current year, 
we would have even considered five 
or six sales good. That’s one reason 
why we feel the promotion was suc- 
cessful. 

“Our distributors and even Ohio 
Power (who sells Hotpoint) were 
very happy over the results. We had 
co-op advertising, so both on the 
$121.50 for newspaper advertising and 
the electricity spiff we had financial 


help.” 
No Trade-ins 


No trade-ins were accepted during 
the promotion. In fact, no other ap- 
pliance could be sold on the same 
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PREDMORE EXPLAINS some features of a Westinghouse range. In most cases 
Pioneer Electric salesmen found that sales were easier to close during the pro- 
motion. Only ranges selling for over $250.00 were given the free electricity offer. 


When Pioneer Electric of Zanesville, Ohio, wanted 
to sell ranges in a tough month they simply offered 
prospects a year’s free electricity with each range 


purchased. The offer sold 19 ranges in one month 


Helps Sell Ranges 


Westinghouse, and Kelvinator were 





arrangements (free electricity for a 
year), but other appliances enjoyed 
greater sales as a result of increased 
trafic. The offer was good only on 
ranges selling for over $250. Dur- 
ing the promotion the average price of 
ranges sold was $325.00. 

“We needed something to stimu- 
late sales,” Predmore says. ‘Never 
before in March, or even February, 
have we been able to sell many ranges. 
We noted that we had sold more gas 
ranges for this first quarter than we 
had ever sold in one year during the 
history of the store. So I went to work 
to sell more electric ranges. 

‘Most of the people in Zanesville 
never get excited about anything,” 
Predmore continues. “When some 
offer comes along, they don’t rush to 
the store the first day. They just walk 
in later on and politely ask about it, 
or show us a copy of the advertise- 
ment. This offer, however, seemed to 
stir them more than some of the other 
things we have presented.” 

(Continued on page 90) 
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c WASHER 


AUTOMATI 


Available with or without Suds-Miser 


WHIRLPOOL CORPORATION St. Joseph, Michigan IN CANADA: John Inglis, Ltd., Toronto, Ontario 
PAGE 88 AUGUST, 1952—ELECTRICAL MERCHANDISING 








i 
| 
SSS 


perfectly-matched 
Automatic WASHER and DRYER 


AUTOMATIC. DRYER 


. 
>A 


. 3 : 
Gas or electric models are available 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 
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You can Judge NICHROME 
by the manufacturers who use it / 


Thermador electrical appliances have been used in 
thousands of homes, apartments, institutions, and 
commercial buildings since 1916—proof of their high 
quality, dependability, and economy. 


Today, the Bilt-in Range and Bilt-in Oven, both 
original Thermador ideas, are contributing tremen- 
dously to the design flexibility of modern kitchens. And 
Thermador’s Bilt-in Electric Fan Heater, the first 
of its kind, is banishing flues and vents, eliminating the 
need for costly central heating plants. 








Says Thermador: ‘Uniformity, strength, and ther- 
mal durability are the most important factors in elec- 
trical resistance wire for heating elements. Nichrome 
and Nichrome V have consistently provided us with 
all of these. In addition, Driver-Harris have backed 
up their products with engineering help that has 
enabled us to apply them to best advantage.” 





Be guided by the example of Thermador—long- 
established progressive, West Coast manufacturer. If 
your suppliers are not already providing Nichrome 
heating elements in the appliances you handle, profit 
by asking them to do so. For Nichrome assures the 
top-level performance that wins consumer preference, 
retains customer satisfaction . . . builds business for you. 








Thermador Electrical Manufac- 
turing Co.'s Bilt-in Cooking Top, 
Bilt-in Oven, Bilt-in Fan Heater. 


Nichrome § is produced only by 


NX e e 
* Driver-Harris Company 


HARRISON, NEW JERSEY 
BRANCHES: Cleveland, 

















Chicago, Detroit, los Angeles, San Francisco 





In Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 








"1M. REG. U. S. PAT. OFF, 





MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Free Electricity 
Helps Sell Ranges 


ees CONTINUED FROM PAGE 87 


Predmore was so pleased with the 
reasonably-priced promotion and its 
success, that Pioneer Electric plans to 
use it again in the fall in a modified 
way to boost sales again. During the 
November election season, the firm 
believes that sales will be off, so they 
are planning now to combat the 
period with some good promotions. 

During the March promotion, the 
people had a choice of either deduct 
ing the offer from the price of the 
range, or letting the firm send a notice 
to the utility that the $25.50 was to be 
applied to their electricity bill. In 
most cases, people took it off the price 
of the range. “But we did not let 
them apply it toward the down pay- 
ment,” Predmore says. “We had over 
90 percent of our sales in credit, so 
everybody took it this way instead of 
c-editing it to their eleetrieity bill.” 


35 Years in Business 


After 35 years in the appliance busi- 
ness (with 26 years at Helle Brothers 
and Bailey’s in Cleveland) Predmore 
admits that he had no idea what the 
promotion would pull. Even after 


| the promotion ended many people 


were coming in to see if they could 
still get the offer. 

Business in general for the firm dur- 
ing the first quarter has been about 
equal to that in 1951. But Predmore 
claims it is because they have hustled 
and pushed to close sales. Traffic dur- 
ing March was off, except for response 
to the range promotion, but sales were 


| a lot easier to close and more were 


closed during the promotion to keep 
the gross sales about even with 1951. 

Pioneer Electric, Zanesville’s oldest 
appliance store, runs a lot of promo- 
tions in a year, but they often run one 
after another, or two at a time, de- 
pending on the effect they produce. 
This promotion, even though it won’t 
be repeated in exactly the same form, 
Predmore believes, is a good one for 
the slow sales period. End 





D’ja Ever Sell TV? 


Ever make any money on it? Whether 
you are in a highly saturated area 
or in a town where TV has not yet 
arrived, you'll find ways to get the 
best answers to both those questions 
from Howard Emerson’s penetrating 


| analysis of TV sales methods and 


techniques. He shows all the right 
ways to make sales and a profit in 
a kind of pictorial textbook which 


| you will find in the September 


ELECTRICAL 
MERCHANDISING 
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Americas Fastest rowing lelevision 


(REATER THAN EVER FOR 59 


A 





mericas 


The HUNTINGTON (176M) 21” Console. Syl- 


vania’s most powerful chassis in an outstanding ma- 


hogany veneer cabinet at a popular price that makes 


the Huntington the television buy of the year 


Ex- 


clusive HALOLIGHT plus power and precision for un- 


Available with built-in UHF 


matched TV reception 


reception. Also in blonde 


PROVISION FOR ALL-CHANNEL 


UHF-VHF 


(176B). 


RECEPTION IN 


ALL 1953 SYLVANIA TV MODELS 


New...for 53! 


With better-than-ever HALOLIGHT... 
ALL-Channel UHF-VHF reception 
and many other new 
Sales-Winning features! 


HE FINEST television sets ever produced—that 
ponte up Sylvania TV for 1953. 

Engineered to the highest standards ever known 
in television, the new 1953 Sylvania TV provides 
MORE power, MORE picture clarity, MORE viewing 
comfort than ever before. 


A Sales Standout! 


This year, Sylvania’s famous exclusive feature — 
HALOLIGHT—is bigger and better than ever. And 
every 1953 Sylvania model has provision for ALL- 
Channel UHF-VHF reception. The new Strato- 
power “508” Chassis is chock-full of features to keep 
out interference and deliver finest results in fringe 
area reception. In every way, Sylvania is bound to 
prove a standout on the dealer’s floor! 


50 Years’ Background 
in Lighting and Electronics 


Sylvania has the experience, the resources and the 
staying power for leadership in television. If you’re 
building for permanence and for profits, tie in with 
Sylvania. It’s zooming to new heights for ’53 — and 
will keep on growing in the years to come! 


SYLVANIA ELEctTRIc Propucts INCc., Radio and Television Division 
254 Rano Street, Buffalo 7, New York 


SELL ON SIGHT! COLORFUL SYLVANIA RADIOS FOR ’53 


TABLE RADIOS 
Magnificent in tone and 
sensitivity. Beautifully 
designed in § striking 
Furniture-Guild colors 
Primrose Yellow, Bottle 
Green, Cardinal Red 
Chartreuse and Hickory 
Brown. Also in Ebony, 
Ivory and Mahogany col- 
ored plastic 


trols any home appliance 
all with only one knob 
Same color variety, large 


RADIO-CLOCKS 
A rare combination of 
beauty and utility. Wakes 
you to music, turns itself 
off when you sleep, con- 


speaker, built-in antenna 
as Sylvania radio. A real 
profit builder for °53 





Zooms Ahead in Advertising, 
0... Biggest TV Promotion 
in Sylvania History ! 


Foremost National 


MAGAZINES 
plus 


plus 


Leading Local Daily Min 
‘ et 34 cape. olis 


- JOURNAL ning Trbune 


Seater tt aa 
N EWS PA Pp E RS . WORCESTER TELEGRAM «cert PA ond scan San Picgo Ynion 2% pan 
Pastas Was s 


« 1952 City Tax u ite Jumps esxe The F Evening sant uaest Be 


/, == To $50.80. Hi 


Big National Network 


TELEVISION SHOW 
“BEAT THE CLOCK” 


CBS-TV 


REACHING MILLIONS OF 
PEOPLE EVERY WEEK! 


POWERFUL UL STORE ANY WAY 


YOU LOOK AT IT 


~ SYLVANIA 


TELEVISION 
IS EASTER TO SELL 
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ng_lelevision 


CLAIR (177M) 21” Con- 

ine mahogany inlay-pane! 
ul Stratopower “508” 

| HaLoLicut. Will sell fast 
floor. Available with built- 


masterpi 
eption. UHF reception. 


KELEY (23M11) 20” Con- 
tinctive cabinet design with 
bookcase, in 


Wwerful big. Movie-Clear® 


on wd Sg pe 
dapta to 
9 in natural blonde(23B1b. 


Features M 
ble to UHF reception. 
a ) f 
blonde (74B2). 


ee HaLoLiGur 


The ELMHURST (74M2) 17” Con- 
with ma- 


sole 

hogany veneer, beautiful hardware. 
4 ovie-Cleas® Television 

HatoLicut. Adapt- 


Also in 
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Most Powerful 
‘lelevision! 





Sensational ALL New 


STRATOPOWER 
“508” CHASSIS 


kK XTRA POWER, extra performance and extra value 


4 are built into every inch of the new 1953 
Sylvania Stratopower “508” Chassis. Just compare 
these Sylvania features with anything offered in 
television this year. You'll agree they’re winners 
right down the line! 


e New 30-tube performance 

e ONE-KNOB UHF-VHF TUNING 

e Big 21” CYLINDRICAL PICTURE TUBE 

e HIGHER PICTURE TUBE VOLTAGE 

e New Exclusive VOLTAGE REGULATOR TUBE 
e WIDER BAND WIDTH for finer picture detail 
© PERMANENT-MAGNET FOCUS CONTROL 

e AUTOMATIC ‘'TRIPLE-LOCK”’ 

e HIGHER GAIN VIDEO AMPLIFIER 

e World's Most Precise ULTRAPOWER TUNER 


SYIVA 


you cer ‘IO or MORE FOR 












Original Better-Than-Ever 


SYLVANIA 
HALOLIGHT* 


HIS YEAR, Sylvania’s famous exclusive feature 
7: -HALOLIGHT—brings even more comfort and 
ease to television viewing. The HALOLIGHT frame 
is broader... the light is smoother, more restful. And 
a new type of continuous control enables the owner 
to select exactly the right illumination for his eyes. 

Introduced only a year ago, HALOLIGHT zoomed 
to sensational success in record time. Many dealers 
say it’s the biggest selling feature ever put on a 
stands out 
dramatically on the sales floor. Now better-than- 


television set. Because it’s different . . . 


ever HALOLIGHT will help set new records for 
Sylvania dealers all over the country. For 1953, 
make HALOLIGHT sell for you! 


*Sylvania Trademark 


rq \ 











AVERAGE trade-in allowance given for washers is 
$20, but this one, being unloaded after trip from 


hayloft to shop, hardly looks worth it. 





REBUILDING STARTS in between regular service and 
installation jobs. First step is to tear machine down 
under eyes of service manager LeRoy Hubbell to see 
what parts need repair or replacement. 





REPLACEMENT of worn parts usually costs company 
about $25, making a total investment in the machine 
of $45. Time and labor is extra. 
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OLD TRADE-IN WASHERS ore stored by Brunk & Sapp, Springfield, III., in a hayloft from which three a 
week are taken for rebuilding and resale. What happens next is shown in other pictures. 


Rebuilt Washers Make Service Pay 


HE difference between a merely self-sus- 

taining service department and a profitable 

one at Brunk & Sapp, aggressive home and 
farm store at 100 W. Washington, Springfield, 
Ill., hinges on one thing: reconditioned washing 
machines. 

Jim Brunk and Leonard Sapp started their busi- 
ness in a location away from downtown Spring- 
field six years ago. Last year the firm rang up 
$750,000 in sales, one third of this amount in 
appliances. 

Sixty-five to seventy percent of their trade is 
with rural people, customers who know good, 
sound value when they see it, and Brunk & Sapp 
does an excellent volume in used washing ma- 
chines. And that’s how they build profit for their 
service department: by rebuilding used trade-in 
washers. 

The three-man service crew, in addition to re- 
pairing water systems, washing machines, ironers, 
vacuum cleaners and small appliances for their 





JOB COMPLETED, Hubbell turns rebuilt washer over 
to Leonard Sapp for resale. Job is complete even 
to new decals and protective paper on wringer. 


1952 


owners, sandwiches in two or three rebuilding 
jobs a week for Brunk & Sapp. 

Cash income from service last year was $6275. 
This paid two-thirds of the service crew's salary. 

Each washer the service department rebuilds 
costs the firm an average of $20 trade-in, plus $25 
for replacement of worn parts: total investment 
$45. They sell as soon as they reach the floor. 

The average selling price of rebuilt washers is 
$89.50. In one year the firm averaged two and a 
half machines rebuilt and sold each week. That 
brought the firm two-and-a-half times $44.50 profit 
a week: $111.25. 

During the year total sales profit from rebuilt 
washers was $5785, nearly equal to the total service 
income. 

This not only covered the other one-third of 
wages for service crews (for which the firm ob- 
tained free service for its own appliances) but also 
made the service department a paying part of 
overall appliance business. End 





ON THE SALES FLOOR, the washer quickly finds a 
new owner for $89.50, representing a profit of 
$44.50. Used washer profits total $5785 a year. 
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you cet ‘IO OR MORE FOR 
HOTTEST SALES-BOOMING 





is ‘ te You Spiff the customer 
. —Get Extra Store Traffic! 


You ‘Buy’ Big-Ticket, High- 
Profit Sales—Cheap! 


You Prove Servel’s Superiority 
in Customer’s Home! 


You Trade for Less! 
Protect Your Profits! 




















You Trump Competition’s 
“No Down Payment” Offers! 











OMOTION KIT NOW! 


PAGE 98 AUGUST, 1952—ELECTRICAL MERCHANDISING 











Every ‘I You SHOOT IN THE 
DEAL OF THE YEAR... 


‘OF 


PROMOTION § 


YOU CAN’T MISS! What refrigerator prospect could resist *10 


cash just to try a new Servel for 10 days? And what dealer wouldn’t 
offer $10 to make up to 185 profit—especially when Servel insures 
your delivery and installation costs! 


SEE ALL YOU GET! You get interested prospects walking into your 
store! You get a powerful reason for the customer to buy now! You get 
the most effective of all possible demonstrations — 10 days of actual use 
in the customer’s home! Once installed, 99 out of 100 stay in! YOU GET 
$10 OR MORE PROFIT FOR EVERY $1 YOU INVEST! CASH IN! Call your 
Servel distributor now! 


YOU SELL THE MOST PERFECT FREEZING 
SYSTEM EVER INVENTED! 


NO MOVING PARTS! No motor! No compressor! Nothing to wear! Far 
less service! 





CAN’T GET NOISY! Not just ‘quiet’, but permanently silent! Only 
Servel stays silent regardless of age! 

10-YEAR WARRANTY! Covers Servel’s entire Permacold freezing sys- 
tem! Twice as long as any other refrigerator warranty! 

ALL TODAY’S WANTED FEATURES! Everything from automatic de- 
frosting to butter conditioner — from adjustable shelf space to choice of 
color trim! Everything women look for —Servel has! 














The name to watch for great advances in 


REFRIGERATION and AIR-CONDITIONING 
GAS — ELECTRIC 
Servel Inc., Evansville 20, Ind. In Canada, Servel (Canada) Ltd., 548 King St., W. Toronto, Ont. 
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BEFORE he hit upon the idea of a series of classified ads, Bob Burack, a partner 


in |. Burack, Inc., worried over a warehouse full of last year’s models. 


CUSTOMERS began to flock 


to store immediately after first ads appeared 


Prospects not sold immediately were listed for later follow-ups by salesmen 








AFTER the two-months’ campaign, the warehouse was virtually cleared. Ads 
were successful because of their brevity and appeal to bargain hunters. 





SUGGESTIVE SELLING made the clearance profitable 
one of the bargains were interested and sold in companion appliances 





People who came in for 


Classified Ads Cleared His Inventory 


A series of classified ads cost |. Burack, Inc., Yonkers, N. Y., 
$10 a day, sold $20,000 worth of appliances in two months 


N inexpensive advertising cam 
Apis: coupled with some com 
mon sales effort recently jumped 
major appliance sales 25 percent for 
I. Burack, Inc., New York. 
Responsible for the increase was a 
series of four or five line ads in the 
classified columns of a daily news 
paper. So successful was this cam 
paign that 50 appliances were sold dur- 
ing the first four weeks and 60 in the 
second month, according to Bob 
Burack, part owner of the company. 
This comparatively new dealer, who 


has been merchandising major appli- 
ances for only three years, was previ- 
ously able to achieve fairly good results 
without any advertising or promotions 
despite his location at 550 Saw Mill 
River Road, which is in the industrial 
section of Yonkers, New York. 

Sales for the first three months of 
1951 totaled approximately $25,000, 
but early in 1952 sales and profits 
dipped. As a result, Burack decided 
that farceful action must be taken to 
increase business. 

Burack sought some medium that 


would prominently feature his store 
and bring the customers in to buy but 
that would not be costly or require 
additional help. 

Advertising seemed the obvious 
means to achieve these results but a 
limited advertising budget was an im- 
portant drawback. Burack therefore 
worked out a simple advertising plan 
that would make use of the classified 
columns of a newspaper. The theme 
of this campaign was, “Good values 
plus reliable service.” 

The next step was to choose the 


JULY, 


merchandise to be offered. Burack 
decided to feature floor sample and 
discontinued models in all major ap- 
pliances. An assortment of refriger- 
ators, washing machines, ironers, freez- 
ers, etc., were selected. Some had 
been used as demonstrators; a quan- 
tity were left over from the previous 
year; others were scratched or dented. 

He then planned the ads that would 
attract attention. Burack finally hit 
upon the idea that made his plan a 
success: short, eye-catching phrases. 

(Continued on page 104) 
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ALUMINUM makes the difference 
in APPLIANCE SALES: 


POINT OUT the Aluminum PARTS 
and you'll 
POINT UP your appliance SALES! 


You don't have to sell “Mrs. Modern American” 
on the advantages of aluminum, She uses 
Reynolds Wrap, the original aluminum kitchen 
foil . . . appreciates aluminum in her home, 
her automobile, her utensils. Aluminum means 
Modern Living to today’s housewife. 


TAKE ADVANTAGE OF ALUMINUM'S ADVANTAGES! 
Point out the aluminum features of your ap- 
pliances to your customers. These are selling 
points that will help your prospects make up 
their minds. Tell your customers aluminum 
means better performance... and you'll clinch 
your sale faster! And, remember, this . . . 
appliances with aluminum parts give you 
fewer service problems. 





----------------Rg 


Here’s a Sample Selling Script: 
(Clip this for ready reference) 
“This refrigerator has the same capacity as the model we just saw, but 
let me show you the “Extra Plus” features of aluminum in this one — 


@ It has an aluminum @ This aluminum liner 
evoporator unit for | won't scratch or chip, 
faster heat transfer... wipes clean in a jiffy. 
gets colder faster, de- 
frosts quicker. . . it's ~ 
rust and chipproof. _ @ Aluminum crisper pans 


o> on mea! Toys ore 
ALUMINUM FEATURES MEAN MORE PROFIT... - ¥: tonic, 


. non-toxic, won't chip 
it hos aluminum ice 


or crack. 
—_ a tro that will never 
More Sales For You! 4 — pe deity pe corrode. << <== ein aidtiine diame 
More Value For Your Customer! ee : shelves are strong, at- 


its aluminum shelves tractively finished. 


SELL THE ALUMINUM FEATURES... EE  Siny to’ beep ‘cloors rl © The aluminum butter- 


SS color-onodized for NW. keeper holds no odors, 
Aluminum Makes The Sale! lasting beouty. will never stain 
Not only Refrigerators, but Home Freezers . . . , alumi looks better, lasts longer, costs you no more!"’ 
Washers ... Ranges .. . all appliances can be sold 

easier, faster, with more confidence by pointing out 

the aluminum features and pointing up your sales! 
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Announcing the new 


HOOVER Steam- 


oo 


3 iron 


The easiest-to-use Steam iron. Safe and sure for all fabrics 


—even the most heat-sensitive of the new synthetics 


More and more women want a steam iron (you can certainly tell 
that by the way steam iron sales have been skyrocketing). And 
every woman who is out to buy a steam iron is going to want the 
latest thing. Here it is—the new Hoover. It has more of the fea- 


tures women want. See selling points below. 


The new Hoover Steam-or-Dry Iron is now rolling off produc- 
tion lines. A sales program will soon be launched with strong ad- 
vertising support in local markets. The Hoover Steam-or-Dry 
Iron will be sold only through distributors. For further details 


phone your distributor, your local Hoover office, or write... 


THE HOOVER COMPANY 
Special Products Division 
North Canton, Ohio 


ends guesswork, 


a sin- 
gle setting gives perfect results for all fabrics from 
modern synthetic fashion fabrics to heaviest woolens. 


the Hoover dial gives 
more precision settings than any other iron. Safe and 
sure for all fabrics that are dry ironed—from deli- 
cate rayon lingerie to heaviest dampened linens. 
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Everything your customers 


want, including the retail price 


only $1895 


excise tax. : 


More talking points—the kind that make more sales for you—mean you'll be happier with a HOOVER 


Instant change-over. Switch up, 
it's @ steam iron. Switch down, 
it'sadryiron. Steam automatically 
stops when iron is tipped on heel. 


Lighter—weighs no more than 
a regular iron, 3% Ibs. dry, 
less than 4 Ibs. with reservoir full. 
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Easy to fill or empty through 
wide opening in front of handle 
(reservoir needn't be emptied to 
use iron for regular ironing). 


Quick-response 
1,000 watt heat- 
ing element cast 
in aluminum for 
even distribution 
of heat over sole 
of iron. New improved vent de- 
sign gives even distribution of 
steam over fabric being ironed. 


‘You'll be happier with a HOOVER (your customers will be, too)” 


1952 


Water instantly turned to 
steam a drop at a time. No 
waiting and no possible build- 
up of steam pressure. 


Tested to 5,000 
hours of de- 
pendable oper- 
ation—equal to 
19 years of regu- 
lar home use. The 
same built-in durability and at- 
tention to detail for which Hoover 
has been noted for 46 years. 


Larger water capacity despite 
light weight—7 ounces. Requires 
less frequent filling. Gives steam 
action for longer period. 


Guaranteed by The Hoover 
Company against defective 
materials or workmanship for 
one year. Convenient, reliable 
service available at all Hoover 
Service Stations in hundreds of 
cities. No servicing problems for 
you or your customers. 


Koolzone handle insulates 
hand from heat. Comfortable 
handle with two thumb rests— 
for either right or left hand use. 
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ATTENTION - APPLIANCE DEALERS! (Classified Ads Cleared His Inventory 


for more SALES... 
more PROFITS 








td 


STORE 
FIXTURES 











Enjoy these Time-Saving . . . Money-Making 
Fluo Sty ADVANTAGES 


Unlimited Flexibility. Individual Steps Removable . . . Easy to Effectively 
Display Merchandise of any size or shape. (Note roaster and mixer ) 
Mere Self-Service Sales because All Merchandise is in the “Buying Range” 
More Impulse Sales because All Merchandise is Easy-to-See . . . Easy-to-Handle 
More Selling Space . . . 50% More than Conventional Equipment 


Rounded Step Corners Encourage Customers to Circulate around Display .. ~ 
Exposing More Merchandise for More Sales 


Sliding Doors in Base Permit Easy Access to Storage Space 
Expertly built of Strong Veneers by Fixture Craftsmen, Beautifully Finished 
Shipped Completely Assembled . . . Ready to Make Immediate Sales for You 


SALES CO. e@ Commercial Street © Manitowoc, Wis. 


' 
Add Sales Co. Dote___ 
714 Commercial St. 
Manitowoc, Wis. 
Please send me without cost or obligation your 
descriptive, illustrated circular on Flexo-Step Store 
Fixtures with Price List. 


Name 


Street__ 
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He came up with these, for example: 
“Bendix washer, new, but a few 
scratches can save you dollars. 
Reliable service.” 

“Floor sample refrigerator with 
full freezer across the top. A 
perfect buy for a thrifty shopper.” 

Burack was scared that the adver- 
tisement might attract poor credit 
risks and shoppers who were “just 
looking,” but results were immediate. 
Three refrigerators and one washing 
machine were sold the first day the ad 
appeared. Burack was surprised to dis- 
cover that 85 percent of sales were for 
cash, and those who made purchases 
on time payment plans were accept- 
able to the finance company. Even 
some of those “just looking” shoppers 
bought when they saw the bargains. 

The campaign was far reaching. 
Though the ads were run locally, calls 
came in from sections of the state 50 
and 60 miles away inquiring for 
further details concerning the appli- 
ances advertised. 

There was a steady stream of cus- 
tomers from the neighborhood. The 
names of prospects who were not sold 
immediately were recorded for a fu- 
ture home follow-up. 

If prospects found it difficult to 


| come into the store because of inade- 


quate transportation, a salesman 


| would call at their home and drive 


them to the showroom and back. 


Refrigerator Roundup 





The success of the campaign is 
best told by the sales figures. A total 
of 39 new and 32 used refrigerators 
was sold. While the campaign fea- 
tured refrigerators, it brought to the 
store many customers who made pur- 
chases of other appliances. Here is the 
list: new washers 34—used washers 26; 
new electric ranges 2—used 1; new gas 
stoves 4—used 6; new dryers 4—used 
1; new freezers 5—used 1; new vacuum 
cleaners 4—used 1; used toaster 1; new 
de-humidifiers 3; new disposal 1; new 
lir conditioners 1; new water heater 
1; new dishwasher 2; new traffic ap 
pliances 16. Thus 118 new appliances 
ind 69 used ones were sold. 


Most Sales Cash 


Another surprising result was that 
70 percent of these sales were for 
cash or within 90 days and only 30 
percent on contract. Sales did not 
stop on the closing day of the 
round-up. During the first two weeks 
of May, sales were equal to a usual 
month’s volume. Costs of the cam 
paign were approximately $1800.00, 
exclusive of the labor and the staff. 

Staats purchased Mathis Refrigera 
tion Sales in June, 1949. In addition 
to the complete General Electric line 
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According to Burack, common 
sense selling enters the picture as soon 
as the customer makes his purchase. 

“The salesman,” he _ explains, 
“maneuvers the customer to witness a 
demonstration of an additional, brand- 
new appliance as a companion piece, 
meanwhile pointing out the advantage 
of owning a complete ensemble.” 

Thus, emphasis is placed on pride 
of ownership, labor and time saving, 
compared with the prospect’s present 
inadequate method, plus the fact that 
he now has the opportunity of pur- 
chasing a complete modern unit at a 
bargain. 

This plan entails matching uniform 
appliances. When a customer selects 
an automatic washer, he is shown the 
advantage of combining his purchase 
with a dryer. A purchaser of a refrig- 
erator with a “U” type evaporator is 
given a demonstration of a home 
freezer. An ironer is demonstrated to 
a customer who bought a wringer 
washer. 

So successful was this plan, that one 
salesman sold additional appliances to 
9 out of 15 customers. 

That the advertising campaign was 
successful is demonstrated by the fact 
that over $20,000 in major appliances 
were sold in two months. The grati- 
fying part of this campaign was the 
cost, which amounted to only $10 per 


day. End 





of both major and traffic appliances, 
he has franchises for Maytag washers 
and ranges, Easy washers, Hamilton 
dryers, Deepfreeze freezers and Lewyt 
vacuum cleaners. 

He carries on a consistent promo- 
tional program, mostly in newspaper 
ads. Display ads of various sizes are 
used every week. Classified ads for 
used items run from $75 to $100 per 
month. Listings and a display ad in 
the classified section of the telephone 
book cost around $100 a month. Gift 
certificates are given to purchasers, 
which may be applied on future pur 
chases. Some small gifts are alwavs on 
hand for children 

Window displavs in the two large 
windows, changed everv week or ten 
davs, attract passers-bv. The windows 
are large enough so that much of the 
floor display is also visible from the 
street. The floor displays are attrac- 
tively arranged and the gleaming 
white appliances demand _ attention 
from all those visiting the store. 

Demonstrations are constantly car- 
ried on in the store and in the homes 
of customers. No house-to-house so- 
licitation is done but every lead is 
followed up by phone or personal 


calls. End 


1952—ELECTRICAL MERCHANDISING 





Known Everywhere for Superior Performance 








ILE 60 
FRACTIONAL 


HORSEPOWER 
MOTORS 








4 





i 


GM 
iors 








Your products gain prestige when they are 

powered with Packard fractional horsepower 

motors. The Packard motor’s name is so widely 

known—so greatly respected—that customers value 

your product more when they see it is Packard powered. 

For more than thirty-six years, Packard has specialized 

in the manufacture of fractional horsepower motors ... and built 

an outstanding reputation for uniformity of quality in motor 

products. Today, with greatly increased facilities for engineering and 

manufacturing, Packard can offer you more, in service and products, 
than ever before. 

So take advantage of Packard’s ability to serve you and your prod- 

ucts now. Choose Packard fractional horsepower motors and get thor- 

oughly dependable quality—while you win added prestige for your product. 


Packard Electric Division, General Motors Corporation, Warren, Ohio 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-SIX YEARS 
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RYING CHICKEN = 


“Deeptreeze Powsaw™ 
































* Every Thursday Evening— 
Gabriel Heatter brings you the World's 
News— Mutual Network. Specifications subject to change without notice. 
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SEKTIONAL MEW 


Home Freezer! 


Only Deeptreeze Gives Vou- 


* The “Freezer Door’! x The “Freezer Basket’! 

















* Color Styling! * Modern Kitchen Design! 
* Super-Quiet Operation! * The Name and the 
Freezer that are Easiest to Sell! « The Industry’s 








Greatest Advertising and Sales Helps! x The 


World’s Finest Complete Line of Home Freezers! 


Deepfreeze Home Appliances 


REG. U.S. PAT. 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water 
Heaters may bear our registered trade-name “Deepfreeze”. They are made only by Deepfreeze 
Appliance Division, Motor Products Corporation, North Chicago, Illinois. © 1952 











WRITE, WIRE OR PHONE YOUR DEEPFREEZE DISTRIBUTOR! 


GIANT DELUXE MODEL C-23—Ap- LARGE DELUXE MODEL C-17—Ap- DELUXE MODEL C-13—Approximate 
proximate capacity 23 Cu. Ft. Holds proximate capacity 17 Cu. Ft. Holds capacity 13 Cu. Ft. Holds more than 
more than 788 ibs. of frozen foods. more than 590 Ibs. of frozen foods. 450 Ibs. of frozen foods. Has all regu- 
Two lids, locks and lights, plus exclusive Two lids, locks and lights, pilus exclusive lar features—plus exclusive conven- 
convenience features. convenience features. ience features. 
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Cash in on the big swing to 


AUTOMATIC 
DEFROSTING 





with Paragon de-frost-it 








Guaranteed by ™ 
Good Housekeeping 
ey 


. a* 
45 apyransid HE 


ih UL): 


Now you can sell your customers 
automatic defrosting for only *9°° 


The big news in refrigerators in 1952 is Automatic Defrosting! 
As more and more refrigerator manufacturers play up this wanted 
feature — more and more housewives are sold on its adv antages 
— and this creates a tremendous market for you . . . no matter 
what make of refrigerator you sell! For now you can offer sim- 
ple, clean, worry-free automatic defrosting for any refrigerator, 
new or old, with Paragon’s performance-proved, market-proved 
“de-frost-it”’! 


MOVES FAST — priced for everyone’s pocket. Fills a need people 


want today. A recent survey shows over 29,000,000 housewives want auto- 
matic defrosting. 


BUILDS TRAFFIC — nationally advertised. Big swing to automatic 


defrosting has real momentum today . . . getting better all the time. 


STEPS UP PROFITS — word-of-mouth advertising by users is “de- 


frost-it’s” greatest salesman, Just sell a few in your area and watch ’em 
start to come in and ask for the “de-frost-it.” 


@ De-frost-it is the only complete unit . 


++ Mo extra cord to buy 
- no installation . 


. « hangs anywhere. 









@ de-frost-it is completely performance proved . 
thousands of satisfied users. 


@ de-frost-it is made and backed by the world’s largest exclusive 
manufacturer of time controls. 


. « hundreds of 


@ de-frost-it is backed by aggressive national advertising . . . 
reaching over 7,000,000 prospects . . . month after month. 


@ de-frost-it merchandising plans . . 


- sales policies ... dealer aids 
help you cash in on customer . 


Sold only through established retailers. 


© 1952, P. E. Co. Call your jobber or write us on this profitable line. 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street Two Rivers, Wisconsin 
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Keeping Customers Cool 





Olson therefore follows four car- 
dinal rules in his selling contacts with 

otential buyers. These are: (1) Never 
an a sale; (2) make a fair compari- 
son; (3) don’t talk too much, and (4) 
know your product. 

If a sale is forced, it usually leads 
to a dissatisfied customer, according 
to Olson. The average customer has 
some conception of air-conditioning 
machines and usually, has some idea 
of what he’s looking for. It’s better 
to lead him along with probing ques 
tions to get some suggestion of what 
he has in mind, then work to meet 
that desire, says Olson. 

In encouraging the customer to 
make comparisons of the different 
types of units, Olson declares he is 
“not married to any brand.” ‘The 
customer has a right to know the 
capacities and abilities of the mer 
chandise on display so that he may 
choose to suit his desires and needs. 
Olson feels that it is the dealer’s ob 
ligation to assist in every way pos 
sible to make the comparison as fait 
as possible. 

“When I savy I don’t believe in 
talking too much, I mean it,” declares 
the Coral Gables dealer. “It is per- 
fectly possible to talk a customer into 
buying an air-conditioning unit, then 
to talk him out of it. I trv to answer 
his questions, to give him additional 
information he ought to know, and 
to show him I’m ready to supply him 
with any other data he wants, but 
that’s all. Many a sale has been lost 
through too much praise or glorifica- 
tion of an appliance.” 

The fourth point in Olson’s pro- 
gram of selling himself as a reliable 
dealer is in knowing his product. He 
has installed the air-conditioning units 
he sells in the rooms of his own home 
and he knows them thoroughly. It 
is not necessary for him to tell the 
customer that “we understand this 
will do so-and-so” but he can actually 
sav what the machine will or won’t do. 


Bus Cards Get Business 


The Florida dealer doesn’t believe 
too strongly in promotions but he 
has used one or two unusual opera- 
tions to help him sell. He goes in 
heavily for the use of bus cards, for 
example, to get his message of cooler 
comfort over to his neighbors. He 
has worked out an arrangement with 
the Coral Gables municipal authori- 
ties whereby his advertising cards are 
displayed in all buses which run 
throughout the citv. He believes this 
type of advertising is peculiarly suited 
to his locality and pays off well. 

Most of his other promotions fol 
low lines suggested by the manufac- 
turer and the distributor. These in 
clude give-aways to registrants who 
send in a printed card, direct mailing 
of literature to selected prospects, 
and radio program tie-ins. His best 
sales result, however, from direct 
calls on occupants of the ultra- 
modern residences in Coral Gables. 

“T sell my share of offices, such as 
doctors and business firms,” he savs, 
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“but I really prefer to concentrate on 
homes. They are permanent and 
solid, and the customers are receptive 
to real living comfort such as _air- 
conditioning offers. 

“The very best method of selling 
home owners in such a locality as | 
am in, is a good installation job. I 
get more than 90 percent of my air- 
conditioning business in this manner. 
Naturally, | personally supervise every 
installation job I sell and check the 
unit thoroughly after it is installed. 
Then, I am prepared to provide what- 
ever service it may need from that 
time on. I feel it is true that ‘any 
item is as good as the service on it’. 
My service department operates six 
days a week and in emergencies. 

“We do not provide free home 
demonstration of air-conditioning 
units. The reason why is that we be 
lieve air-conditioning has come of age 
and that most potential customers 
know all about it before they buy it, 
making free home demonstrations as 
unnecessary as a free home demon- 
stration of a refrigerator.” 

Ihe Florida dealer foresees a fine 
future for the sale of room unit air- 
conditioners. Last year, he sold a 
total of 83 such units, besides several 
larger pieces, and this year he expects 
even better sales. End 
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NOW! All Controls at Fi “): 
All KRESKY Floor Furnaces 











~ 
~ Ge 





ToP 


t 
GRILL F v v a 
<_< 


INSTRUCTION PLA) 
AND BRACKET 





to—— J*___-+») 
_— > —_—__> 

BURNER BURNER ———_—_—__ 
CLEAN-OUT ELECTRIC OIL SUPPLY 
SWITCH TRIP & RESET 

















ANOTHER CONVENIENCE... 
another example of why one out of every four oil 
floor furnaces sold is a Kresky. 


Whenever improvements can be made in oil heating 
equipment . . . improvements that are sound and free of 
service troubles for the user . . . you can be sure you will 
find them on KRESKY equipment. 

For Kresky has been the leader in the oil heating indus 
since 1910. Kresky patented the first forced-air ind 
oil burner. It marketed the first oil floor furnace. Ag 
its progressive engineering keeps it in the lead 
Meare practical and trouble-free. 
eine of furnace a. a a 
mode}3Saaennn reine Mouse Build: 

4 Flat Floor Regsteaeeeers 0,000 toda TU 

3 Dual Wall Register Modelo apis 2.000 BTU 
A great new eetha ces 7.500 BTU 
also Basement, Utility and Fireplace furnaces 


.».» and Kresky’s Famous Burner is in Every One 


The Kresky Forced-Air Induction “Retort” Burner is 
patented and exclusive. It gets heat out of every drop of 
oil . . . it’s unequalled for clean, low-cost oil heating. 


=—=-SEE YOUR KRESKY DEALER, OR MAIL TH 


KRESKY MFG. CO., INC. 

2nd and H Streets, Petaluma 

Send me FREE c 

. ++ also name 
PIONEERING 
LEADERSHIP 
SINCE 1910 
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AND PROSPECTS ARE NOW 
COMING IN AT DOUBLE THAT RATE! 


Appliance Dealers 

selling KRESKY Equipment 
cash in directly on 
KRESKY Advertising 


Here is the advertisement that appeared in 
the June 1952 issue of PRACTICAL BUILDER 
magazine. It reached over 79,800 readers 
engaged in the business of building homes. 
Every coupon filled out and sent in has been 
b forwarded to the nearest Kresky dealer... a 
‘potential sale of at least one unit (more likely 
f amultiplesale) toa prospect interested enough 
in purchasing the product to write the factory! 
Other advertisements in other publications 
appear regularly too. . . all selling the advan- 
tages and features of Kresky ... all pulling 
prospects for Kresky dealers. 


WHAT ABOUT YOU AND THIS 
BIG AVENUE FOR EXTRA SALES? 


Appliance dealers are making sales where they 
never made them before. . . in the basic home 
heating field. They don’t have to be plumb- 
ers, furnace men or heating engineers to make 
these sales . . . for Kresky floor and wall fur- 
naces are as compact and easy to install as an 
automatic washing machine, and there are no 
major service headaches to worry about after- 
wards. They're a natural unit to sell for any 
appliance dealer with an average service 
department. 


Why not get YOUR share of these live prospects?... 
YOUR share of these furnace sales? 


Just attach the coupon to your letterhead for full in- 
formation about Kresky sales-opportunities. Limited 
number of territories open for qualified distributors. 


-+- At Now! Mail Thie Coupon Today .... 


KRESKY MFG. CO., INC. 852-EM 
2nd and H Streets, Petaluma, California i 


Send me complete facts and figures on Kresky Oil Heating Equipment, and 
details of your Prospects-Thru-Advertising plan. Also name of nearest Kresky 
distributor. 


Us cacccnansnicinepivse 
ADDRESS 


COMPANY.......... 
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FEATURE DORMEYER FOR FASTER TURNOVER ! 
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Leading Motor Repair Shop 
is Sold on KLIXON Protectors 


CAMBRIDGE, MASS.: Paul Leicht, president of the Empire Electrical 


























Company, specialists in fractional and integral motor repair, speaks 








from many years of successful experience. 








“As one of the best equipped motor repair shops in New England, 














we've worked on all kinds of motors, operated under many different 











conditions. And we prefer motors protected with KLIXON Protectors. 








Our experience has proven that they prevent burnouts due to overload 



















and voltage conditions, and reduce unprofitable type repairs. Yes, 
we're sold on KLIXONS. We find they help our business.” 






KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 
The KLIXON Protectors, illustrated, are built into the 


motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 


‘ian chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 

; ice calls and minimized repairs and re- 
Spomatis placements, it will pay you well to ask for 


equipment with KLIXON Protectors. 





SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2508 FOREST ST., ATTLEBORO, MASS. 
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| Free Trials Sell 2,000 Blankets 





bed coverings, but to tell the family 
what dealers they could be bought 
from, or from what company sales- 
man. She provided the home maker 
with a list of dealers and brands car- 
ried in the area. Also other literature 
on blankets. 

There was no difficulty over the 
use of the same electric blankets on 
several different beds. For example, 
hotels use the same blanket on nu 
merous beds occupied by different 
people. However, the Wisconsin 
Power & Light Co. had every blanket 
put out on trial laundered and then 
sold at a reduction as ‘used.’ In some 
states, said Norton, it is not pos- 
sible to sell used blankets, and this 
should be checked on by anvonc 
thinking of trying the plan. 

Some trouble was had in the opera 
tion of the electric blankets. One 


‘home economist found that three of 


the ten blankets given her for demon- 
stration wouldn’t work. There also 
was some delay in getting faulty 
blankets exchanged. 


Sales Approach 2,000 


Ihe colors desired by the housewife 
were cedar and green, in that order. 
When the test was over it was found 
that 850 blankets had been put out 
on trial. 

Home economists who made sufh 
cient demonstrations were given elec 
tric blankets for their own. Sally Del- 
linger, who won one, put on 66 
demonstrations in Baraboo, to such 
organizations as the Eastern Star, the 
AAUU and other home maker groups. 

Sales during the period of the trial 
ran around 2,000 blankets. Purchases 
by employees of the utility were down, 
due to earlier drives. 

\ special inducement was added to 
bring prompt action in sales. Pur- 
chasers of blankets were given a plus 
offer of a Telechron electric alarm 
clock which retails for $10.74 with 
tax. The argument was that since 
people will sleep under electric bed 


CONTINUED FROM PAGE 72 








coverings more soundly than ever be- 
fore, they needed an alarm clock to 
wake them up. 


Alarm Clocks as Premiums 


Dealers were cut in on the alarm 
clock offering and sold these clocks 
at $2.75 each. Order had to be for 
two clocks, one for window displav 
and the other for floor display. By 
presenting sales slips for electric bed 
covers which showed the name and 
address of the customer, dealers were 
able to replenish their stock from the 
Wisconsin Power & Light Co. 

A tape recorder was used in the 
contest in which dealers’ salesmen 
had a chance to win a prize of $10 for 
a presentation of an electric bed cover 
sales talk. Grand prize was $50, sec- 
ond prize, $25. District winners who 
went through the tape recording con- 
test of last year were not eligible. 

Urged on retailers by the Wiscon- 
sin Power & Light Co. was the sug- 
gestion that employees of the dealer 
be permitted to buy an electric bed 
cover at a reasonable price. Dealers 
were advised to get testimonials and 
put them in a book. 

Although it was spoken of as a 
blanket campaign, the deal actually 
included all types of electric bed 
covers—the electric blanket, electric 
comforter and electric sheet. 

Information literature supplied by 
the utility stressed the fact that vir 
tually all bed covers enjoyed the Un 
derwriters Laboratories label for 
safety. It was pointed out that in the 
Wisconsin area a blanket could be 
operated for an entire season for 
around $4. This low cost is much less 
than the fuel that can be saved by 
turning up the furnace at night. 
Literature stressed the fact that the 
blankets can be laundered, that 
people can go to sleep more quickly 
by getting in a pre-warmed bed, and 
that it is easier to make a bed with 
one electric bed cover than with a 
lot of heavy quilts and blankets. End 
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EASY 


TIPS THE SCALES 
in the right direction 
with SUCCESSFUL 
Step-Up Selling ! 

















T’S one thing to talk about high unit 

selling... it’s an entirely different thing to 
deliver the profits that sound step-up selling 
gives a dealer. 





The new Easy line has a lot of promotional 
price punch with logical step-up selling all 
the way. More important, Easy’s line delivers 
dependable step-up profits you'll find hard to 
beat these days. Here’s real proof: In spite of 
industry promotions and price reductions, 
Easy dealers report that 7 out of every 10 
Easy Spindriers sold today are top-of-the-line 
Deluxe Model 516’s! Why? Because Easy has 
the most exciting proof-of-performance 
demonstration features in the industry, and 
because the Easy Model 516 is built with 
features every woman wants — and is willing 
to pay for! 


























When you feature and promote the new 
Easy line you’re tipping the scales in the 
right direction for extra sales and real-dollar 














profits! Easy Washing Machine Corporation, 
Syracuse 1, New York. BIG THINGS ARE HAPPENING 
TO EASY WRINGERS TOO! 


All quality-built wringers have 
wanted features. But there is one 
outstanding difference between the 
Deluxe Easy Wringer and the entire 
wringer field: Easy, and only Easy, 
has Spiralator Washing Action! In- 
stead of saying “Take your choice,” 
try demonstrating the Spiralator — 
and watch her buy from you instead 
of saying “I'll look around some 
more!” 
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Captain Ray-0-Vac... 


Every youngster 
who buys the Captain 
Ray-O-Vac flashlight 
will receive Captain 
Ray-O-Vac's Adven 
ture and Game Book 
This super-exciting 
comic bookintroduces 
the Captain, his three 
friends and his wicked 
enemy, the Sorcerer 


You'll get power- 
house support from 
dramatic window 
streamers, counter 
cards, a counter basket 
display, battery tester 
and a traveling win 
dow display 


Snip-Zip . . . it's a rocket ship! This beautiful Captain Ray- 
O-Vac flashlight comes in an exciting carton. Just a snip of 
the scissors transforms the package into a “‘jet-propelled” 
rocketship It's a packaging idea that will spark up your saies. 


ready te go, with a rocket ship 


Here’s a traffic-stopper. 

This big floor stand dis- 

play has the daring Cap- 

tain Ray-O-Vac perched 

on top. And it’s a prac- 

tical display too, for it's 

M~ P | filled with famous Ray- 
es FLASHLIGHTS: O-Vac LEAK PROOF 
| awe | batteries Ic will make 

fs. | BATTERIES your battery sales zoom! 


SS 





AUGUST, 1952—ELECTRICAL MERCHANDISING 





He’s jet-propelled with super-sell! 


Put your sales on the beam with 
Captain Ray-O-Vae! What's caking the 
place of cowboys and Indians in young America's 
imagination? Space cadets and rocket ships, of 
course! That's why Captain Ray-O-Vac is such good 
news for you. He'll zoom over the August horizon 


and right into your store with a rocket-push be- 


hind your flashlight and battery sales. He's fea- 
tured on a wonderful, bright Ray-O-Vac flashlight. 
It’s in a slick package which the kids can turn into 
a rocket ship. You'll have loads of display material 
to tell the kids in your community that your store’s 
headquarters for Captain Ray-O-Vac. Get all the 


information from your Ray-O-Vac representative. 


loaded with sales and merchandising helps! 


The new Captain 
Ray-O-Vac flash- \ 
light. Sturdy, 
bright red, sure 

to thrill the kids! 


The Captain Ray-O-Vac flashlight uses 
famous LEAK PROOF flashlight batteries 
They stay fresh from power sealed in steel 


RAY-O-VAC 
flashlights 


LEAK PROOF batteries 


RAY-O-VAC COMPANY 
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You're on your way up 
... with these two lines 


I. THE WASHLINE is your market, 


50,000,000 women strong (or, rather, weak). 


Fifty million women are still using washlines 
—and not liking it. That means there's a billion 
dollar market for automatic dryers that’s just 
waiting to be tapped. Now’s the time to get 
your share by moving in with one of the best- 


known names in the home laundry field—Lovell. 


You can become a top-notch dryer salesman 
quickly and easily with the help of the “sales 
line” for the Lovell drying unit. Get a good 
gfip on the washline and Lovell’s sales line. 


Then see how fast you'll climb! 


Lovell introduced a dryer more than 12 years 





ago; today Lovell makes tumble-type electric and 
gas drying units for APEX, BARTON, CONLON, 
DEXTER, HORTON, SIMPLEX, THOR, ONE MINUTE, 
ODIN and others. 


2 THE SALES LINE tor the Loven 


Drying Unit is your key to the market. 


; Single dial control provides: 
{ 1. Automatic shut-off. No time guessing. 
2. Complete temperature range for any dryness or 
type of fabric. 
New “SUN-ARC” infrared element has three times 


more heating area, purifies clothes, dries them 
more gently. 

Easy-to-unload door is extra large, swings open all 
the way. Allows full visibility inside. 

Easy-to-clean lint trap. 

Lint trap safety by-pass prevents clogging if user fails 
to empty trap. 

Outdoor humidity-vent can be easily connected at 
rear, if desired. 

Vacuum drying system preheats air, costs less to 
operate. Reduces accumulation of lint inside dryer. 
Air-cooled cabinet allows easy access for cleaning 
or repairs. 

Handy clean-out duct to remove bobby pins, sand, 
other small objects. 

















Look for 
the Lovell DRI-RITE 
single dial control 











— newest household blessing 


Tl ano cas DRYING UNITS — 


| a) LOVELL MANUFACTURING CO. + ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 
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NEW PRODUCTS 


NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes. 


HOOVER Steam-Dry Iron 
The Hoover Co., North Canton, O. 
Model: Hoover steam-dry iron, 011. 
Selling Features: ‘Flash steam” 
principle; automatic shutting off 
of steam when iron is placed on its 
heel to rest; big safety-set dial fea- 
ture of the Hoover dry iron has been 
retained; face of dial is satin alu- 
minum for easier reading; large filler 
spout below steam switch in front 
of handle for convenient filling and 
easy emptying; no safety valve is 
necessary because water chamber is 
always open; reservoir holds 7 oz. 
water; steam valve “on” and “off” 
switch like dial, can be controlled 
by one finger without removing 
hand from handle; die cast alu- 
minum soleplate with satin finish; 
grooves give even distribution of 
steam; left and right thumb rest on 
handle; weighs 3 Ibs. 10 oz. empty. 


am ah 








BENDIX Laundry Equipment 


Bendix Home Appliances, Div., 
Avco Mfg. Corp., South Bend 21, Ind. 


Device: Bendix 1953 home laundry 
line includes a tumble action auto- 
matic washer, 2 flexible tub agitator 
models—the Economat and the 
Dialamatic; 4 dryers: 3 gas and one 
electric. 

Selling Features: Newly styled 
jeweled “porthole”, and flush-wall 
mounting are part of tumble action 
automatic washer and dryers. Also 
included in the tumble action 
washer is the Magic Heater, and 


suspended timer which delays the 
washing cycle until tub is filled, 
regardless of water pressure that is 
being used. 

Economat and Dialamatic both 
have flexible Metexaloy tub. Econo- 
mat, is completely automatic with 
the same timer and thermostatic 
water control as the more expensive 
models. Dialamatic, designed for 
use in apartments and small homes, 
requires no plumbing connections 
and is fully automatic except for 
filling. 

The electric dryer is a combina- 
tion 110-220 volt model. Gas mod- 
els are available for natural, manu- 
factured, or LP gas. All models 
fully automatic with time and tem- 
perature controls, and can be vented 
outdoors. 


UNIVERSAL Deep Fryer 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal automatic deep 
fryer. 

Selling Features: Read-easy dial sets 
temperatures to exact pre-tested de- 
gree for best deep-frying; thermo- 
static control prevents burning or 
scorching of compounds; heat-indi- 
cator light turns on when current is 
on, and off, to indicate correct fry- 
ing temperature is reached; uses 3 
Ibs. or 3 pts. fat; drain spigot un- 
der heat indicator unit for empty- 
ing fat; safe-sealed well with over- 
lapping edges prevents leakage of 
compounds into control and ther- 
mostat mechanism, keeps inner 
parts free from moisture, grease, 
dirt, dust, eliminating possibility 
of shorting out shock; unitube ele- 
ment molded into cast aluminum 
well runs along both sides and 
across back for evenly distributed 
heat; large capacity fry basket of 
tin-dipped steel wire; detachable 
handle; polished metal stor-a-way 
cover has plastic knob; metal ex- 
terior; heat resistant black plastic 
dial, knob, handles and base; tem- 
perature range is from 250 to 450 
degs; 1350 watts; 110-120 volts 
a.c. only. 
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KELVINATOR Range 


Kelvinator Div., Nash-Kelvinator 
Corp., Detroit 32, Mich. 


Device: Kelvinator 30-in. range No. 
ER-352 
Selling Features: Requires floor- 
space of only 30x24} in.; giant 
oven measures 23x164x16} in; 
built-in automatic clock and oven 
control; oven designed to provide 
more than 5800 watts for fast pre- 
heating to 350 degs in less than 
5 min.; automatic preheat cutoff 
control; outer edge of oven-liner 
and inner panel of door have raised 
seams that form their own seal 
against opposite surface when door 
is shut forming a “heat-lock” to 
prevent leakage of oven vapors. 
7-speed surface units include one 
8-in. and three 6-in. sizes. Other 
features include an appliance out- 
let in control panel, built-in top 
floodlight, full-width sliding utensil 
drawer; front, top and sides finished 
in acid-and-chip resistant titanium 
porcelain enamel. 


FRIGIDAIRE Dryer 


Frigidaire Div., General Motors Corp., 

Dayton 1, Ohio 

Model: Frigidaire Filtra-matic au- 

tomatic clothes dryer. 

Selling Features: Styled and fin- 

ished to conform with appearance 

of Frigidaire’s automatic washer, 

presenting a companion pair of all- 

porcelain laundry appliances. 
Outstanding feature is new Fil- 


New Products Editor 


trator condenser that removes mois- 
ture and lint. Fresh room air 
continually flows over condenser, 
keeping it cool, as lint-laden warm 
moist air from dryer passes through 
Filtrator tubes, trapping lint as 
moisture condenses; moisture then 
drains into tray below. Connection 
is provided for a flexible drain tube 
to carry collected water to floor 
drain eliminating lint and objec- 
tionable moist, warm air. No lint 
traps, screens, no ducts or plumbé 
ing to install. Lifetime porcelaim 
inside and out. Top, front an 
sides of acid-resisting porcelain’ 
Work table top can be used to sore 
or stack clothes. 

Back panel contains timing andj 
heat controls: Dry-O-Matic timer! 
allows up to 85 min. of drying} 
time; can be stopped at any time? 
to add or remove clothes without) 
changing setting; switch next to 
timer turns on interior light and 
a signal light on panel glows whe 
dryer is operation. Variable hea 
control on left side of back pane 
is marked for medium, high an 
low, as well as fabric calibrations; 

Door and smooth finish porce# 
lain loading port into drum ig¢ 
located high enough for clothe 
basket to ee placed directly below; 
door swings open for loading or 
unloading from either side. Porce-] 
lain-on-steel drum enclosed in an] 
inner shell which is completely 
sealed except for inlet and outlet 
openings. Glass wool insulation 
keeps heat inside. Two Radiantube 
heating units, completely sealed-in; 
an ozone lamp in drying compart- 
ment are other features; operates 
on 115-230 volt current. 


GENERAL MILLS Iron 
Attachment 


General Mills Home Appliance Co., 
1620 Central Ave., 

Minneapolis, Minn. 

Device: A new lighterweight steam 
ironing attachment No. BM-4B. 
Selling Features: Has a ‘“Perma- 
mold” tank; automatic spring lock- 
ing; improved water channeling; 
greater efficiency. 



























































































































































































































































































































































































































































CROSLEY Dishwashers 


Crosley Div., Avco Mfg. Corp., 
Cincinnati 25, O. 

Models: 3 new Crosley dishwash 
ers: DE-48A dishwasher-sink com 
bination DE-24A, free-standing; and 
DE-24UC undercounter models. 
Selling Features: All modcls are 
tront-opening and feature a revolv- 
ing vinyl-covered upper rack which 
turns slowly with the action of hot 
water sprays in the wash and rinse 


* 
cycles; upper and lower racks in- 


ividually mounted to slide out 
freely on nylon bearings for casy 
loading and unloading; washing 
and rinsing action accomplished by 
an impeller which cascades hot 
detergent-filled wash water and 

Clear hot rinse water over every 
dish, utensil and cutlery in lower 
tack and revolving upper tray. 

' An electric heater turns on at 
Start of wash cycle through entire 
#4-min. wash, rinse, dry cycle to 
Maintain high temperatures needed 
fo remove soil. 
| Operation of machine may be 
Stopped or started at will to permit 
interim loading or unloading with- 
Gut loss of washing solution; easy- 
fo-load detergent holder; vinyl 
Covered steel racks. 

Dishwasher-sink combination is 
built on standard 48-in. Crosley 
sink frame, with dishwasher placed 
on left side; fluted drainboard top 
leads to single-bow! sink, double 
door storage compartment beneath 

Free-standing unit DE-24A is 24 
in. wide, same depth and height 
as Crosley kitchen base cabinet with 
porcelain work-surface top. Under 
counter model DE-24UC is same 
unit without top;*can be placed 
under a vinyl 24-in. top or a con 
tinuous top 





G-E Automatic Washer 
General Electric Co., Louisville 2, Ky. 
Model: New, deluxe, fully auto 
matic washer No. AW-5B8 
Selling Features: Top-loading, fre¢ 
standing machine with a hinged 
loading lid; once started it auto 
matically washes, rinses, spin-dries 
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up to 9 Ibs. assorted dry clothes, 
then shuts itself off; full load re- 
quires 17-gal. water; a small-load 
selector permits washing loads of 
5 Ibs. or less in only 10 gal. water. 

Flexible cycle selection for wash 
ing special fabrics is provided by 
a push-pull switch; once stopped, 
machine can be re-started at exact 
moment of cvcle interruption, or 
can be made to repeat or skip any 
stage within the cycle. 

No bolting or reinforced floors 
necessary—3 heavy springs cushion 
the frame to reduce vibration; 3 
lengths of rubber, high-pressure 


hose for hot and cold water connec- 
tions and for use as a drain lead. 

White baked enamel bedy; dou- 
ble-coated porcelain hinged top; in- 
terior light and a white porcelain 
wash basket makes it easy to locate 
small pieces. 








VICTOR Quickfreezer 


Victor Products Corp., 
Hagertown, Md. 


Device: New 
Quickfreezer. 


upright = 18-cu--ft. 
Selling Features: Occupies less than 
1 sq. yd. floor space and provides 
storage for 600 Ibs. frozen foods; 
cabinet has 4 inner insulated doors, 
114x28xé in. thick. Doors can be 
used as shelves when loading or 
unloading. 





WAGONER Range 


American & Southern Corp., 
Nashville, Tenn. 

Device: Wagoner 36-in 
Selling Features: Stainless, acid 
resistant white enamel top; 7-heat 
switches; Monotube units; available 
in standard and deluxe models with 
such features as oven window door; 
standard light and timer, and de- 
luxe light and clock. 


range. 


NEW PRODUC 





AMANA Freezers 


Amana Refrigeration Inc., 

Amana, lowa 

Models: New 1952 line of Amana 
food freezers includes 3 upright 
models: Nos. 12, 18 and 25-B; 2 
chest models: a Kitchenette size 
No. 80, and No. 140. 

Selling Features: No. 12, holds 420 
Ibs., 12 cu. ft. capacity with over 
all dimensions of 664 in. high, 34 
in. wide and 283 in. deep. 

No. 18, has 18.1 cu. ft. capacity, 
holds 630 Ibs.; same height as No 
12, 433 in. wide and 304 in. deep; 
white baked-on Dulux finish. 

No. 25-B, with 25 cu. ft. capac 
ity, holds 875 Ibs. food; grav 
enamel finish, 71 in. high, 49 in. 
wide and 324 in. deep. 





No. 80, an 8-cu.-ft. chest, holds 
280 Ibs. food, is 36 in. high, 374 
in. wide and 31 in. deep. 

No. 140, chest model has 14 
cu. ft. capacity, holds 490  Ibs.; 


56 in. wide, 29% in. 
counter height. 

All models have Amana Power- 
pact hermetically sealed freezing 
unit; Freon-22 refrigerant; fiberglas 
insulation. Upright models have 
aluminum “positive contact” freez- 
ing shelves with freezing coils at 
top and bottom of cabinet; “Mul- 
tiple-layer” freezing construction 
keeps food safely frozen for long 
periods. Chest-type models have 
(Amana zero-wall construction. All 
models have enamel finish electri- 
cally welded steel outer shell, ex- 
truded rubber door seal gaskets, 
easy cleaned moulded plastic door 
liner; temperature indicator inside 
freezer door; cold control located 
behind lower cabinet panel; feather- 
touch door latch. 


deep and 





AUGUST, 






Westinghouse Electric Corp., 
Mansfield, O. 


Device: ‘T'win-brush floor polisher 
No. FP-2. 

Selling Features: Cleans, waxes and 
polishes hardwood floors and hard 
surface floor coverings; two 6-in. 
counter revolving brushes and a 
patented handle swivel for ease of 
operation at any angle are fea- 
tured. Standard equipment includes 
2 brushes for cleaning and scrub- 
bing, 2 brushes for polishing, and 
2 felt buffing pads. Polishes a 12-in. 
path. 

Other features include a plastic 
handle grip molded to fit hand; 
fully enclosed trigger switch; hous- 
ing of coral with gray vinyl plastic 
} h.p., a.c.-d.c. motor; worm gear 
drive develops a brush speed of 
600 rpm; polisher weighs 164 Ibs. 

An optional reconditioning kit, 
PK-2, provides equipment for sand- 
ing and for steel-wool cleaning, 
contains disc holders, adjustment 
wrench, stecl-wool pads and an 
assortment of sandpaper discs. 





G-E Mixer 


The General Electric Co., 

Small Appliance Div., 

Bridgeport 2, Conn. 

Device: G-E “Triple-Whip” mixer 
No. 153M9. 

Selling Features: Equipped with 3 
beaters; features new speed control 
mechanism and new beater release; 
all-white baked enamel finish; spe- 
cial speed selector knob adjusts 
mixer to any of 12 mixing speeds; 
governor control maintains sclected 
speed regardless of stiffness of mix; 
speed selector knob acts as a beater 
release when turned to left past 
the off position. 

Lightweight motor, easily re- 
moved from stand for use as port- 
able mixer in any part of kitchen; 
other features include a_ built-in 
light that shines directly into bowl, 
new plastic juicer with specially de- 
signed reamer for fruits of all 
sizes. A 2-qt. bowl and a 4-qt. bowl 
are part of equipment. Food chop- 
per sct available as an accessory. 
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SUNBEAM Cooker-Fryer 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago 50, I1I. 

Device: Sunbeam 
cooker and deep fryer. 
Selling Features: Deep fries pota 
toes, chicken, onions, chops, dough- 
nuts and sea-food; or will cook pot 
roasts, stewed meats, soups, baked 
beans, and casserole dishes; can also 
be used as a chafing dish, steamer, 
bun-warmer and corn-popper; casy- 
to-see Cook-Guide on front of ap 
pliance gives temperature and timc 
range for cooking and deep-frying;: 
signal light and control dial flashes 
off automatically when proper tem- 
perature is reached and flashes on 
when temperature drops; heat con- 
trol dial has “simmer” range for 
low temperature cooking; large, 
smooth, perforated sheet aluminum 
fry basket; Sun-Ray interior finish 
casy to clean. 5 liquid qts. ca 
pacity; 1500 watts, 110-120 volts, 
a.c. only. 


combination 


AMERICAN KITCHENS 
Dishwashers 

American Kitchens Div., 
Avco Mfg. Corp., Connersville, Ind. 
Models: 3 new American Kitchens 
automatic, front-loading dishwash- 
ers. 
Selling features: A freely revolving 
upper tray, called “Roto-Trav,”’ of 
vinyl-covered metal rotates with 
motion of water so that washing 
action reaches all surfaces of dishes 
to be washed, eliminating “blind” 
spots in all parts of washer. Easily 
detached and _ removed, glides 
smoothly forward on nylon rollers 
for loading and unloading. 

Wash-rinse-dry cvcle includes a 
spray rinse to remove food particles, 
clear pipes of cold water, warm tub 
and dishes, before hot wash cvcle 
begins. One spray and 2 power 
rinses follow wash cvcle; tub drains 
itself automatically before drying 
cycle starts. Heater unit increases 
water temperature during washing 
cvcle and automatically dries dishes 
by means of hot air afterwards; 
heater unit may also be used as a 
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dish-warmer before serving meals. 
A manual dial makes it possible to 
skip any step in cycle, to repeat an 
earlier phase if desired, or to open 
washer and add a dish without los- 
ing washing solution. 

Acid and alkaline-resistant porce- 
lain tub; oversized silver rack; auto- 
matic lock handle are other fea- 
tures. Available in dishwasher-sink 
combination, No. DW-48 built on 
special A-K sink frame 48-in. wide 
with dishwasher on left and covered 
by fluted porcelain drainboard. Sin- 
gle bow! sink and double door stor- 
age compartment completes unit. 
A free-standing unit, No. DW-24, 
has a porcelain work surface top. 
An under-counter unit, No. DW- 
24UC, similar to DW-24, without 
top. All units harmonize with base 
cabinets and sinks of American 
Kitchen line. 


TELECHRON Clocks 


Telech Dept., G 
Ashland, Mass. 
Models: 6 new Telechron clocks: 
Telegrain, Parliament, Enhancer, 
Lullaby and Lullaby-Luminous, 
and Originality. 
Selling Features: Tclegrain alarm; 
mahogany wood grain effect around 
dial; suitable for every room. 
Parliament, an occasional clock 
with an alarm; raised gold numerals 
and bands; fawn color tiny ball feet. 
Enhancer has gold and maroon 
rings, white raised numeral band, 
gray basket-weave texture _back- 
ground on ivory case. Wide angle 
vision crystal and an alarm. 
Lullaby and Lullaby-Luminous 
alarms have ivory and black cases 
respectively. Lullaby-Luminous has 
yellow-green numerals, dots and 
hands; easy to read day or night. 





1 Electric Co., 


Originality, kitchen clock, has 
clear plastic disc between numeral 
band and case; red or aqua case 
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and dial with white numerals and 
hands; white or yellow case with 
brown numerals and hands. 


RITTENHOUSE Door Chimes 


The Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 
Models: 3 new models: Avalon, 
Colonial and Concord. 
Selling Features: Avalon, No. 366, 
has beige boucle grille covering 
with gold-brass trim; new melodious 
tone; operates on any 16-volt chime 
transformer; produces 2-note signal 
for front door and single note for 
rear door; 84 in. high, 7} in. wide, 
2} in. deep. 

Colonial, No. 325, has colonial 
motif suitable for ranch-type homes, 


ig 





ivory plastic housing, lacquered, 
brushed brass. Sounds 2-notes for 
front and single note for rear door; 
operates on 10-volt bell transformer 
or 16-volt chime transformer; 8x7x 
24 in. 

Concord, No. 610, 4-note colo- 
nial hall clock-chime has “floating 
percussion unit” combined with 
Telechron powered hall _ clock; 
cherry wood cabinet. Sounds 4- 
note Westminster chime signal for 
front entrance, single for rear; oper- 
ates on 24-volt transformer; overall 
size 61x9}x4} in. 

A new No. 50 Rittenhouse Re 
peated transformer is also avail- 
able. Used with any 10-volt chime 
it provides repeating chord tone 
and increases sound volume; fur- 
nishes regular and steady current 
and a pulsating current; can be in- 
stalled to provide repeating signals 
for front and rear doors, or can be 
used for regular 2-note (non-te- 
peating) signals for other purposes. 
Up to 4 different signal arrange- 
ments are possible on standard 2- 
door chime. 


ARVIN “Coffee- Perk” 
Arvin Industries, Inc., Columbus, Ind. 
Device: Arvin “‘Coffee-Perk” autu 
matic percolator, No. 6000. 

Selling Features: Will brew as tew 
as 3 or as many as 9 54 oz. cups 
of coffee and keep it uniformly hot 
until serving time; ““Temp-timer”’ 
makes it possible to brew mild, 
inedium or strong coffee according. 
to individual taste and can bé 
changed in “mid perk”; “Red 
Ball” starter drops to “‘off’ posis 
tion when coffee is ready. : 
Fast-heating, range-type element 
draws 500 watts, operates on 110- 
120 volts, a.c. only. Easy to clean,” 
its 44 in. diam. top permits easy” 
access to inside for an easy wash-up,” 
and the wide pump well obviates” 
need for a special brush. Con 
structed on a shell of corrosion-re+ 
sistant nickel and chromeplated 
brass; brown plastic handle, control 
knob and round feet; handle ig 
larger than average to prevent con¢ 
tact with hot percolator; non-drip 
spout; entire unit weighs 3 Ibs. 


G-E Freezer 

General Electric Co., Louisville, Ky. 
Model: 8 cu. ft. freezer No. NA-SJ. 
Selling Features: Same as 11-cu.- 
ft. model now being made except 
it has an aluminum inner liner 
instead of porcelain-enameled steel; 
other features include a temperature 
indicating light; counterbalanced 
hinges; automatic interior light; 
white baked enamel exterior; re 
frigerant coils are brazed directly to 
liner walls; corrosion resistant ex 
posed hardware; lid and cabinet 
are insulated with new type Fiber 
glas thermal insulation; cabinet is 
divided into 2 easily accessible se 
tions, upper and lower; 3 removable 
baskets comprise upper section; 
scaled-in refrigerating system di 
rectly below freezing cabinet; na 
tural draft type condenser is 
mounted vertically on rear of 
freezer; total depth of interior 
cabinet is 18 in. 
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PERFECTION Range 


Perfection Stove Co., 7609 Platt 
Ave., Cleveland 4, Ohio 

Model: Perfection 2-oven 40-in. 
range No. L404. 

Selling Features: Divided cooking 
top—4 fast-heating Chromalox sur- 
face units each with 7-heat speeds; 
surface units include a 6-in. 1600 
watt “high power” unit, others 
range from 1250 to 2100 watts. 

White porcelain enamel “Flavor- 
amic’”” oven has _ fully-automatic 
timed heat control; 2100 watt con- 
cealed oven unit; 3000 watt broiler 
unit, both are removable for easy 
cleaning. Economy oven-broiler has 
black porcelain lining and thermo 
static heat control; 3000 and 2100 
watt units. 

Storage drawers under both 
ovens; Tele-Vue windows in both 
oven doors; manu al “‘time-chimer” 
on front panel; 2 electric outlets— 
one standard and one timed, con- 
trolled by clock timer for fully- 
automatic operation. White acid 
resistant titanium porcelain enamel 
finish; Adjusta-Lamp slides up or 
down. 





TITAN Heaters 


Titan Mfg. Co., Inc., 

701 Seneca St., Buffalo 10, N. Y. 
Device: ‘““Therm-O-Dial’’ thermo 
statically controlled portable heat- 
crs. 

Selling Features: “Ever-cool’” case 
remains cool even after hours of 
continuous operation; Therm-O- 
Dial unit, housed in specially 
designed case suspended in air and 
attached outside heater case, com- 
pletely isolated from radiant or 
conducted heat, where it responds 
only to temperature yanations in 
the comfort zone. 

Motor driven fan circulates warm 
air evenly; available in 3. sizes— 
deluxe, king-size and a new milk 
shed size. All 3 available in 1320- 
or 1600-watts 110-120 volts a.c. 





NESCO Broilers 


Nesco Inc., 201 N. Michigan Ave., 
Chicago 1, Ill. 

Device: 2 new infra-red broilers have 
been added to Nesco line. 

Selling Features: The family size, 
special deluxe combination is an 
infra-red open-front broiler with a 
2-unit cooking surface; Pyro-fin 
unit, no pre-heating necessary; 
equipped with large, cast aluminum 
pan which can also be used as a 
skillet on cooking surface; cool-grip 
“Hide-away” hand!e permits easy 
storage of pan when not in use; 
unit boils, cooks, fries, broils; 4 
broiling levels. 

Table size, deluxe infra-red 
broiler has a Nesco-Fleck-Tor-unit 
said to radiate 1200 degs intense, 
concentrated heat covering entire 
broiling area; no pre-heating neces- 
sary; easy to clean; heavy cast alum- 
inum pan with “Hide-away handle”’ 
4 heat levels provided; both units 
operate on a.c. or d.c. 110-120 
volts. 


DEEPFREEZE Freezer 


Deepfreeze Appliance Div., Motor 
Products Corp., North Chicago, III. 
Device: Deepfreeze 11.3 cu. ft. 
upright freezer, No. CU-11. 
Selling Features: Requires only 
about half the floor space needed 
by conventional chest type freezer 
of similar capacity; designed for 
smaller homes and apartments; 
holds 400 Ibs. frozen tood; exterior 
designed to match Deepfreeze re- 
frigerator with embossed door 
surface, escutcheon plate and 
chromeplated handle; 5 shelves have 
a total of 15.3 sq. ft. area; bottom 
shelf equipped with push-pull wire 
basket for small packages; inside 
of door has 3 racks to hold 1.7 cu. 
ft. food, main freezer compartment 
stores 9.6 cu. ft. 

Designed with static condenser— 
each shelf acts as a quick freezer 
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and freezes food to zero; condenser 
and refrigerant coils are placed on 
underside of shelves and are scarcely 
visible; temperature controlled by 
single dial centered at top of 
freezer, enabling user to set freezer 
at 10 different levels of cold from 
minus-10 degs. to zero. 

1-piece wrap around steel cabinet; 
white baked enamel interior and 
exterior; l-piece full length door 
finished in white enamel on outside 
and “metallescent” green on in- 
side; moulded rubber gasket for 
positive door seal; chrome handle 
and trigger-type, self-sealing door 
latch; polystyrene breaker _ strip; 
Fibergl: as insulation; hermetically- 
sealed } h. p., 60-cycle, single-phase 
motor; Freon 22 refrigerant, and 
floor levelling device. 





SESSIONS Clocks 


The Sessions Clock Co., 
Forestville, Conn. 
Models: 3 new kitchen models, 2 
alarms, 1 tambour and an all-pur- 
pose clock. 
Selling Features: Kitchen clocks: 
Elegance No. 1-TK-54, has new 
thinness, available in 5 colors: 
white, black, red, blue, and green. 
Preference, a round wall clock 
available with red, white, yellow, 
green or blue plastic case. Beauty, 
a square wall clock, has white plas- 
tic case with black, red, blue, green 
or yellow dials. Preference and 
Beauty have plastic cases and metal 
dials, and a new Cordklamp back 
that does away with unsightly cord. 
Alarms: Classic, 3-H-52, has 
numerals on metal sash; features 
Tru-Bel alarm. Bellaire, 1-H-51, 
features ivory plastic case. 
Tambour, 470WR, suitable for 
desk, table or mantel, in mahogany 
finished wood, metal dial. 


— ae — 


a | 





| 
, | 


Ge Ree e eee 


Celestial, 1-T™M-52, "all-purpose 
clock set in transparent Lucite 
bowl; removable back-rest makes it 
possible to use on shelf, table or 
wall in any room of house. 

All models feature “Lubricone” 
a patented system of lubrication. 
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HERE ARE G sats PACKED 
REASONS WHY A DEALERSHIP 
FOR THIS HOT ITEM IS A 
SOLID MONEY MAKING DEAL! 


It’s an electrically operated steam radiator 
that delivers completely safe and depend- 
able heat. 


It’s made and backed by a nationally known 
heating appliance firm with a 78 year rep- 
utation for unquestioned quality. 


It’s built of cast iron for lifetime service. 


It’s equipped with the finest heating ele- 
ment and thermostatic controls available. 


It’s priced to give the dealer a good profit 
and the consumer a good value. 


It stays sold and creates demand for addi- 
tional units. 


It costs little to operate. 


There’s a vast, untapped market for these 
Burnham Cast-Iron Portable and Stationary 
Steam Radiators. This has been shown by 
increasing consumer demand wherever 
they are sold ! Customers know real value 
when they see it — and these quality radia- 
tors are built for lifelong durability, effi- 
ciency, and economy of operation. It’s a 
big profit maker! Nationally advertised 
for years in leading home magazines, Send 
Coupon Now! 


PROFIT 


1951 Sales Up 28% 


BURNHAM PORTABLE electrically 
heated Steam Radiator, equipped 
with easy-rolling casters. Two au- 
tomatic thermostats assure posi- 
tive control of room temperature 
and safety of operation at all times. 
The prima ermostat automati- 
cally cuts off radiator when a pres- 
sure of 10 to 12 lbs. p.s.i. is reach 
(all radiators are tested to 120 Ibs. 
hydrostatic pressure before ship- 
ment). Secondary thermostat con- 
trols room temperature as desired. 
These radiators are ideal for bath- 
rooms, nurseries, rumpus rooms, 
sun porches, garages, camps—in 
fact perfect wherever and whenever 
heat is needed. 


Available for Immediate Delivery 


BURNHAM STATION- 
ARY MODEL. Each is a 
self-contained automatic 
heating unit. Thermo- 
static controls operate 
similarly to those on 
Portable Model. These 
radiators are ideal es- 
pecially for homes sup- 
plied with low cost 
electric power. 


BURNHAM Portable 


ELECTRICALLY HEATED 


x 


BURNHAM CORPORATION 

Electric Radiator Division Beittec 
Zanesville, Ohio 

Please send me literatur, 
ebout Burnham Portabi 


‘e and sales manual telling all 
heated Steam Radiators 


je and Stationary electrically 
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HOW THE TIDE PROMOTION PLAN 
HELPED A HAMILTON, OHIO, DEALER 
INCREASE WASHER SALES 48% 


Eager for a promotion “hook,” Arnold J. Krebs, owner of 
Arnold’s Furniture & Appliance Store, learned that Tide offers 
a special advertising allowance of $1.75 a case for promotion 
use. Mr. Krebs immediately decided to put the Tide Plan to work 
on a two-week basis. Today, he points to a resulting 48% boost 


in washer sales volume, and the continuing use of the Tide Plan 
in his store. This is Mr. Krebs’ story of success in Hamilton, Ohio. 


1. impressed by the promotion possibilities, Mr. Krebs 
listened as C. C. Dixon, the local Speed Queen repre- 
sentative, outlined the Tide Plan. Later, he wrote to the 
Tide Home Laundering Bureau for direct shipment of Tide 
at a special advertising allowance, plus free display kit. 





a USING HIS FREE TIDE DISPLAY Kit, Mr. Krebs mer- 
chandised his bonus offer with newspaper ads and this 
dramatic window setup. Brand-new washers—the material 
in his display kit—and Tide’s overwhelming popularity 
were the elements of his tie-in team. 
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A FREE SUPPLY OF Jot 


2. in TEN DAYS, Mr. Krebs had his Tide. First step? 
Making his plans to build sales. Because he knew more 
women use Tide than any other washing product, Mr. 
Krebs decided to use his Tide as a sales-clincher . . . to offer 
a free six months’ supply with each washer purchased. 


4. TRAFFIC INCREASED 60% as a direct result of the 
bonus offer. Mr. Krebs averaged 165 prospects a day—all 
pulled in by the combination of a new washer, plus a 
free supply of Tide—the washing product that outsells 
the next 3 leading brands combined. 
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WM he PURCHASE OF YOUR NEW 


5. 1o IMPRESS PROSPECTS most, Mr. Krebs demonstrated 6. anotuer WASHER SOLD! At the end of the two-week 
with Tide. He got maximum performance—the cleanest, whitest period, Mr. Krebs had sold more washers than in the previous 
wash possible. And when he reminded hesitant customers of month. The Tide Plan increased his washer volume 48%, and 
their free supply of Tide, he sealed the sale time after time. Mr. Krebs now plans to use the promotion every 90 days. 


THIS IS THE TIDE PLAN... 
It Worked in Hamilton, Ohio—It Can Work for You! 


You, as a dealer, can get Tide with a special advertising 4. Use Tide for displays—promote your free offers 
allowance of $1.75 a case—almost *% less than the retail with Tide and the special colorful display kit that’s 
price. And with your Tide, you also get a colorful dis- tailored for you. 

play kit to tell the story of the promotion to your pros- 

pects. (The kit will be printed with the name of any washer _ Like Mr. Krebs in Hamilton, you just can’t miss with the 
brand you designate.) You can use your Tide and the dis- | powerful Tide Plan. It’s smart business—good business— 
play kit to increase your washer sales these four tested ways:  t® let this plan make dollars for you at a cost of pennies! 


1. Use Tide to build traffic—offer a free box to each WRITE FOR 


woman who will come in to watch a washer dem- 


onstration. YOUR TIDE TODAY! 


Use Tide for bonus offers—as an “extra” to sway 
more sales, offer a free supply of Tide with each 
washer purchased. 


For full details and order form, 
send a post card to: Tide Home 
Laundering Bureau, 1429 Enquirer 
3. Use Tide ford trati get the maximum per- Building, Cincinnati 2, Ohio. 

formance from your washers. Tide gives you the 

cleanest wash possible . . . leaves no soap film. 

Laboratory tests prove it! 


de IS YOUR BEST TIE-IN 
€ BET BECAUSE... 





2 a 


= i. il 
e TIDE MAKES YOUR WASHING MACHINES WORK BEST! 
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You profit TWICE when you 
hitch this Automatic Control 


to every space heater sale 


Your customers won't be without 
Automatic Control...once you show them! 


Here’s the way to pocket an extra profit on the sale of every 
oil burning space heater. Your customers want the comfort and 
convenience of thermostatically controlled heat. They want its 
fuel-saving economy. They can have these benefits inexpensively 
if you’ll sell this compact accessory with every heater. 

The A-P Comfort Control is designed especially for use on 
any space heater on the list below. It’s easily installed, and as 
inexpensive as a subscription to your customer’s favorite news- 
paper. Show it, demonstrate it — and you'll sell it. 


Easy to install 


Anyone can install the A-P Com- 
fort Control. Takes only a few 
minutes. No complex wiring. Kit 
furnished complete. Choice of 
electric or mechanical type — for 
popular makes of oil-fired space 
heaters, 


WHAT BRAND DO YOU SELL? 
ALLEN’S ENTERPRISE (Canada) INTERNATIONAL PERFECTION 
BARNES ESTATE HEATROLA JUNGERS PREWAY 
BENNER-NAWMAN EVANS KEMAC (Canada) QUAKER 
EYER EVEN-TEMP KLEER-KLEEN QUAKER (Canoda) 
COLE HOT BLAST FAWCETT TORRID- taco SAFEWAY 
COLEMAN OIL (Canada) LONERGAN SCOTSMAN 
COLEMAN (Canode) FESS (Canada) MAGIC CHEF SIEGLER 
CREST (Canada) FINDLAY (Conado) MARCHAND (Canada) SILENT FLAME 
CREST-AIRE (Canada) FLOOR-O-LATOR MONARCH SUPERFLAME 
CUSTOM AIRE FLORENCE MONARCH (Canoda) THARRINGTON 
DOMESTIC GILLEN MONOGRAM THERMO-PRODUCTS 
DRACO FIREBALL H. C. LITTLE NESCO TORRIDAIRE 
DUO-THERM HERCO HEAT FLO NORGE HEAT VIKIMATIC 
ENTERPRISE (Canada) ORAN WASHINGTON 
FRUGAL 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
9400 N. 32nd Street « Milwaukee 45, Wis. « In Canada: A-P Controls Corp. Ltd., Cooksville, Ont. 
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WESTCLOX Clock 


Westclox Div., General Time Corp., 
La Salle, tl. 


Model: “Sphinx” alarm clock. 
Selling Features: Modern style ma- 


hogany case with bold feet and 


bezel; bell alarm; current interrup- 
tion signal and felt cushioned feet; 
available with plain or luminous 


dial. 


GIBSON Freezer 
Gibson Refrigerator Co., 
Greenville, Mich. 
Model: 14-cu. ft. Gibson home 
freezer, Diamond Jubilee Special 
No. 1492. 
Selling Features: Outside dimen- 
sions are same as earlier 10 cu. ft. 
models; hermetically sealed unit and 
fan have been relocated to a bot- 
tom-end position, leaving other end 
free for storage space; has 11 cabinet 
features including a counterbal- 
anced lid, 4-in. thick insulation, 
inner door panel, 3.27 cu. ft. quick 
freeze compartment; single dial 
control; sub-zero freezing coils; 
welded 1-piece cabinet; safety lock. 
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MEYNELL Roast-O-Plate 
Meynell Mfg. Co., Erie, Penna. 
Device: Roast-O-Plate combina- 
tion portable oven and_ surface 
burner No. 215. 

Selling Features: Surface cooks, 
roasts, broils, bakes, all on 115 
volt a.c. Contains four 800-watt 


> 


units: 2 surface burners; an oven 


‘NEW PRODUCTS 


bake unit (lower) and an oven broil 
unit (upper). 

Porcelain top, front and interior. 
Baked enamel sides, back and bot- 
tom. Thermostat controlled oven 
with pilot light; Fiberglas insula- 
tion; oven is 134 in. wide, 10 in. 
high, 12} in. deep. 


FRIGID Fan 


Circulators & Devices Mfg. Corp., 
128-168 32nd St., Brooklyn 32, N. Y. 
Device: “Frigid” fan No. OD-12 
cools and destroys odors. 
Selling Features: Combination 
Frigid hassock fan and the odor 
destroying Westinghouse Odorout 
lamps provides cooling plus odor 
free comfort during warm days. 
Ultraviolet rays generated from 
lamps mix with normal oxygen to 
create ozone; golden tan finish; 
chrome guards and legs; suitable for 
home or office; ozonator operates 
on an independent switch. 





JORDON Freezer 
Jordan Refrigerator Co., Inc., 58th & 
Grays Ave., Philadelphia 43, Pa. 
Model: Jordon “Twenty” 20 cu. ft. 
upright freezer. 
Selling Features: Holds over 700 
Ibs. food, takes no more floor space 
than most conventional-type freez- 
ers of half the capacity; features 
4 Freeze-plate shelves that permit 
food to be in direct contact with 
sharp freezing surfaces; all food is 
within easy reach; 4 h.p. hermeti- 
cally sealed compressor mounted 
on special slide-out tracks for easy 
inspection and servicing; Hi-Baked 
bonderized enamel exterior; chrome 
door handle with built-in lock; 
Panelyte breaker strips around door 
with heating unit behind strip to 
eliminate condensation and _ice- 
formation; extra heavy door gasket, 
thermostatic temperature control; 
chrome and asides steel trim. 
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This new thresher combine ... saves 
time and labor in grain or flax fields 


The Haycrusher gives higher 
quality, more palatable hay 
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This new combine has nine different 
speeds in each of its four transmission 
gears...to adjust its operation to high 
or low grain, smooth, rough or rolling 
terrain. Midwest dealers say that the ten 
foot model with the pickup attachment 
is the most popular—and retails for 
about $5,450. This combine is typical 

of the new machinery developed 


for more efficient farming. 


The good farmer today is 

a manufacturer who depends 

more on power machinery than 

on inefficient manpower. He is 

interested in every mechanical or 

motor aid which will replace manual 

labor, save time and effort, increase output 
and production. 

And his manual, guide book and source of 
practical and authoritative information is 
SUCCESSFUL FARMING...which gives the latest 
field-tested applications of mechanization 
and management techniques, new products 
and profitable processes. 

SUCCESSFUL FARMING concentrates nearly 
a million of its 1,200,000 circulation in the 
fifteen agricultural Heart states among the 
nation’s best farmers with the best soils, top 
investment, the highest yields and incomes. 
The average subscriber’s yearly income is 
easily 50% greater than the national farm 
average... offers the greatest advertising and 
sales opportunity in the US for any appliance 
for better farm business or farm living! For 
full facts, call any SF office. 


MerepiITH PuBLisHiNG Co., Des Moines,s- 
New York, Chicago, Cleveland, BP 
Detroit, Atlanta, San Franciseoy 

Los Angeles. 
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America’s top salesman, Art hur Godfrey, will 
be talking to your prospects... the housewives, 
making Fiberglas* Insulation even more 


valuable as a sales feature for you. 


Starting in September 


OWENS-CORNING 


FIBERGLAS 





Presents 


“ARTHUR GODEREY TIME / 


on CBS TV 
and RADIO 
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A SWELL FEATURE TO HAVE... 


A SWELL FEATURE TO SELL... 


and now more Than ever / 


*FIBERGLAS is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning Fiberglas Corporation 
for a variety of products made of or with fibers of glass. 
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CAPITOL Roto Base 


Capitol Kitchens, Div., Hubeny Bros., 
Inc., Roselle, N. J. 

Device: Roto-Base cabinet unit. 
Selling Features: Has 2 rotating 
shelves, one is adjustable for height; 
full bottom adds to storage area; 
can be utilized for tall items; re- 
_— only 33 in. along each wall 
rom comer; 12 in. door opening 
permits storage of large as well as 
small articles; completely enclosed; 
full end panels allow it to be used 
as a free standing cabinet without 
use of special fillers. 





BERGER Counter Unit 


Berger Mfg. Div., Republic Steel, 
1038 Belden Ave., N.E., Canton 5, O. 
Device: Berger counter-end “what 
not” shelf unit, No. 4002. 

Selling Features: Using minimum 
floor space it provides sizable shelf 
space; can be used as snack bar 
by extending unit and top to space 
required; shelf edges trimmed with 
stainless steel; chromeplated steel 
tube divides shelves. 


Briefs: 


Federal Tool Corp., 3600 W. 
Pratt Blvd., Chicago, 45, Ill. an 
nounces a new Carry Home Pack 
of refrigerator refresher dishes in 
Styron Tone pastels—chartreuse, 
gray and clay. Base design fits re- 
cessed top of large and small dishes; 
sides tapered for “nesting”; consists 
of 1 large and 2 smaller dishes. 


Coilzit Products, Inc., 25-57 
Steinway St., Long Island City, 3, 
N. Y., announce their new Coilzit 
safety cord shortener, suitable for 
lamps, clocks, radios and other ap- 
pliances; easy to use, excess cord is 
coiled around Coilzit; holds up to 
3 ft. cord. 
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6-color displays 
that prospects 
can’t pass by! 


Radio ang I 3 
tlevisign Tub a 
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We ust 
SYLVAN glevision Tubes 
Rad 


Striking Ann Blyth 


and June Havoc 


streamers! 


You can double your fal 


service business with this 
NEW SYLVANIA CAMPAIGN 


Two gorgeous movie stars, Ann 
Blyth and June Havoc, feature 
their personal endorsements of 
your service in this brand new 
Sylvania advertising campaign 
for service dealers. On life-like 
window displays and streamers, 
they recommend you just the 
way they will in the big Sylvania 
ads in Collier’s, Life, Look, and 
The Saturday Evening Post, 
which will appear this Fall. 

In addition, the Sylvania Cam- 
paign offers you four sets of 
personalized mailings imprinted 


with your name, address and 
phone number. All of the mailing 
pieces have stamps already at- 
tached. You pay NO POSTAGE! 
Radio spot announcements, and 
reminder stickers for your cus- 
tomers’ sets round out this sure 
business-attracting kit! 

And all you pay is just 2 cents 
per prospect per month for the 
mailers, All the rest is absolutely 
FREE .. . even the postage on 
the mailers! Call your Sylvania 
Distributor today, or mail the 
coupon below. 


SYLVANIA 


RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT TUBES, 
FIXTURES, SIGN TUBING. WIRING DEVICES; LIGHT BULBS; PHOTOLAMPS; TELEVISION SETS 
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postage already 
attached! Radio 
announcements! 


4 sets of 
mailers with 


Sylvania Electric Products Inc. 
Dept. R-1308, Emporium, Penna. 


Please send me full details on Sylvania’s big Fall 
Campaign for Radio-TV Service Dealers. 
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WESTINGHOUSE TV Sets 


Westinghouse Electric Corp., 
Television-Radio Div., Sunbury, Penna. 


Models: Westinghouse Fall Lin« 
consists of 19 models. 

Selling Features: Line consists of 
one 16-in. plastic table model; four 
17-in. table models, two with plastic 
cabinets, one in mahogany and one 
in blonde. Three 17-in. consoles, 2 
have mahogany cabinets and one is 
blonde. A 20-in. table model has 
Flextone finish. Two 21-in. table 
models have mahogany cabinets, 





and seven 21-in. consoles are avail- 
able, 3 with mahogany cabinets, 
one blonde; 2 with full doors, in 
blonde and mahogany respectively 
and the 21l-in. Salem Chest. ‘Top 
model is a 21-in. console combina- 
tion. “UHF plug-in” and all- 
channel tuner featured. 





CAPEHART TV Sets 


Capehart-Farnsworth Corp., 
Ft. Wayne 1, Ind. 


Models: Trenton and Monticello 
with new CX-36 TV chassis. 
Selling Features: Trenton, No. 
1T172M, 17-in. table model, is 
mahogany finish. Monticello, No. 
3C212M, 2l-in. console, blond 
oak or mahogany. 

Both models feature the new 
Capehart CX-36 chassis with the 
Capehart area control which can- 
cels noise, gives maximum per- 
formance in fringe or local areas; 
age circuit to stabilize picture and 
eliminate airplane flutter; readiness 
for UHF; electric phono plug-in. 
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ZENITH TV Sets 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago 39, Ill. 
Models: Zenith’s 1953 line ‘in 
cludes 28 models; two feature a new 
giant 27-in. picture tube. 
Selling Features: All models fea- 
ture the new “K-53” chassis which 
provides greater sensitivity and se- 
lectivity, superior adjacent channel 
rejection; good contrast, better pic 
ture definition and focus and good 
synchronization under most ad- 
verse reception conditions. New 
“super-automatic station selector” 
in the K-53 permits complete and 
final tuning at time of installation. 
Replaceable channel strips for add- 
ing UHF reception when available. 
[wo models—the Sovereign and 
the Canterbury—feature the 27-in. 
tube which is compact (actually 
shorter in depth than a 21-in. tube). 





Sovereign has a_ traditionally 
styled mahogany cabinet, full- 
length doors. Canterbury, blond 
and modern. Other sets in line— 
table, console and console combi- 
nations—have 17- or 21-in. tubes. 
Ihe 17’s have 148 sq. in. viewing 
surface, the 21’s 246 sq. in 





CROSLEY 1953 TV Sets 
Crosley Div., Avco Mfg. Corp., 
Cincinnati 25, O 
Models: Crosley 1953 TV line in- 
cludes 19 models, 8 have all-chan- 
nel-UHF and VHF reception. 
Selling Features: Custom line in- 
cludes table, open consoles and full- 
door models and feature a choice 


of all-channel reception; or provi- 
sions for attaching Crosley Ultra 
tuner; automatic _ local-distance 
power control, retrace blanking and 
authentic cabinet styling. Line in- 
cludes 15 styles, some in mahog- 
any, others in limed oak. All 
models have front-removal picture 
window for easy cleaning; auxiliary 
controls hidden behind a slide-rule 
dial which has “‘clear-glow” illumi- 
nation for easy tuning. Picture tube 
sizes are 17- and 21-in. 

Deluxe 8-model line includes 
built-in all channel VHF-UHF re 
ception in several models, circuit 
designed to bring in fringe area 
signals as well as from strong local 
stations; all models include preci- 
sion brightness control, retrace 
blanking to eliminate white lines; 
age; switch tuner with which pic- 
ture and sound come in together 
automatically; built-in WHF an- 
tenna and automatic antenna se- 
lector are featured in all models. 
Line includes 4 open-face consoles 
and 4 table models. 





q 





A 30-in. model also introduced 
has 532 sq. in. viewing surface, 27 
tubes and 6 rectifiers in addition to 
TV tube; separate power supply 
provides clarity needed for large- 
screen reception; all-channel tre- 
ception built-in for all present and 
future stations both VHF and 
UHF. Open-face cabinet mahogany 
or blond finishes. 





RCA VICTOR TV Sets 


RCA Victor Div., 

Radio Corp. of America, Camden, N. J. 
Models: 24 basic models in two 
lines—the RCA Victor TV line and 
the RCA Victor TV Deluxe line. 
Selling Features: RCA Victor TV 
line consists of 14 models designed 
to give quality performance at min- 
imum prices; powered by a chassis 
that has given good performance in 
a series of field tests; features in- 
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clude a tone control that enables 
owners to emphasize bass or treble 
notes according to preference; 
phono-jack for attachment of a rec- 
ord player; illuminated station-se- 
lector dial; optically treated kine- 
scope face; shatter-proof glass front; 
intercarrier sound system; shielded 
chassis and double-shielded tuner; 
23 tubes; 16 tuned picture circuits; 
18 tuned sound circuits; cabinet 
styles in modern and period de- 
signs, 17- and 21-in. tubes are in- 
cluded. 

RCA Victor TV DeLuxe line 
consists of 10 models featuring 
continuous tone control, 21 tuned 
picture circuits; 40-megacycle IF 
amplifier; high-gain, age; designed 
to give best ” possible reception in 
“fringe” or “difficult” areas in city 


or country and finest picture defini- 
tion in metropolitan and other 
areas where high-quality signals ex- 
ist. 





CBS-COLUMBIA TV Sets 


CBS-Columbia Inc., 
170 53rd St., Brooklyn, N. Y. 


Models: 3 new lines—Studio, Mas- 
terworks and Decorator. 

Selling Features: Studio series, a 
low priced line, features the CBS 
Power-Tron 800 21-tube chassis in 
17, 20 and 21-in. models; glare free 
screen, removable safety glass are 
other features. 

Masterworks series, a high style, 
deluxe models in appearance and 
performance features the CBS 
Power-Tron 1000 26-tube chassis; 
equipped with removable safety 
glass and a glare-free screen. 

Decorator series includes 3 types 
of sets—a 20-in. chassis without 
cabinet for home decorators who 
want to build a chassis into a wall 
or into their own cabinet; a 20-in. 





model in an unfinished cabinet for 
customers who wish to paint, stain 
or antique their set; and table 
models in 7 colors for those who 
prefer pre-finished sets. ‘“Coordi- 
nated colors” were chosen by House 
& Garden fashion experts in pastels 
and deep basic colors. 
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they've been pre-sold in the JOURNAL 
they'll ring up profits for you... 


Air-Way Sanitizor Vacuum Cleaner 

American Beauty Electric Iron 

Arvin Automatic Toaster 

Arvin Electric trons Arvin Lectric Cook 
Caloric Gas Ranges 
“Comp tion” Cleaners and 


ind Freezers 


Frigidaire Automatic veahert: 

Frigidaire Refrigerators = 

Frigidaire Washers, id Electric lroners 
G-E Automatic Toaster 

G-E Auto Washers pt Bulbs 
G-E Refrig -Food F, 

G-E Trig ( 


she means business! 


Yes, she means business every time she comes 


to your store! 


She’s already “shopped” products and brands 
in the pages of LADIES’ HOME JOURNAL— 
she comes to you to buy. 

She’s typical of more than 4,500,000 

Journal readers, and they add up to big 





business. And you can get your share 
of it by featuring the merchandise they’ve 
seen in the Journal. 


Ladies’ Home 


JOURNAL 


Nearly half — 47% — of 72,000 
women interviewed in 

642 retail stores say they read 
LADIES’ HOME JOURNAL 
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“Se 


New per” Personal > 
Radio. Book-size portable uses 


new long-life RCA _ batteries 
plus a Special Battery Life 
Saver Switch that lets part of 
your batteries “loaf” in strong 


signal areas, delivers only the 
necessary power. Six high-fash 
slate 


colors 


ion grey, raven 
black, antique ivory, laurel 
green, coffee tan, wine red 


Ready to play, weight only 3%4 
pounds! Model 2B400, $29.95 
(less batteries) 





+ 
Compact “Victrola” 45 
attachment. play 
through most AC radio, pho- 


Can 


nograph or TV sets. Less than 
a foot square, tucks away ina 


bookshelf. Model 45J2, $16.75 


& 
“Victrola” 45 portable. 
This easy-to-take portable 
has the famous “Golden 
Throat” 
Plugs into AC outlet, has 
convenient built-in carry- 
ing handle. Model 45EY3, 
$44.95 


tone system 





“Victrola” 45 table phonograph. 


Has giant 8-inch speaker—the largest 
and most sensitive speaker ever in an 
RCA Vietor “45” table set. Model 


ISSEY 4, $49.95 


» 
Kiddies’ “Victrola” 45 phono- 
graph. Gayly decorated with Walt 
Alice in Wonderland” Char- 
Complete phono- 


Disney 
acter decorations 
graph has its own fine speaker Model 
ISEY 26, $34.95 


(Copyright Walt Disney Productions) 
RCA Batteries are “radio-engineered” for extra listening hours. 


Make sure your customers get ‘em! 
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6 
The Reveler. A triple-play favorite, this 
jaunty lightweight performs on AC, DC 
or its own battery 









Lustrous maroon alli- 
Model BX57, $34.95 


gator-grain plastic 
(less batteries) 





























“Globe Trotter” Standard. Good A 
looks, good listening at a value-packed low, low 
price! Brings in distant, hard-to-get stations. AC, 
DC or battery. Model PX600, $39.50 (less batteries) 


tye b your 


and they’re all 


@ You're looking at the greatest array of radios, 
portables, phonographs and personals in the history 
of the industry—styled to sell on sight. 

Here’s the answer to every conceivable musical 
taste your customers can have. And each of these 
sets is backed by the unsurpassed quality engineer- 
ing that has made the name of RCA Victor the 
world leader in home entertainment. 








Victrola” 45 radio- 
phonograph. W orld’s finest system 
of recorded music, plus powerful AM 
radio. Has the “Golden Throat.” 
9Y510, $59.95 


Model 





> 


Complete “Victrola” 45 phonograph. 
they want through its 
“Golden 


ISEY2, 


Plays the musi 
own fine speaker, brilliant 
Throat” Model 
$34.95 


tone system. 
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Complete “Victrola” : 
3-speed phonograph. Has the 
“Golden Throat” tone system, and its 
own fine speaker. Model 2ES3, $69.95 


< 


Compact “Victrola” 3-speed Victrola” 3-speed radio. 
attachment. World’s finest all- phonograph. Has powerful AM 
speed record changer, can play radio. 3-watts push-pull output. In 

through most AC radios, phonographs, mahogany or walnut finish. 
or TV sets. Model 2JS1, $49.95 (Limed oak extra) Model 2&sS7, 


Cystere fore! 


“Victrola” 3-speed portable. 
Giant 8-inch speaker, “Golden 


Throat” tone system. Plugs into AC 
outlet. Smart luggage-type cabinet has comfortable 
carrying handle. Model 2ES38, $99.95 


Better still, theyre all pre-sold by the biggest 


: “ee ages ; a YI 
national advertising campaign in the home instru- tl Mee 7, 


ment field—in Lire and the Post—on network 
radio—on network TV! Millions and millions of 
people know and want RCA Victor. 

See your RCA Victor distributor NOW . . . stock 
this marvelous line-up . . . display them. . . then 
watch those big sales roll up! 


The Blaine. Top RCA Victor quality at a low, 
low price! Bedroom, kitchen or den . . . this 
handsome radio is “at home” anywhere. Model 
1X51, maroon, $23.95. Also antique ivory, 
coffee tan, laurel green, wine red, slate blue and 
colonial white, $24.95 


The Lindsay. A real power 
giant with 3-gang condenser for sharper tun- 
ing, greater range. In two popular decorator 
colors: deep maroon, cool ivory. Model 2X61, 
$34.95. Also the Kerry, powerful AM and 
short-wave reception. Model 2X621, $34.95 
z 
| 
The Livingston. Power- 
ful AM-FM set has huge 
8-inch speaker, “Golden 
Throat’’ tone system. 
Sturdy cabinet is finished 
in glowing maroon. Model 
1R81, $79.50 
New RCA Victor Clock Radio. The elec- The Gladwin. Giant 8-inch 
tronic servant WITH a memory! Wakes them speaker gives console tone! Like most RCA 
up to music, starts the coffee,‘turns on a light, Victor table sets, it has a built-in phono-jack for 
or lullabys them to sleep...tells the time in the record changer attachment. Maroon or antique 


dark! Has phono-jack. In maroon, colonial ivory finish. Model 1X591, $34.00 
white or antique ivory. Model 2C521, $39.95 


Tmks. @ 


A Prices shown are suggested list prices but subject to 
Government Price Ceiling Regulations and to change 
wana without notice. Slightly higher in far West and South. 


DIVISION OF RADIO CORPORATION OF AMERICA 


WORLD LEADER IN RADIO... FIRST IN RECORDED MUSIC... FIRST IN TELEVISION 
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priced for BUY- APPEAL 


..» retails for under $28! 




















styled for EYVE-APPEA 


. «+ Streamlined, enamel finished. 


















built for SIGH-APPEAL 


.. « delivers welcome warmth in seconds. 














































Convenient carrying 
handle doubles as 
handy drying rack for 
towels, hand-wash. 




















































































































SAFE — U.L. Approved. Uses 
no water or steam. Fully en- 
closed heating element. 


FAST — Begins heating imme- 
diately. Uses 1320 watts, A.C. 
or D. C. Delivers 4500 BTU per 
hour, equal to 1834 sq. ft. of 
steam radiation. Average op- 
erating cost, 2c an hour. 


LIGHT — weighs only 281% 
pounds. Compact size: 23” x 
7” x 19", 





















































Portable Electric 


RADIATOR 












Write for details 


CONCO ENGINEERING WORKS 


Division of H. D. Conkey & Company * Mendota 1 Illinois 






























ARVIN 1953 TV Se 

Arvin Inc., Columbus, Ind. 
Models: 1953 Arvin TV line in- 
cludes 19 new console and table 
models. 
Selling Features: ‘lop of line Arvin 
7000 series, “Super Custom 28,” 
features 9 console type 21-in. screen 
sets with 28 tubes (including pic- 
ture tube and rectifiers), with Arvin 
“all channel” dual tuner as standard 
equipment. 

Five 26-tube models in 7000 
series have VHF tuner only, with 
provision for UHF by adding a 
converter. 

Arvin 6000 series consists of five 
22-tube sets in blond or mahogany 
table models and consoles, available 
with 21-in. or 17-in. picture tubes. 

Fresh styling includes use of ma- 
hogany, limed oak, cherry and 
maple for cabinets; open face, full- 
door and decorative recessed grilles 
in console models. 

Improved 26-tube “dual power” 
custom chassis is continued in the 
1953 line and the “all-channel”’ 
tuner added to top series. Arvin 
“noise inverter’ filters out noise 
from TV signal and prevents it 
from affecting synchronization and 
control; double-keyed age has an 
electronic gate to minimize inter- 
ference; built-in adjustable antenna, 
variable tone control, bass-compen- 
sated volume control, straight AC 
transformer circuit and _ rubber- 
mounted tuner and speaker are 
other features. The 6000 series fea- 
tures a 22-tube “Jet” dual-power 
chassis for long-range reception. 































MAGNAVOX TV Sets 
The Magnavox Co., Fort Wayne, Ind. 


Models: Empire 21, Envoy 20 and 
French Provincial 21. 
Selling Features: Empire 21 con- 
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NEW PRODUCTS «~~~ 


sole has 21-in. cylindrical picture 
tube; tilting arrangement of tube 
and optically-filtered safety glass 
deflects annoying lights and reflec- 
tions from tube face to floor; Mag- 
nascope picture system produces 
no-glare_ picture; omy ot long- 
distance ‘TV chassis; has 21 tubes 
including 2 rectifiers and picture 
tube; 12-in. speaker inclined up- 
ward for better sound distribution; 
tone control knob provides “per- 
sonalized” tone control; instant 
effortless tuning; instantaneous agc, 
interference rejector, Magna-Lok 
automatic frequency control, verti- 
cal picture stabilizer; an all-channel 
UHF tuner may be installed within 
cabinet when stations are available; 
mahogany or blond cabinet. 





Envoy 20, table model, has Mag- 
navox long-distance chassis with 21 
tubes including 2 rectifiers and 
picture tube; instantaneous age; full 
screen focus; Magnavox interference 
rejector; Magna-Lok automatic fre- 
quency control; vertical picture 
stabilizer and instant tuning; 8-in. 
Magnavox dynamic speaker; adapt- 
able to easy inside-the-cabinet in- 
stallation of an all-channel UHF 
tuner; mar resistant mahogany-red 
Cordovan finish. 

French Provincial 21, an all-in- 
one home entertainment unit has 
21-in. cylindrical picture tube, an 
AM-FM radio and an automatic 
record changer. 

Long-distance TV chassis has 20 
tubes, including 2 rectifiers, and 
picture tube; built-in optically fil- 
tered safety glass; tilted tube and 
screen; 2 12-in. speakers mounted 
on inclined baffle for better sound 
distribution. 

Magnavox AM-FM radio chassis 
has individual bass and treble con- 
trols, permitting any combination 
of tonal balance desired; 3-gang 
condenser; equipped with 11 tubes 
including 1 rectifier. 

Record changer features Magna- 
vox pianissimo Fathien touch ae 
and dual stylus. 

Cabinet available in hand-rubbed 


maple or Savoy. 


Correction 





Channel Master’s new 10-ele- 
ment yagi antenna was described in 
July as being able to produce over 
124 db when stacked. The item 
should have read: “can be stacked 
to produce over 144 db.” 
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CONSUMERS, DEALERS, DISTRIBUTORS— ALL AGREE -— 


IS FIRST IN OHIO! 





Cous AMET. Mrs. David Hall, Bexler, Ohio, shown here with her two nieces, holds down 


two full-time jobs: keeping house and teaching school. “! don't see how | could do it all without my 
wonderful Hamilton Dryer!" 


WHY THE ORIGINAL AUTOMATIC DRYER 
IS STILL THE 3-WAY FAVORITE! 


Everybody is happy with the Wamiften Clothes Dryer! The 
consumer loves it for its swift, safe, trouble-free performance, and for 
its use with any kind of wiring, any type of gas. The dealer profits with 
Hamilten because it’s the best-known name in the rapidly expanding 
field, because it cuts service problems, because it’s backed with dis- 
tinctive advertising and display material, and supported with sound 
sales training. 

Leading distributors choose Hamilton because it’s exclusively 
a line of dryers—the first and finest in the business. They have no “taga- 
long”, slow-moving appliances to worry about... no service problems 
from dealers. They have a feature role in the appliance industry's out- 
standing manufacturer-distributor-dealer team. 

If you’d like to be a member of this great profit- 
making team, we suggest you write today to: 

Hamilton Manufactuning Company 


TWO RIVERS, WISCONSIN 


Hamilton 


The Original 


AUTOMATIC CLOTHES DRYER 


Gas and Electric Models 


Hamilton Manufactuning Company + TWO RIVERS, WISCONSIN 
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Dealer: 
%. Lloyd Hinton, owner of Clintonville Electric, Columb 


numbers Mrs. Hall among his many isfied H s. i 
easiest to demonstrate, easiest to sell,” he says, “and, best of all, one sale soon 
brings in another!” 





M 





Des tribator: Mary Ellen DeWine, 


Home Economics Director of Luethi & Welch, Columbus 
distributor, is always happy to d tr a Hamil 
Dryer. She and her stoff all report that housewives are 
delighted with the work-saving, time-saving, clothes- 
saving advantages of America's original automatic dryer. 
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ne HIOT ROCK 


LIST PRICE 





RADIANT ELECTRIC 





Eye Appeal and 
Sunshine Warnith... 


A two-for-one value that warms up cold 
customers... pretty as a picture, hot as a 
heater...a winning combination that 
puts the heat on lagging sales. 

Heat source is scientific film type heat- 
ing process proved by major aircraft 
companies and armed services for over 3 
years...now for first time available to 
consumer market. Employs no hot burn- 
ing wires... heat is distributed evenly 
over entire surface. 

Picture Heater gives invisible sunshine 
warmth... heats you from the top of your 
head to the tip of your toes. 

Tell your customers and watch it sell. 


® WILL NOT ENFLAME CLOTHING 


¢ WILL NOT SCORCH OR BURN 
* BECOMES DECORATIVE PART OF ROOM 


4 Beautiful Frame Finishes 

* Limed Oak * Maple * Walnut »* Silver Fox 

Size 24” x 30" x 2” 

110 volts, A.C. or D.C. 

Complete with plug-in cord (One year warranty) 
Weight 20 Ibs. 





7116 LAUREL CANYON BLVD., NO. HOLLYWOOD, CALIF. 
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SPARTON TV Sets 


Sparton Radio-Television Div., 

The Sparks-Withington Co., 

Jackson, Mich. 

Models: Two new “Sparton Ren- 
ville’ 17 in. Cosmic Eye models 
Nos. 5252 and 5253. 

Selling Features: Both models are 
open-face consoles with ultra-range 
tuner which is engineered to receive 
UHF without use of a converter or 
other outside attachments; other 
features include Equasonne audio 
system; Cosmic Eye picture-lock to 
eliminate flutter and flop-over; and 
a 21-tube chassis. No. 5252 has 
mahogany cabinet. No. 5253 in 
blonde. 





RAYTHEON 1953 TV Sets 


Belmont Radio Corp., Div. Raytheon 
Mfg. Corp., 5921 W. Dickens Ave., 
Chicago, Ill. 

Models: ‘Two Raytheon TV lines— 
9 in Raytheon’s Suburban line and 
5 in Continental series. 

Selling Features: All Continental 
models feature a 21-in. electrostatic 
pre-focused picture; Raytheon’s 
“VU-matic” tuning and “Chan- 
nelite” which permits easy 1-knob 
tuning of VHF and UHP, and full- 
band AM radio, and shows by 
“ghost light” the channel or fre 
quency being seen and heard; full 
VHF and UHF circuitry, tone con 
trol, 10-in. speaker, 27 tubes, 4 








TV AND 


NEW PRODUCTS .. "cc 


rectifiers, phono and_ hearing-aid 
jacks, extra long power cord for easy 
interior arrangement; all Conti- 
nental models are consoles es- 
pecially designed by Marholz and 
finished in mahogany or blond 
Korina wood. 

Suburbay series offers variety of 
models in table and console cabi- 
nets; all units have both VHF and 
UHF circuitry, so that those which 
do not contain the UHF tuner are 
ready for its installation inside set 
in future; “Channelite” tuning for 
easy visibility is provided in one 
table and 4 console models. Two 
table and 2 console models have 
l-knob drum tuning that always 
shows correct channel number; 4 
units have 17-in. electrostatically 
focused picture tubes; five 21-in. 
viewing screens are similarly fo- 
cused. 





CROSLEY 1953 Radios 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 

Models: Crosley 1953 line of 31 
radios includes new and improved 
versions of the Crosley Coloradio, 
Decorator and Kitchen radios. 
Selling Features: Coloradio series 
E-15 is available in 4 color selec- 
tions—chartreuse, blue, steel blue 
and tan; embossed white numerals 
on gold dial; dial pointer, control 
knobs and crest in gold. Suction 
cups for mounting firmly on smooth 
flat or curved surfaces. 





Decorator radio, series E-20, has 
new shadow-box front in moder 
styling; inward slope of beveled 
cabinet front serve as baffle for re- 
cessed speaker giving truer repro- 
duction and improving tone quali- 
ties. Available in maroon, green, 
tan or gray. 

Kitchen radio model, E-15WE, 
has white cabinet, chrome trim; all 
sharp dust-collecting corners have 
been eliminated; suction cups min- 
imize risk of sliding, extra-long 
cord enables set to be placed on 
high shelf. 

All 3 series have new “‘drift-free”’ 
tuning; permanent magnet-type 
speakers mounted in rubber to 
minimize possibility of “feedback.” 
Ave; built-in socket on back pro- 
vides connection for any type rec- 
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ord player; all sets work on a.c. or 
d.c. 

Other sets in line include the 
clock radio series D-25; FM-AM 
table radios, series E-30; the Sere 
nader, Series 11-114U; and the Dy- 
namic modern table radio Series 
11-100U. Clock-radio features a 
circular clock on left balancing the 
radio dial on right; both gold 
trimmed. Clock radio automati- 
cally turns itself on in morning at 
preset time, and automatically 
turns off at night after playing any 
period up to an hour. Available in 
6 colors. 

Crosley FM-AM has a molded 
phenolic cabinet in maroon, blue, 
green and tan; circular speaker 
grille at left. 

Serenader series has molded phe- 
nolic cabinet; concentric circular 
speaker grille, embossed into left 
side of cabinet; 6 colors available. 

Dynamic table radio fits most 
tables and shelves; mar-proof and 
kid-proof base permits it to be 
placed on smooth or curved sut 
faces; available in 6 colors. 


RAYTHEON 1953 Radios 


Belmont Radio Corp., Div. Raytheon 
Mfg. Corp., 5921 W. Dickens Ave., 
Chicago, Ill. 

Models: 4 models—a clock radio, 
a 3-way portable, an ac-de in plastic 
cabinet, and a combined AM-FM 
receiver. 

Selling Features: Clock radio No. 
CR-41 has radio control switch at 
bottom of clock dial that turns 
radio on and off and controls alarm; 
in addition to sleep switch, which 
automatically turns off radio or any 
appliance plugged into it, the alarm 
button will set the “turn on” time 
for the radio; a 115 volt ac socket 
at rear handles any appliance con- 
suming 1100 watts or less; built-in 
antenna, 115 volts, a.c.; plastic 
cabinet in white, mahogany or 
Chinese red. 


aaAavrtrweoaon 


[Three-way Portable No. PR-51 
has full AM coverages; an Alnico- 
5 speaker; built-in antenna; easy- 
to-hold plastic handle; 4 miniature 
tubes plus 1 rectifier; one 7.5-volt 
A battery and a 90-volt B battery; 


operates on a.c., d.c. or battery. 

AM model R-51 has complete 
coverage from 540 through 1600 
kes; Alnico-5 speaker, built-in an- 
tenna, 4-tubes, plus rectifier; oper- 
ates on 115 volt a.c. or d.c.; plastic 
cabinet in mahogany or white. 

FM-AM table model FR-81, su- 
persensitive FM covers entire band; 
long-distance AM also offers com- 
plete coverage; operating on AC 
this 8-tube set plus one rectifier 
has an Alnico-5 speaker and built- 
in antenna; plastic cabinet with 
washable grille in black or ma- 
hogany. 


SENTINEL Handy-Talkie 
Radio 
Sentinel Radio Corp., Evanston, Ill. 


Device: Sentinel new sub-minia 
ture 13-tub Handy-Talkie radio. 

Selling Features: I'M _ transmittet 
and receiver effective in short dis 
tance communication; frequency 
range in FM band covers 43 chan- 
nels; single superhet receiver with 
single crystal controlled local oscil- 
lator; transmitter consists of auto- 
matic frequency controlled oscilla- 
tor, a modulator, buffer doubler 
and final amplifier; flexible ribbon 
coil type antenna and complete 
waterproofing are other features. 


MITCHELL Portable Radios 


Mitchell Mfg. Co., 2525 Clybourn 
Ave., Chicago 14, Ill. 


Models: Mitchell 3-way portable 
radios Nos. 1256 and 1257. 

Selling Features: Light, 5-tube port- 
able units operates on 110 volt a.c. 
or d.c. or from self contained bat- 
teries; superhet circuits cover full 
AM broadcast band from 540 to 
1620 ke; air magnet antennas as- 
sure full reception for any area; full 
vision side tuning dials and auto- 
matic volume control; uses 44 volt 
“A” and 90 volt “B’’ batteries; 
maroon or green plastic cases. 
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NEW SMES! QUICK PROPS 


with the amazing new 


id WET cs te Wy 


HoT ROCK 


RADIANT ELECTRIC 


COLD CUSTOMERS 
WARM UP TO THIS 


PLUS VALUE/ 


Here’s an electric heater to make you 
money to burn...priced for budget-wise 
homemakers with young incomes. 

No burning hot wire elements apt to 
enflame clothing...no reflectors to pin- 
point heat in one spot...only Hot Rock 
gives true radiant heat that is as comfort- 
able as sunshine. 


© WILL NOT ENFLAME CLOTHING 
*® NO FLAME, NO GLOW, NO FUMES 


SAFE FOR CHILDREN! 


Tiny hands can touch 
Hot Rock and it will 
“sting” but not burn. 
Keeps baby warm at 
floor level. Takes the 
chill off drafty rooms. 














te 
be 
4 BEAUTIFUL FRAME FINISHES 
(Panel Surface: Warm Grey) 
* Limed Oak * Maple * Walnut © Silver Fox 
Size 24” x 36" x 2” 
110 volts, A.C. or D.C, 
Complete with 6’ plug-in cord 
(One year warranty) 
Weight 23% Ibs. 


Write or Wire for Dealer Discounts 


7116 LAUREL CANYON BLVD., NO. HOLLYWOOD, CALIF. 
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3 Brand-new 


Model 2H-34 design. New colors. Exclusive new feature. 
s In red, white, and green. Height 75% in. Retail price $6.95. 


CONTOUR Anentirely new look in kitchen clocks. New ? 


Styled and priced for 
quick selling! 


Here are three completely new General Electric Clocks that 
will catch your customers’ eyes and dollars! 

Notice the smart, distinctive styling, the popular price 
brackets. They’re made-to-order for you to sell—and for your 
customers to buy! 


Advertising? No other line 
gives you so much! 


A consistent campaign in Life Magazine, and Woman’s Day. 
And of course, ever-popular Garry Moore on TV who sells G-E 
Clocks for you right in your customers’ living rooms! 


HELPER Nev. ultra-modern kitchen clock. Large dial, 
Model 2H-38 Shatterproof crystal. In red, white, and yellow. 


ws Height 514 in. Retail price $4.95. 





Rotary Clock Center. Revolving fixture that holds 
up to 14 clocks. All-wood stand displays kitchen 
clocks in natural hanging position. Only 20 inches 
wide. $10.95, including delivery. 


Order your new G-E Clocks 
and displays today! 
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G-E Clocks! 


And to help you 
sell ’em fast... 

A display that’s just right 
for your store! 


GUARANTEED TO SELL OR YOUR 
MONEY BACK! 


General Electric will refund the full cost of the De Luxe or 
Junior Clock Shop, or Rotary Clock Center shown below if fix- 


ture does not increase clock business for the six months follow- 


BECKONER New, low-priced alarm clock. Ultra-mod- ing installation over same six-months period of previous year. 
Model 7H-218 ern with wrap-ar ound shatter proof crys- Provided government regulations or other causes beyond our control 
tal. Green dial, ivory case. Height 334 in. Retail price $6.95. do not curtail production or deliveries. 


‘ 


467 PRAT Oe eT 
= 


4 OARINE PROOP 
OF ACCURACY / 











3-Second Display. A sure shopper-stop- 

per for window or selling floor. A strik- 

ing demonstration of G-E accuracy. 
De Luxe Clock Shop. Permanent display with Junior Clock Shop. With new hinged side panels to Find over 3-second difference in the 
shelf space for 20 clocks. Now selling clocks hold 4 kitchen clocks. Whole display holds 16 models. time . . . get a clock free. Display costs 
for over 6000 dealers! Shipped prepaid, $75.00. Takes only 3 feet of space! Shipped prepaid, $27.00. only $3.95. 


ss 


You can fel your cone fidence on _ 


GENERAL @@ ELECTRIC 
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* 
The most successful model 
we have ever introduced 


“Designed Color” 


PRODUCT OF CENTRAL RUBBER AND STEEL CORPORATION e FINDLAY, OHIO 


ARVIN 1953 Radios 
Arvin Inc., Columbus, Ind. 
Models: 1953 Arvin line includes 
39 radios. 
Selling Features: Line is _high- 
lighted by a shortwave table model, 
655SWT, the 651T in 4 colors, 
the “Sleepytime” clock-radio, and 
the 650P 3-way portable an- 
nounced in spring. Radio-phono 
combination consoles introduced a 
year ago have been retained in line 
also. 


MITCHELL Bedlamp-Radios 


Mitchell Mfg. Co., 2525 Clybourn 
Ave., Chicago 14, Ill. 

Models: Mitchell Lullaby bedlamp- 
radio combinations. 

Selling Features: Combines AM ra- 
dio with glarefree tubular reading 
lamp with special frosted glass lens 
for eye comfort; equipped with ad- 
justable brackets to fit any head- 
board and special wall brackets for 
use with beds without headboards; 
easy-to-tune superhet radios with 
built-in Air Magnet antennas, Al- 
nico PM speakers, AVC; 110-120 
volts a.c. or d.c.; mahogany or ivory 
plastic case. 


eS 


Shura-Tone Products Inc., 440 
Adelphi St., Brooklyn 17, N. Y. 
Device: Shura-Tone phono No. 
301. 

Selling Features: Amplified port- 
able phono with tone control 
added; 3-speeds; 2 tubes. 
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Raytheon’s 


assured profit plan 
for TV dealers: 


We at Raytheon are old-fashioned enough 
to believe that the future of the television 
business rests upon the ability of the tele- 
vision dealer to make a profit. In these days 
of high costs and low discounts, it is becom- 
ing increasingly difficult for television dealers 
to accomplish this. 


Today the television dealer is beset with 
many problems, not the least of which is 
trade-ins. It is our considered opinion that 
trade-ins will become increasingly important 
this Fall and that the successful dealer is the 
one who will be able to capitalize on this 
turn-over and still show a profit. 


We believe that the Raytheon Assured 
Profit Plan helps solve this ever-growing 
problem. It is the first of its kind in the en- 
tire television industry. It establishes a pro- 
motional margin, designed to enable dealers 
to take merchandise in trade for new large- 
screen Raytheon television receivers and still 
show a substantial profit. It gives television 
dealers wonderful new flexibility in their 
trade-in operations. It recognizes the fact 
that there is an irreducible margin beyond 
which no television dealer can be expected 
to go and still show a profit. 





That is the essence of Raytheon’s Assured 
Profit Plan for dealers. Raytheon will make 
no attempt to dictate the uses to which deal- 
ers put these extra margins. They may be 
divided in any way the dealers see fit, be- 
tween extra promotional efforts and liberal- 
ized trade-in allowances. 


Coupled with Raytheon’s outstanding new 
line of television receivers, featuring the ex- 
clusive VU-matic UHF-VHF tuner for all- 
channel reception, this unique program can 
go a long way toward stabilizing the televi- 
sion dealer’s profit picture. 


No other radio-television manufacturer has 
ever provided its distributors and dealers 
with as liberal and comprehensive a mer- 
chandising plan as this. Be sure to contact 
the authorized Raytheon distributor nearest 
you for complete details. 


VICE PRES. 


Before you buy, see Raytheomgy with VU-matic, all-channel tuning 


= AYTH FON BELMONT RADIO CORPORATION © A Subsidiary of Raytheon Manuf 
TELEVISION 
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Take advantage of the big demand for steel 
kitchens and cash in on this profitable bus- 


iness, It's EASY! Harrison now has available 




















me 














Fs Wes 


to you the striking display unit shown above, 
featuring cabinets in COLOR. It comes 
complete in every detail and can be assembled 


in less than two hours, It is free standing, it 


attracts attention, and it shows the beauty and 


superiority of Harrison cabinets in the most 


attractive way. 


Harrison offers a complete line of Standard 


and Custom Cabinets made of heavy gauge 

steel and finished with beautiful, lasting baked- 
on enamels. Order complete kitchens or 

single cabinets, in white or pastels. 





ATTACH 
160m £0) 8) | 
LETTERHEAD 


TODAY! 
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SEND THIS COUPON NOW! 


Harrison Steel Cabinet Co. 


City 


STEEL CABINET COMPANY 





4718 West Fifth Ave. 

Chicago 44, Ill. 

Please send more information on HARRISON 
steel kitchens to: 

Name 

Company__ 

Street__ 








E. V. PETTIGREW (left) watches two Jackson, Tenn., 





residents, Mrs. J. T. 


McHughes and Ann McHughes, as Irene Tooms takes their appliance orders. 
The profits from this sale and all other sales of the Jackson Appliance Co., 
during March went to help rebuild a burned church 


Appliances Help 
Rebuild a Church 


When fire damaged his church, E. C. Pettigrew, 
Jackson, Tenn., dealer, donated a month's profits 
to help rebuild it and touched off a stampede 


¢¢ AIRE struck and badly damaged 
the Lambuth Memorial Metho- 

dist Church in Jackson, ‘Tennessee on 

December 11.’”’—News Item. 

This little piece of news ordinarily 
would never have made any news- 
paper in the United States except the 
local one, The Jackson Sun. However, 
the offer of one member of this small 
church caused even the United Press 
to pick it up and papers all over the 
country carried the story. 

E. V. Pettigrew, owner and operator 
of the Jackson Appliance Company, 
conceived the idea of giving his en- 
tire profits from his business, during 
the month of March, to help rebuild 
his beloved church, of which he is 
choir director. 

Such a unique and unusual gift is 
perhaps unparalleled anywhere and 
the offer “‘struck like wildfire” in this 
friendly town of forty thousand in- 
habitants. The Jackson Sun donated 
much space in carrying the story, the 
three radio stations gave spot news of 
it often, and the distributors from 
whom Pettigrew buys his appliances 
not only sent their best demonstrators 
to his store to help in the “drive”, but 
furnished, free, large ads in the local 
paper. The reporters from the Com- 
mercial Appeal and Press Scimitar 
of Memphis, Tenn., covered the story. 
The slogan everywhere was “Buy at 
Jackson Appliance Company during 
March, and help rebuild Lambuth 
Memorial Church”. Not only mem- 
bers of this small residential church, 
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but all other denominations, rallied 
to this project. 

The McHughes family, members of 
Hays Avenue Methodist Church, were 
so intensely interested in the plan that 
they went down in a group and each 
bought one appliance. McHughes 
bought an Ironite ironer to lighten 
his wife’s household duties. Mrs. Mc- 
Hughes chose an electric waffle iron 
and sandwich maker to provide her 
husband with his favorite foods. Ann, 
the daughter, settled on an electric 
popcom popper which would be fun 
to operate when the young crowd 
dropped in. Many citizens who 
couldn’t afford to purchase major ap 
pliances at this time selected small 
items such as electric percolators and 
hot plates, light bulbs, sockets and 
extension cords. 

From Church to Sales Floor 

Pettigrew directed the personnel, 
and many members of the congrega 
tion acted as salespeople. He said, 
“All the distributors were helpful with 
suggestions and real contributions and 
they indicated from the first that 
they were glad to follow any sugges- 
tions that would further the plan,” 
adding, ‘We had a lovely little church 
and we want to build it again. Rather 
than solicit funds we are trying to let 
people get full value of what they con- 
tribute.” The distributors also gave 
checks early in the month for paid 
advertising on the three local radio 

(Continued on page 146) 
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on’t miss this NEW FLORENCE 
as “KITCHEN-HEATING” Range 


Keeps kitchen warm in winter 
...cool in summer 











Sell this great new 
range for only 


99" 


...and that’s a price 
that means generous 
profits for you 


Phone, wire or write the nearest Florence office for full information... 
GAS RANGES - LP-GAS RANGES - ELECTRIC RANGES - OIL RANGES 
COMBINATION RANGES: GAS HEATERS - LP-GAS HEATERS - OIL HEATERS 


FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Moss. Mid-Western Plant: Kankakee, IIlinois. 
Southern Plant: Lewisburg, Tenn. Other Sales Offices: 1 Pork Avenue, New York; 1459 Merchandise Mart, Chicago; 
469 Western Merchandise Mart, San Francisco; 53 Alaboma St., S. W. Atlanta; 301 North Markef Street, Dallas 
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WITH BUILT-IN 
ALL-CHANNEL TUNING! 


aT 


a 


The Fairmount, 21-inch open-face console. In ma- 
hogany, $399.95. In blonde, The Claridge, $419.95. 
Same models, VHF only, $359.95 and $379.95. 
‘ Tt They 








12 VHF channels — 70 UHF channels 
at the turn of a single knob! No 
tuner strips — no converters! 





No other TV offers all these most-wanted features: 


@ First set ever built to give one-knob control of all VHF and UHF 


stations within range, in any location, now or in the future. Sho Wiiinentieds, S1-4tadb Madly Aceedioen meat 
28 tubes including rectifiers and picture tube. and The Normandie, in French Provincial cherry, 


$549.95. Same models, VHF only, $499.95. 
Choice of nine 21-inch consoles, superbly styled in period or modern 
design and crafted with supreme integrity. 


Arvin Phantom Filter checks picture roll, bounce, and jitter. 


Picture Power Amplifier triples picture contrast, puts new life in 
movies and new thrills in viewing live shows. 


Simultaneous Sound System with Velvet Voice intercarrier excludes 
extraneous noise. 


Dual Power and Cascode Booster Tuner build up weak signals, pre- 
vent overloading by strong signals. No external booster is necessary. 
New Linearity Control Circuit prevents circles from appearing egg- 
shaped. 


Many other fast-selling features including built-in adjustable an- 
tenna, variable tone control, bass-compensated volume control, and 
rubber-mounted tuner and speaker. 


These magnificent Arvin models are your key to the whole UHF- 
VHF future of TV. Get all the facts from your Arvin distributor now. 


The Waldorf, 21-inch mahogany console, with full 
doors, $499.95. Also VHF only, $449.95. 
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The Wilshire, 21-inch modern console with full 
doors, in satin-finished limed oak, $529.95. Same 
models with VHF tuner only, $479.95. 


The Shoreham, 21-inch recessed console in blonde, 
$469.95. The Shelburne, in mahogany, $449.95. 
Same models, VHF only, $419.95 and $399.95. 


The Sheraton, 21-inch console in beautifully fin- 
ished hand-rubbed Honduras mahogany, $549.95. 
Same model VHF only, $499.95. 


Arvin Dual Power Je c4 unequalled quality in the low price field 


; ; The 

@ 22 tubes including recti- " The , 

fiers and picture tube. - ; Campaigner ! Name on wil 
@ Dual Power Jet Chassis bese — glare-proof remov- 
for long-range reception. $199.95. Matching able. safety glasei 
@ New Cascode Booster co base, only $239 ~ ie finish, 
Tuner eliminates any need $19.95. sues 

for external booster. 


@ Internal Blanking elimi- 
nates all vertical retrace lines. 





@ 17-inch and 21-inch table 
models and consoles. 

@ Arvin Velvet Voice tone 
with Magna-Bass amplifier. 
@ Secondarycontrolsin front 
behind center panel. 

@ Matching consolette ta- 
bles on easy rolling casters 
available for all table models. 
@ Plenty of other easily dem- 


onstrated superiority fea- 
tures. 


A few selected distributor franchises are still available 


Radio and Television Division, ARVIN 


The The 


Berkshire 
21-inch table model 
with glare-proof re- 
movablesafety glass; 
Mahogany finish, 
$249.95. Matching 
consolette base, only 
$19.95. 


* 
IMPORTANT: Ar- 
vin Dual Power Jet 
22 models can be 

uipped to receive 
al: 70 new UHF chan. 
nels by addition of 
an Arvin Converter, 
$39.95. 


Del Mar 
21-inch open-face 
console. Superb cab- 
inetry; large, easy- 
roll casters. Blonde 
finish, $319.95 or ma- 
hogany, The Coro- 


nado, $299.95. 
~ . 


All prices are recom- 
mended retail prices 
for Zone 1, including 
federal excise tax and 
warranty,and aresub- 
ject to change accord- 
ing to OPS regula- 


tions. 


Columbus, Indiana. 


4 
- 


. Write R. P. Spellman, Sales Manager 
INDUSTRIES, Inc., 


o's ‘ . ’ oe &* * 
ARVIN ADVERTISING GOES ALL OUT!” 


Arvin TV advertising will appear in these four big-circulation 
magazines this Fall—in full pages and half pages—ALL in ‘COLOR. 
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Everything it takes 
to send your radio 
sales skyrocketing! 


NEWS—There’s sales-building news in every 
one of Arvin’s four traffic-stopping new models 
—the International Short Wave—the Sleepy- 
timer, most beautiful of all clock-radios—the 
Arvin Vacationer, finest of all 3-way portables 
—and the sensational new Cosmopolitan, styled 
in an array of entrancing colors. 


VARIETY— You have a model for every price 
and preference in the complete Arvin line of 12 
models (model 446 Portable not shown) and 
many color variations! Everything from 4 to 8 
tubes; FM, AM, and short wave; AC/DC and 
straight AC; and both blonde and mahogany 
console combination radio-phonographs! 


VALUE— Model for model, Arvin values are in 
a class by themselves, far out in front of the 
field— because Arvin’s years of experience, effi- 
cient production-line methods, and top-flight 
engineering combine to pack maximum quality 
into each set at unusually competitive prices. 


ADVERTISING— Yes, indeed—this fall, as in 
every year for more than you can remember, 
Arvin Velvet Voice Radio will be featured to 
millions of readers in big space in leading mag- 
azines. Arvin advertising goes all out to get 
more attention and build more sales for you. 


SELLING HELPS— As always, Arvin will be right 
in there pitching with displays, newspaper mats, 
radio spot announcements, and plenty of other 
on-the-spot material for your use in making 
the most of Arvin’s great national advertising 
campaign. It’s a complete selling program! 


Contact your Arvin 


Distributor NOW and 
get set for your greatest 


fall Radio Business! 


Arvin Cosmopolitan—Styled in classic simplicity with 
illuminated tuning pointer, this amazing new AC/DC 
superhet has five tubes including rectifier, automatic 
volume control, new large loop antenna, new heavy 
duty permanent magnet speaker, and exclusive Velvet 
Voice tone system with Magna-Bass amplifier. Your 
style and value leader for fall selling. 


Arvin Sleepytimer Clock-Radio— Most beautiful of all 
clock -radios! Telechron clock movement and automatic 
timer; follow-up buzzer alarm; luminous clock hands; 
handy appliance outlet; Arvin Velvet Voice Radio with 
5 tubes including rectifier; exclusive ferrite core rod- 
type Magnetenna; horizontal radio dial; 5-inch speaker; 
choice of four decorator colors. .................- $39.95 
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RAILROAD & 
TICKE 











Arvin international Short Wave Receiver — Refresh- 
ing new styling in a high-performance set that 
receives standard AM and 6-18 megacycle short- 
wave transmissions. Plastic cabinet in Sea Mist 
gray or walnut. Satin-gold pointer, illuminated, 
edge-lighted dial; AC/DC superhet chassis; 5 tubes 
including rectifier; built-in loop antenna... $39.95 


Arvin Vacationer 3-Way Portable with $8.95 value 
picnic case at no extra cost! Stunningly styled with 
leatherette midriff in 3 color combinations; battery, 
AC/DC with no warm-up delay in switching from 
one to the other; revolving mirror dial; handle folds 
flat; 5 tubes plus rectifier. Super-sensitive, super- 
powerful new Magnetenna. Alnico V speaker. $44.95 























Static-free, tone-true FM Arvin Stradivara—truly Ivory, Willow Green, or Jewel-like beauty is pro- New classic styling and 


and extra-powered AM “tops” in table model radio. Sandalwood finish plastic vided by illuminated, Arvin’s Velvet Voice tone 
reception make this All-new straight AC circuit; provide outstandingbeauty edge-lighted lucite dial make the Arvin Stylist a 
Arvin a standout. Sleek phono-jack for superior repro- with long, alluring lines, and lucite controls with fast seller in any market. 


and chic in Ivory, Willow 
Green, Sandalwood or 
Rosewood plastic. 8 tubes 
including rectifier. Model 
580TFM......... $59.95 





Arvin Rainbow—the 
famous compact, shatter- 
proof AC/DC superhet in 
6 decorator colors: 
Cherry, Flame, Citron, 
Avocado, Pebble, Ivory. 
_ Makesa wonderful leader 
and a traffic-stopping dis- 
play. Model 540T.$16.95 
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duction from records. Im- 
ported mahogany or blonde 
cabinet with lucite dial. 

Model 751T (blonde), $52.95, 


for customers who want 
nothing less than 6 tubes 
including rectifier. 3-gang 
condenser, tone control. 





and 551T (mahogany) $49.95 Model 460T...... 


Radio-Phonograph— 
AM radio (5 tubes in- 
cluding rectifier) and 3- 
speed record player— 
33%, 45, or 78 rpm; in- 
termix 10 and 12-in. 
Model 554CCB, limed 
oak, $169.95*.554CCM, 
mahogany... .$159.95* 


“Slightly higher in Zone 2. 
All prices are recommended 
only and subject to change 
in accordance with OPS 


finish-o’-gold trim. Out- 
standing range and tone. 
Ivory, Willow Green, 
Sandalwood or Ebony. 
Model 451T..... $24.95 


5 tubes including recti- 
fier; Magna-Bass ampli- 
fier. Model 450T, in 
ivory, $22.95, or walnut 
finish plastic. ... . $19.95 


Radio & Television Division 





ARVIN INDUSTRIES, INC., Columbus, Indiana 


(Formerly Noblitt-Sparks industries, Inc.) 





Distributors and dealers are invited to visit 


Arvin showrooms at: 
8-14 W. 30th Street, New York City 
150 N. Wacker Drive, Chicago 



















































The improved ca Di LLAC 


clicks with every type of homemaker! 


perectivE 


pirt 
Looks for trouble. Hard to 
handle—unless you handle Cadillac. 
Show her how Cadillac gets ALL 
the dirt from floor to ceiling. 
She’ll like Cadillac’s new float- 
ing-brush nozzle that THOR- 
OUGHLY CLEANS deep pile 


Squeamish type. Never rugs, sculptured carpeting. 


wants to see the dirt, 
once it’s in the bag. Buys 
Cadillac because DUST 
BAG IS DISPOSABLE. 

No dirty bag to empty. 


Wants her house 

CLEAN, but thinks 
cleaning house is 

for the birds. Buys Cadillac 
because Cadillac cleans 
thoroughly, EASILY — 
leaves more time for 
living. 


fast, 


Counts pennies—and makes 

nnies COUNT. Picks Cadillac 
teed it’s the PRICE winner 
fh the QUALITY class. 


Buys with her 

EYES. Goes for 
Cadillac’s sleek, modern 
design, smart color. 


DEMONSTRATE THESE UP-TO-THE-MINUTE FEATURES 
TO THE PROSPECTS THAT CADILLAC NATIONAL 
ADVERTISING BRINGS INTO YOUR STORE... 


NEW DISPOSABLE DUST BAG 

NEW “floating brush” floor nozzle 

NEW color—silver grey Hammerloid 

NEW “snap back” handle 

NEW toboggan-type runners 

NEW bayonet locking device on attachments 
NEW simplified filter 


Plus 2-speed control: HIGH for deep-down cleaning; LOW 
for delicate fabrics. 


For more than 40 years, sold only by 
reliable dealers and distributors. 


C LEMEN T S M F G. co. 
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Appliances Help Rebuild a Church 





stations. When Pettigrew went to pay 
one of the stations, the manager 
turned the check back to him and told 
him to give it to the Lambuth Memor- 
ial Church re-building fund. 

Pettigrew on April 3, handed 
Reverend James P. Irion, pastor of the 
church, a check for $422.90, the en- 
tire profits of his business for March. 
He did not pay himself one penny 
for a salary. As he gave the check to 
his minister he said, “I wish it had 
been ten times more.” 

A business man told him that he 
was going to give a day’s profit to the 
church and others are considering the 
idea. One of the finest features of this 


CONTINUED FROM PAGE 140 





event was the brotherly love shown 
by all the denominations and the com- 
munity cooperation of the citizens of 
Jackson. 

Until the damages are repaired, the 
congregation is carrying on its work 
in the West Jackson Baptist Church, 
the Seventh Day Adventist Church 
and the Jewish Synagogue. 

Pettigrew said, “This was the proj- 
ect of my life. When the campaign for 
funds for rebuilding the church was 
first mentioned, I knew I had my 
money all tied up in my appliances. 
So I decided I would give the profits 
from my store and my time to the 
Lord for a month. End 


How Much Electricity 
Do Farmers Use? 


lowa State survey indicates 
how much they use, and when 


N the days when home welding 
outfits were forbidden on rural 
lines, every so often the voltage on 
country circuits would start jumping 
wildly. Reason: Some farmer was do- 


ing some surreptitious welding. 


With country people employing 
three times the equipment of their 
city brethren the puzzle of when they 
use which is of interest to utilities, 


| who have to supply power to mect 


the demand. Now comes Landy B. 
Altman, Jr., and Florence Ehrenkranz 
of Iowa State College, with a study 
of how 16 Iowa farm families behave 
in regard to their use of electricity. 
The project was carried on 16 farms 
in Marshall and Jasper Counties. 
Four families owned electric ranges 
and water heaters; four electric 
ranges; five, electric water heaters; 
three had neither electric ranges nor 


| water heaters. 


Group I used 9,781 KWH. 
Group II used 4,214 KWH. 
Group III used 10,447 KWH. 
Group IV used 2,967 KWH. 
No family pushed their appliances to 
the limit; 10 kw was about the most 
used at any one time, although their 
equipment all used at once would use 
34 kilowatts. 

Farm welders will use, on the aver- 
age, only about 14 hours each year, it 
turned out. Milking machines were 
used as few as 5 minutes, and all farm- 
ers tended to use milkers at the same 
time. 

Pig brooders were on continuously, 
one home employing 14 heat lamps at 
one time. Electrical energy used on 
this farm from February 20.to 27 was 
172 KWH and from March 22 to 30, 
(when the piglets were there) 853 


KWH. 
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Electric water heaters were busy 
during cold winter months. 

Ranges were all operatnig from 7 to 
8:30 a.m., 11 a.m. to noon, and from 
5:30 to 6:30 p.m. They were used 
more before the noon hour during 
July, September and November, and 
after the noon hour in January. Aver- 
age daily use was greatest in July. 

Peak demand of water heaters with 
out controls was from 8 to 8:30 a.m., 
and from 6:30 to 7:30 p.m. Eve 
ning peaks were highest in July and 
September, and morning peaks were 
highest in November and January. 

Eleven farms had _ conventional 
washers, and 5 automatics, 16 irons 





A married salesman always makes 
a better employe—because he’s used 
to working for a boss! 





and 8 ironers. Monday tends still to 
be wash day, it was found, and wash- 
ers were busiest from 10 to 10:30 
a.m. Use of automatic washers was 
more widely distributed. 

Ironers are operating from 1 to 
2:30 p.m. and 4 to 4:30 p.m. on 
Mondays and from 8 to 9:30 a.m. on 
Tuesdays. 

Refrigerators and freezers have a 
small demand but operate most near 
mealtimes and in afternoons during 
hot weather. 

Periods of low voltage on the lines 
were most frequent during winter 
months and at times of peak demand. 

Wiring on the 16 farms was bet- 
ter than average, although several in- 
stances were discovered where the 
wire size was too small for the dis- 
tance and load to be served. End 
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every season 1s 
selling season for 


WY Ghentebam Darsetavecters 


MP 212 A 
Deluxe Fan-Heater 
Combination 


Portable, powerful packaged 
ventilation. Beautifully styled. 
15 7/16" high, 7’ deep, 144%" 
wide. Ideal for smaller rooms 
or hard to heat or cool corners. 
350 cubic feet per minute. 
Fully protected. Tiltable. 


MP 300 
Fan-Heater 


Versatile—cools, heats, ven- 
tilates— perfect for year-’round 
use. 16” high, 8” deep, 1414” 
wide. Up to 1040 cubic feet 


MP 211 
Radiant Fan Forced Heater 


Heats—cools—ventilates! 
Completely portable to cool a 
hot spot—dry out a damp 
corner—warm a chilly room, 
Typical Dynafan Comfort 
Control at your fingertips — 
where ever you want it. 13” 
high, 10” wide, 9’ deep. Also 
available in 10” and 12" sizes. 


<— MP 525 HV 
High Velocity Dynafan 


High value as well as high 
velocity. This moderately 
priced fan includes the new 
aerodynamic five-fin, all-steel 
blade in 10”, 12” and 16" 
sizes, in specially designed 
housing for efficient cooling or 
ventilation. Powered for con- 
tinuous duty. Moves 3850 cu. 
ft. per minute. Ideal for resi- 
dences, offices, factories. 
Height 224%"; width 21”; 
depth 1314". 


BFH 25 
The Mighty Mite 
on your Sales Sheets! 
Mimarvel Hair Dryer 


Heater, Dryer, Cooler. Com- 
pletely versatile. Tiltable, 


per minute. 10 and 12-inch 


blades. 


MP 525 HV 
High Velocity, 
Pedestal Dynafan 


New, large capacity, low- 
priced, sensation in the fan 
field. The new aerodynamic 
five-fin, all-steel blade in a 
specially designed housing 
delivers 3850 cubic feet of air 
per minute! This is the equiv- 
alent of the ordinary 24” fan. 
Powered for constant, large 
area cooling, the MP 525 is 
ideal for restaurants, stores, 
factories, schools and churches. 
Adjustable from sixty to 
eighty-four inches in height, 
practically tip proof. 


Ask for a demonstration 


Contact Mimar for all let 
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portable—and the fastest 
seller in any fan line. 


With a complete line of versatile, Comfort Con- 
trol Dynafans to choose from, no customer walks out 
without one. Designed for home or industrial use 
the year round, these sensational Dynafans move 
more air faster—whether the user wants to cool, 
warm or ventilate any part of his home or business— 
from basement to attic. 


Dynafans’ high velocity means moving huge amounts 
of air in minutes—quietly, continuously and effi- 
ciently. Completely portable, attractive in appear- 
ance, they blend into any background, require no 
installation. 


Dynafans are versatile. There’s one for every pur- 
pose—and some for all purposes—from small rooms 
to large stores, with capacities from 2500 to 3850 
cubic feet per minute. 


MIMAR PRODUCTS, INC. 
BROOKLYN 5, NEW YORK 


BRANCHES: EL MONTE, CAL.—CHICAGO, ILL. 
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including the kitchen sink! 





BASE CABIN 
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RANGES 


Big kitchens? Small kitchens? No matter 
what size or shape kitchens your customers 
require . . . there’s a Murray combination of 
high quality units that will fill the bill! 

Murray’s complete line gives you the ut- 
most in flexibility. It’s a line that’s famous 
from coast to coast. It’s the line that’s fore- 
most in quality and features. 

Customers can tell at once that a Murray 
Kitchen is carefully designed, ruggedly con- 
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GAS and ELECTRIC ss. 


E Ver Vt. hing your customers want for 


a complete kitchen of the highest quality! 


structed. They like the silent-action doors 
and drawers. They’re impressed with the 
smooth, quiet brass drawer runners that 
never stick. They appreciate rounded cor- 
ners that never snag. Heavy gauge metal. 
Easy-to-clean baked enamel finish. 

Yes, Murray Kitchen features sell them- 
selves! Learn all about them. Write us today. 
See Murray Kitchens at the Chicago Mer- 
chandise Mart, Space 1124! 


MURRAY 
























SINK FRONTS. Shown here is the 36” wide, 25” deep, 
3438” high undersink false cabinet with two doors. 
Styled to match a full Murray Kitchen. 


END PANELS. Here's an 18” x 34%” end panel to 
complete an installation where an undersink false 
cabinet is located at the end of a kitchen. Base 
corner end panels also available! 





One of America's largest manufacturers of 
quality auto-body ports, from roofs to 
fromes—for a quarter of a century... and 
of quolity home appliances, from ranges 
to cabinets—for more than a decade! 


THE MURRAY CORPORATION OF AMERICA * HOME APPLIANCE DIVISION © SCRANTON 2, PA. 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 





GOOD SUMMER BUSINESS on white goods 
and TV as well as such seasonal items as fans and 
air conditioners seemed to indicate that the cus- 
tomer was at long last returning to the market. 
Almost everywhere fan and room air conditioner 
stocks were exhausted. Major appliance sales had 
picked up. And even TV, buoyed up by the public’s 
interest in the conventions, was doing much better 


IVEN a prolonged spell of hot weather, 

everyone expected sales of fans and room air 
conditioners to boom. But, so the marketing 
experts figured, a spell of hot weather like that 
would also discourage buyers from looking § at 
anything but seasonal merchandise. 

The fact that major appliance sales exclusive 
of room air conditioners have actually turned 
upward despite the weather is a good indication 
of the strength the appliance market has gained 
since the low points of winter and spring. 

Even television (outside of some highly satur- 
ited metropolitan areas) was doing better than 
hot weather and summer programming would 
have led one to believe. 

I'wo trends explain the upturn in sales: con- 
sumer income is up while consumer saving is 
down. Underlying these trends are these factors: 

Employment: So far this year, the jobless have 
numbered less than two million. And season- 
ally, we are headed into a period of higher em- 
ployment on the farm. 

Wages: Experts expect a moderate over-all 
rise for the rest of the vear. 

Construction: A million starts this year, a mil- 
lion more next, say the experts. 

Prices: Prices for items other than foodstuffs 
are expected to rise from one to three percent 
at the wholesale level 

New Money: The treasury has pumped $6.3 
billion into the economy to meet deficits since 


April 1. 
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Plenty of Good News... 


NEW TELEVISION STATIONS will probably 
go on the air sooner than expected. Last month, 
only two weeks after it began considering appli- 
cations, the FCC gave the go-ahead to 18 appli- 
cants in 11 cities. For manufactures and dealers 
the importance of the Commission’s speed was ob- 
vious: badly needed new markets would be opened 
up sooner than most observers had expected 


TEW markets in a hurry. 

Chat’s what the FCC’s mid-July issuance 
of construction permits for 18 new stations in 
11 areas means to set-makers and dealers. 

‘The Commission’s quick action surprised many 
observers. (Additional grants for new stations 
were expected later in July and on a continuing 
basis thereafter). 

Those lucky enough to land one of the initial 
permits were making plans to get on the air 
quickly. Most of them set the end of the year 
as a target date, providing they could get the 
necessary equipment in time. (In the case of 
UHF stations, the availability of transmitters of 
adequate power seemed to threaten some of these 
“on the air” guesses). In television-hungry Den- 
ver, however, one of the new stations was already 
on the air with a temporary permit. 

The first permits were issued for uncontested 
channels. ‘The FCC also ordered hearings on 
64 applications for 27 channels in 11 cities. 

Cities included in the first grant included Den- 
ver, Portland, Ore., Springfield-Holyoke, Youngs- 
town, Bridgeport, Flint, New Britain, New Bed- 
ford, York, Spokane and Austin, Tex. 

The FCC’s action was a shot in the arm for 
manufacturers. Estimates of future sales in Den- 
ver, for instance, run to about 150,000 sets. That 
adds up to about $30 million at retail. That’s a 
big market. And the quicker they can get at it, 
the better set makers will like it. 


TED WEBER, JR. 


and Some Bad 


BUT THE STEEL STRIKE was beginning to cast 
a shadow on the industry’s otherwise pleasant 
outlook. Rising unemployment and shortages of 
steel would put appliance men in the middle of a 
squeeze—fewer appliances to sell, fewer customers | 
in the market for a major purchase. But the end” 
of the strike might produce a boom for the trade 
among those trying to buy before prices go up. © 


AST month, as one effort after another to 

settle the steel strike failed, the appliance 

trade began to feel the full impact of the pro- 
longed stoppage. 

Retailers in steel towns (like Birmingham, for 
example, where sales went down 30 percent from 
the previous month) were the first to feel it. By 
July, the strike had produced the same effect on 
merchants well-removed from steel centers as un- 
employment due to the dispute spread to other 
industries, putting a rein on buying which had 
just begun to pick up. 

And by last month, appliance manufacturers 
themselves were beginning to shut down plants 
and extend vacation closings. It was difficult, 
however, to tell just when such shut downs 
would be felt at the retail level since inventories 
had cushioned the initial shock. 

Some persons, however, felt that the strike 
might not be the curse it appeared to be. Higher 
steel prices would probably mean higher ceilings 
for finished products. And there might well be 
a rush by customers to buy before higher ceilings 
went into effect. 

Once the strike is settled, appliance makers 
should be able to get steel as fast as the mfils 
open. As of mid-July, mobilizers had no inten- 
tion of whittling down allocations for consumer 
goods while waiting for defense demands to catch 
up. The reason: the sheet and strip steel used in 
appliances aren’t needed by arms makers. 





Sager I 


Everybody knows where this 


“Great Lady” P 


can be found ... but 


does everybody in your town know 
where you are located and what prod- 
ucts and services you offer? You can 
make your business a familiar land- 
mark in the ‘yellow pages’ of your 
telephone directory by featuring 
your name and products under every 


appropriate heading. 


The ‘yellow pages’ reach every 
home in town that has a telephone 
...and every business. Your ‘yellow 
pages’ advertising will reach new 
prospects... folks who never knew 
before just what you had to offer... 


just when they’re ready to buy. 
‘Yellow pages’ advertising is help- 
ing ring up sales all over America. 


Why not put it to work for you? 





YING GUIDE 
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More Copper 


(he copper shortage—which last 
vear had defense mobilizers worried 
sick—is no longer critical. 

But officials concerned with copper 
problems are keeping a sharp eye on 
a price situation that could become a 
new headache. 

On the supply side, things are 
really looking bright. July allocations 
are the biggest since controls began— 
133,333 tons. And consumer durable 
goods manufacturers have been given 
a 10 percent hike in third quarter 
allotments. 

The reason for the improvement— 
an anticipated step-up in imports. 

The gimmick that’s counted on to 
bring in the copper is a new two- 
price scheme. U. S. brass mills, wire 
inills and foundries will buy 60 per- 
cent of the monthly NPA allocations 
from domestic sources at the 24.5 
cents per pound price ceiling. If they 
want more, they must buy the other 
40 percent in the world market at 
whatever the world market price hap 
pens to be—recently, somewhere near 
36.5 cents. Copper buyers will be 
allowed to pass on only 80 percent of 
the added cost of the foreign copper. 
Whether or not they actually buy the 
higher-priced foreign metal, fabrica- 
tors can now raise their own prices. 
But it’s doubtful if manufacturers who 
use the semi-finished copper products 
will be able to pass on their new costs 
in increased prices for their end prod 
ucts. 

It’s obvious the trouble with cop 
per is price, not a shortage of mate 
rial. One NPA official admitted re- 
cently that there would be enough 
copper for all domestic needs if price 
restrictions were to be removed. 
Some mobilization agencies proposed 
that this be done when Chile abro- 
gated its agreement to sell us 80 per- 
cent of its copper at a price of 27.5 
cents a pound. But OPS fought the 
proposal, contending that the whole 
price control machinery would be 
wrecked bv decontrol of a material as 
basic as copper. 

NPA believes that fabricators will 
buy up their full allowance of foreign 
copper during July and August to 
build up inventories. By that time, 
too, foreign prices should begin to 
fall. And within 60 days, NPA will 
have a clearer view of how much for- 
eign copper will come in and should 
be able to determine how much longer 
allocations of copper will be needed. 


Wage Law Changes 


Millions of workers have been taken 
out from under wage and salary con 
trols by the amendments to the new 
defense production act. They include 
small business establishments and 
those earning less than $1 an hour. 

I'his is how these groups are af- 
fected by the changes. 

Beginning July 30, wage and salary 
controls will not apply to an esti 
mated two-million employees in es 
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Nearly everybody has moisture problems 


.-. and solving them with the Dehumidifier has 
opened up a new source of profits for Frigidaire Dealers! 


There are many homes, institutions, offices 
and shops where moisture damage is a costly 
problem. And just as many folks who are sick 
of the problem and ready to do something 
about it! Frigidaire, realizing this need as 
early as 1929, turned its inventive genius 
and its vast research facilities toward solving 
this costly problem. The result . . . the 
amazing Frigidaire Electric Dehumidifier! 


Frigidaire Dehumidifiers have been sold for 
use in basements, bank vaults, darkrooms, 
bedrooms. storerooms, libraries and work 
shops. And almost daily, new uses are dis- 
covered. Hotels use them for drying paint, 
plaster, rugs that have been shampooed. 
Home owner and businessman alike are find- 
ing the Dehumidifier the ideal solution for all 
kinds of moisture problems. And Frigidaire 


Dealers have a big selling advantage because: 
The Dehumidifier was pioneered by Frigid- 
aire; developed by Frigidaire; is made with 
genuine Frigidaire parts by skilled Frigidaire 
craftsmen; is backed by forceful sales pro- 
motion and advertising. 

This great product is just one more reason 
why Frigidaire Dealers place such a high 
value on their Frigidaire Franchise! 


ONLY THE FRIGIDAIRE DEHUMIDIFIER HAS ALL THESE ADVANTAGES! 


Plenty of Capacity 

Effectively reduces and controls 
humidity in any closed area up to 
8,000 cubic feet. 


Air Filter einen. 


Permanent, cleanable 
mesh filter efficiently 
screens dirt, lint, dust and 
insects. Rustproof; easy 
to clean. Only Frigidaire 
has it! 


Moisture Container 
Porcelain-finished, draw- 
er type, easy to remove 
and empty. Or, Dehumid- 
ifier may be connected 
to a permanent drain. 


Cooling Fins 

Hundreds of thin, circu- 
lar cooling fins provide 
maximum area tor mois- 
ture condensation. 


Sturdy Cabinet 
Heavy-gauge, rust-resisting 
steel. Attractive spatter 
finish of durable automo- 
tive lacquer. 
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Adjustable Glides 
For easy sliding and convenient 
leveling on uneven surtac es, 


pEHUMIDIFIE! 


Circulating Fan 

Four-blade fan draws air through 
Dehumidifier. The fan motor is 
rubber-mounted for quiet opera- 
tion and long life. 


Famous Frigidaire Meter-Miser 
Same world-famous mechanism 
that powers all Frigidaire Re- 
frigerators. Simplest refrigerat- 
ing mechanism ever built. Sealed 
in steel—oiled for life. Has 5- 
Year Protection Plan. 


On-Off Switch 

Handy two-way toggle switch, 
located on back panel, controls 
entire mechanism. 


Recessed Hand-Holds 
Facilitate moving from room to 
room. Metal shielding protects 
fingers. Compact, attractive unit 
is easily portable. 


Compact Size 
Height — 184"; 


width — 1154"; 


length — 2019"; 
weight—75 Ibs. 


Charles F. Kettering (“Boss Ket” to his General 


Motors associates), one of the greatest scientific 


minds of all time, stands before a new Frigidaire 


Dehumidifier and a working model of the first 


Dehumidifier . . 


. a Frigidaire . . 


develop in 1929. 


. Which he helped 


FRIGIDAIRE «= 
Dehumidifier 
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PICK OF 
THE PACK! 






























































The Powerful RAPIDAYTON “AXIAL-FLOW”’ PUMP— 
with big, new features that make it a sure best-seller! 
































Here’s a pump that has everything—big capacity (delivers 
up to 2500 gallons per hour)—higher pressures—lower 




















operating costs—longer life. It’s easy to install and service. 








It has interchangeable parts. It works on the efficient “Axial- 
Flow” principle. And it offers brand new features like these: 














Single or multi-stage construction that fits the pump to 


the well, deep (for settings down to 200 feet) or shallow; 

















“Precision-Formed” diffusers (not cast) and micro-smooth 








impellers that reduce friction to a minimum; Internal parts 





of bronze or stainless steel to insure peak performance— 





permanently; Cartridge-type seal that can be replaced in 








minutes without special tools; “Quick-hitch” flange that 








speeds connection of pump to well pipes. New catalog- 





bulletin with full information and specifications is ready 








now. Write for it today 














THE DAYTON PUMP & MFG. COMPANY 
DAYTON 1, OHIO 
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tablishments employing eight or less, 
with this exception: President Truman 
may make exceptions by industries, by 
types of business, by occupations or 
by areas where the exemption from 
wage-salary control might be unstabil- 
izing. 

Congress ruled that employers arc 
free to raise any wages and salaries 
up to $1 an hour. This should give 
impetus to organized labor’s and the 
Truman Administration’s objective of 
a $1 federal minimum wage to replace 
the 75-cent minimum in effect since 
January, 1950. Labor members of 
the wage stabilization board have been 
pushing for decontrol of wages up to 
$1.25 an hour. 

With regard to increases up to $1 
an hour and those to engineers and 
others exempt from wage and salary 
controls, employers must guard against 
reducing the differential between 
these and their other employees whose 
compensation is still under ceilings. 


Consumer spending for home ap- 
pliances in 1975 will be 50 percent 
greater than in 1950. 

That’s the conclusion of the latest 
long-range economic forecast to come 
out of Washington. It’s buried in the 
back of the voluminous report of the 
President’s Materials Policy Commis- 
sion. The group spent 18 months 
examining the country’s need for raw 
materials, assuming a continuing ex- 
pansion of the economy. 

As part of its work, the commission 
decided that demand for all durables 
would be 40 percent greater in 1975 
than in 1950, and that appliance de- 
mand would be up 50 percent. 

Basing its conclusion on the prem- 
ise that consumer durables have aver- 
aged around 11 percent of total con- 
sumer expenditures in the past, and 
assuming that consumer expenditures 
will double along with the gross na- 
tional product, the commission agreed 
that a 40 percent rise over 1950's ex- 
penditures for durables would be suf- 
ficient to reach the past average ratio 
of 11 percent. (In 1950 the figure rose 
to 15.6 percent.) 

“A 40 percent rise in consumer 
spending for all durables, coupled 
with an increase of 15 percent in 
spending for new automobiles, im- 
plies a rise of about 50 percent in 
expenditures on appliances,” the re- 
port continued. “If only the most 
familiar durables (refrigerators, wash- 
ing machines and ranges) are consid- 
ered, it is difficult to rationalize such 
an increase. For, as with automobiles, 
1950 output of these items was so 
large that only small increases would 
be necessary in order to meet ex- 
pected 1975 needs. . . . The projected 


increase of 50 percent in expenditures 
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Good Business in 1975 


The President’s Materials Policy Commission 
comes up with a forecast that consumers will spend 50 
percent more on appliances in 1975 than in 1950 








Scheduled Meetings 


WESTERN ELECTONICS SHOW & 

CONVENTION 
Auditorium, Long Beach, Calif. 
August 27-29 


ROCKY MOUNTAIN ELECTRIC 


LEAGUE 
49th Annual Convention 
Colorado Hotel, Glenwood Springs, 
Colo. 


September 7-10 


WESTERN HOUSEWARES SHOW 
Biltmore Hotel, Los Angeles 
September 14-17 











WSB and SSB will not likely permit 
employers to use these uncontrolled 
increases as a basis for jacking up the 
pay of others. 





on appliances makes a substantial al 
lowance for rapid growth of such new- 
comers as air conditioners, home 
freezers and dishwashers.” 

The report cautioned against con- 
cluding that there is a long term 
tendency for durable goods demand 
to increase at only half the rate at 
which the gross national product ex- 
pands. An explanation of this 50 
percent rate is to be found instead 
in “the peculiarities of 1950”, the 
commission reported. Post-war pro 
duction of durables had done more 
than “replace worn-out items and 
expand the total stock in a fashion 
consistent with the pattern of growth 
of the over-all economy.” Postwar 
economy was instead “‘a race to meet 
the needs that it perforce failed to 
meet during war years and to help 
the stock of durable goods catch up 
with the wartime and postwar growth 
of the economy as a whole.” 


Conserving Metal 


The RTMA _ materials bureau, 
formed to promote conservation tech- 
niques to save scarce metals, closed up 
shop this summer, satisfied that its 
objectives had been achieved and that 
the industry would continue the work 
without further committee action. 

In the group’s final report, Cros- 
ley’s Lewis M. Clement reported that 
the industry had cideel “thie, 
tial savings without reducing quality, 
life or reliability of their products. 
We feel that the material situation 
has improved and, with the possible 
exception of nickel, will continue to 
improve. 
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“The Customer is Always Right . . . 





You’re Right with ROYAL 


... because ROYAL Cleaners are designed and built to give 
complete customer satisfaction. They enjoy a world-wide reputa- 
tion for efficient, easy operation and long, faithful service. 


You’re Right with ROYAL 


... because ROYAL offers a complete line of types and models. 
You are not limited to selling just one model which naturally restricts 
the number of your prospective buyers. 


You’re Right with ROYAL 


... because comparison will prove that ROYAL Cleaners are 
today’s finest quality, with full Dealer profit margins. You can sell 
‘em ALL with ROYAL. 


ROYAL Cleaners are sold only through depend- 

able local retail Dealers. Distributed by America’s 

“blue chip” Wholesalers. Please write us for any 
name of ROYAL Distributor in your locality. g 


ROYAL VACUUM CLEANER COMPANY 


dtosstend hi tis ROYA L 


i Since 1905 


Fu : 
*The ROYAL Line is the ,Profit Line 
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UPRIGHT FREEZERS very nearly stole the show at the Chicago summer markets 


3s far as appliance men were concerned 


John Fellman and Tom Hagen get 


together on stocking the new Deepfreeze model 


i 





SECOND MAIN point of interest at the markets for TV-appliance dealers was 


UHF television. 


Magnavox had an UHF converter working, turning VHF signals 


into UHF for purpose of demonstrating its UHF tuner. 


Chicago: Optimism in the Heat 


Despite small crowds, hot weather, and absence of big orders, appliance-radio-TV men 


f attending Chicago summer markets find some clues pointing to better things ahead 


. 
lhe men who weren't there (at the 
eB hic igo summer markets, that is) pro 


Sided market-goers with one clue that 
@n upturn in business is due. 
The absentees were dealer princi 


Pals missing because of the pressure 
@f business at home. Their absence, 
together with the interest shown in 

»w lines by those who did attend the 
June markets, seemed to indicate that 
the industry's sales pace would quicken 
again soon 

With the war scare gone and with 
overlarge inventories pared down to 
working size, market visitors weren’t 
inclined to place heavy orders during 
the show. There was, however, con- 
siderable interest shown in these new 


developments 


lelevision: Some new UHF equip- 
ment was shown, makers un- 
veiled summer lines, but by and large 
the form that 1953 lines would take 
was not revealed during the Chicago 
market. 


some 


Radio: Westinghouse created most 
of the interest here with its decision 
to use multiple distribution in market- 
ing its radios: there'll be more than 
one distributor handling the line in 
a given area. 


Ranges: Frigidaire’s judgment in 
bringing out a 30-inch range several 
years ago has apparently been com- 
pletely vindicated; at least five gas and 
electric range manufacturers had them 


in the lines they displayed at the sum- 
mer market. 


Freezers: ‘The star of the market 
was the upright freezer. Possibly the 
success of the food buying plans had 
something to do with it, but attention 
was wrapped around this appliance 
more than around anything else at the 
market. 

There were discouraging aspects to 
the summer market: the relatively 
small attendance and the heat being 
among the most obvious. But many 
observers arrived in Chicago expecting 
almost no activity—and the business 
that was done and the interest shown 
in new merchandise provided these 
pessimists with a pleasant surprise. 





sage = 


DEXTER’S John Ward, 


(with photo in 
hand) explains difference between firm’s 
old and new line. 





FLANKED by flowers and a pretty girl, Burt Close, air conditioning ad manager 
for RCA, checks over final arrangements for company’s exhibit 
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PITCH on ironers is delivered by lronrite’s Hal Biddle even though he’s talking 
to television buyer R. E. Gilkison of L. S. Ayres, Indianapolis department store. 


AUGUST, 
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TELEVISION 





A QUESTION from the floor during panel discussion on television at BBB conven- 
tion is answered by NARDA president Mort Farr. Looking on is moderator Muriel 
Tsvetkoff while at left is RTMA president Glen McDaniel. 


TV: Miracle or Migraine? 


That's the question BBB executives pose as they 
listen to industry spokesmen; group votes to set up local 


‘advertising boards of review 


” 


Spokesmen representing television 
: manufacturers, distributors and dealers 
jappeared on the program of the 38th 
Sannual conference of the Assn. of Bet- 

ter Business Bureaus, Inc., in late June 
as the group attempted to find answers 
to the problem of “Advertising and 
Selling of Home Appliances, Radios 
and Television Receivers.” 

Speakers and audience members ac- 
tually limited the discussion to tele- 
Vision and food-freezer plans. Even 
with this limitation, however, the 
group came up with few answers and 
little action outside of voting to recom- 
mend the establishment of a BBB tele- 
vision committee. Later, the associa- 
tion voted to set up machinery to 
combat “twilight” advertising. 

But Mort Farr, speaking for the 
dealers, Glen McDaniel for the manu- 
facturers and Ben Gross for the dis- 
tributors managed to put their opin- 
ions on record—and to make some 
suggestions for remedies. 

Problem Child. Muriel Tsvetkoff, 
general manager of the San Francisco 
Better Business Bureau and moderator 
of the panel discussion, set the gen- 
eral tone for the session when she ob- 
served that BBB officials often won- 
dered whether television “isn’t more 
migraine than miracle.” 

RTMA president McDaniel devoted 
most of his speech to an explanation 
of the problems which hinder even 
the best-intentioned manufacturer. 
He contended that because of “the 
vagaries of electrical “waves” and the 
technical complexity of the field it was 
extremely diftcult to keep the indus- 
try’s terminology up to date and cor- 
rect. He emphasized that he felt it 
was up to private industry to promote 
cthical practices but added that the 
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Federal ‘Trade Commission’s trade 
practices code would be of great help. 

Farr, representing NARDA in par 
ticular and TV dealers in general, 
agreed with McDaniel that the prob- 
lems facing the trade today should be 
handled without recourse to govern- 
ment restraints. “For every deceptive 
ad today there are thousands of con- 
structive ones,” he told the BBB mem- 
bers. “Don’t let the few set the tone 
for legislation. Johnny must not use 
an axe because he sees a fly on baby’s 
head,” Farr added. He listed three 
causes of the practices which had 
drawn criticism of the industry. They 
were: (1) a soft wartime economy, 
which contributed to a deterioration 
of salesmanship and substitution of 
price appeals when goods were not 
moving; (2) overproduction, and (3) 
television’s glamour which produced 
early saturation, forced rapid model 
changes and brought outside elements 
into the industry. 

Gross, in a paper read for him in 
his absence by Victor Nyborg, presi- 
dent of the association, outlined the 
abuses which have grown from mis- 
use of cooperative ad funds. He was 
critical of distributors, dealers and 
manufacturers within the trade, but 
also told the group that he felt local 
BBB’s had failed to take action against 
“a wide field of half and shaded truth 
ads.” He called particular attention to 
the use of the expression “famous 
brands” in comparative advertising 
and asked how BBB’s could permit— 
and media continue to accept—ads of 
this type. 

“The general nature of much of the 
so-called regular co-operative advertis- 
ing is worthy of examination,” Gross 
continued. ““There is little evidence 


in a great deal of this advertising of 
any intent to build the standing of the 
product in the public eye. A great 
deal of it shrieks distress, warehouse 
dumping, sales in tents with circus 
events, free give-away inducements 
and many other abuses carefully 
worked out within the rules as laid 
down by the newspapers and the Bet- 
ter Business Bureaus. The letter of 
the rules may not be violated but the 
spirit has become a ghost.” 

BBB Action. Later on in the week, 
the BBB association voted to take ac- 
tion against advertising which “is not 
quite false but still does not come 
clean with the truth.” Officials pointed 
out that outright lies in advertising to- 
day are rare. “But,” continued board 
chairman John N. Garver, “the Better 
Business Bureaus are convinced that 
most business executives are definitely 
opposed to the current ‘twilight zone’ 
type of copy used by a few, including 
some important national and local ad- 
vertisers.” 

The BBB will initiate steps to in 
vite trade and business groups to join 
them in establishing advertising boards 
of review which will make it possible 
to “bring the full weight of business 
disapproval to bear upon such adver- 
tising.” 

To be scrutinized by the boards will 
be advertising which makes use of in 
definite comparatives such as “clean- 
er,” “whiter,” “brighter,” and so 
forth; “‘super-superiority” claims, bait 
advertising, tricky layouts, and adver- 
tising which may not be legally prov- 
able of misrepresentation but which 
tests the public’s credulity and insults 
its intelligence. 


That Crystal Ball 


If things look bad now, take a look 
at the future. 

That’s a popular remedy for televi- 
sion blues and few companies haven’t 
succumbed to the urge—and fewer still 


have failed to let the general public 
in on their vision. 

In June, for instance, there were at 
least four new entries in the crystal 
ball gazing derby. 

From the pen of Dr. Allen Du 
Mont came the prediction that 18 
million more television receivers would 
find their way into American homes 
in the next four years. In a by-lined 
article in the anniversary issue of TV 
Guide magazine, Du Mont also pre- 
dicted the widespread use of UHF 
bands, two sets per home as common 
usage, and increasing use of video as 
an educational and industrial tool. 

Looking further ahead, G-E’s Dr. 
W. R. G. Baker predicted that 53 
million sets would eventually be in 
use in this country. Speaking at the 
dedication of a new plant in Anniston, 
Ala., Baker predicted that 2,000 TV 
stations would ultimately be on the 
alr. 

It was difficult to compare many of 
these predictions; Du Mont for ex 
ample, was speaking of 1956, Baker 
of what would happen “eventually”. 
‘There were two industry fortune tell- 
ers who agreed on their guesses, how- 
ever. William Balderston, president 
of Philco, and Paul Galvin, president 
of Motorola, both predicted that by 
1957 there would be 40 million sets 
in use, 


Helping Hand 


Educational television got a helping 
hand financially in late June when 
Emerson Radio and Phonograph 
Corp. announced that it would give 
$10,000 each to the first 10 educa 
tional licensees to begin regular tele- 
casting. 

Emerson president Benjamin Ab 
rams said that he hoped the Emerson 
grants would be the beginning of 4 
large scale industry drive to launch 
educational television on an exten- 
sive scale. He suggested that the 


Waring Week-End Winners 


A GOLD-PLATED clock radio (the two millionth such unit turned out by G-E) is 
presented to Mr. and Mrs. James Spaulding of Dearborn, Mich., by TV star Fred 
Waring. The Michigan couple were the winners of General Electric's recent 
“Week-end with Fred Waring’ contest. The Spauldings also won complete fall 
wardrobes, a mink cape, matched luggage and a TV console as well as an all- 


expense paid trip to New York. 
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HERE’S A PRE-SOLD DEAL THAT’S READY TO ROLL! 


 Dreslo Amazing 
Combination Offer 


SAVES YOUR CUSTOMER $522 











NATIONALLY ADVERTISED 
TO OVER 9,500,000 CONSUMERS 


at the Peak of the Season! 


YOU just count the profits! Here is one deal that requires no work on your 
part. It’s all done for you . . . big, dramatic national magazine and news- 
paper ads will sell it . . . free newspaper tie-in ad mats . . . blowups of the 
national ads will bring customers right to your PREsTo counter, set to buy! 
Two big magazines, Lire and Lapres’ Home JourNAL, kick off this 
tremendous promotion! Hard-selling, PREsTo-sponsored newspaper adver- 
tising plus local cooperative newspaper ads back it up! Every advertisement 
tells consumers how to take advantage of a $5.00 saving at your 
store—how to get the amazing PrReEsTO VaPoR-STEAM IRON, plus 
the $10.95 steam-ironing table—a $30.90 value—for only $25.90! 
No customer can resist a bargain offer like this! 
It’s easy to sell—be ready for the rush! Order your FREE pro- 
motion materials, and take advantage of PrEsTo’s big bargain 
event—NOW! 








NATIONAL PRESSURE 
COOKER COMPANY . ra hae wal ie 


Eau Claire, Wisconsin Vapor: STE Wii}i4 
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YOU’RE NOT IN 


|| 


MN \\\" 


Scores of would-be ELECTRICAL MERCHANDISING 
subscribers are refused this way each year. It’s 
not enough to appreciate the photostudy tech- 
niques our editors use. Or to believe that 
ELECTRICAL MERCHANDISING is the finest trade 
publication you’ve ever seen. What is important 
is whether you are a dealer, a distributor, or 
otherwise actively engaged in moving appliances 
and radio-TV sets and products to consumers. Un- 
less you are one of these we must regretfully re- 
fuse your request for a subscription. 


ii 


MM Nh 


\ 
NK 


NINN 
\\\ 


| 


This is a tough rule. But despite it more appliance- 
radio-TV industry people buy ELECTRICAL 
MERCHANDISING for its sales ideas . . . more of 


J 


|, ee ate THE APPLIANCE-RADIO-TV INDUSTRY 


L 
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MONEY’S NO GOOD 





THE BUSINESS... 





them buy it than any other publication serving the 
field. It’s their Best Seller. 


But all subscription applications must show that 
they come from individuals concerned with mar- 
keting appliance-radio-TV products before they 
are accepted. They must give their store or organi- 
zation name, title and the nature of their business 
or service. If they don’t their applications are re- 
fused . . . their money refunded. The Publisher 
will accept no unidentified orders. 


This policy benefits advertisers. Their advertising 
reaches only dealers and distributors in the appli- 
ance-radio-TV industry .. . not corset buyers, zoo 


~ ELECTRICAL © 
MERCHANDISING 


ELECTRICAL MERCHANDISING—AUGUST, 1952 


keepers or even congressmen. You don’t pay for 
waste circulation when you use ELECTRICAL 
MERCHANDISING. Your message really reaches 
people interested in merchandising appliances and 
radio-TV sets. 


This is just one big reason why ELECTRICAL 
MERCHANDISING can help you sell your product 
best. It reaches the people you want to reach. It 
can help you improve and maintain distribution 
because it reaches people who pay for sales ideas. 
It will help you cut sales costs because it is truly 
national. It.reaches America’s leading dealers and 
distributors every month. Use ELECTRICAL 
MERCHANDISING, the Industry’s Best Seller, for 
best sales results. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NV. Y. 
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WILSON 


is the one REALLY complete 


HOME FREEZER LINE 


8, 15, 19, 24 
cu. ff. sizes 


3 


UPRIGHT 
MODELS 


18, 23, 30 
cu. ff. sizes 


9 


SECTIONAL 
EXPANDABLE 
MODELS 


30, 60, 90 
cu. ft. sizes 


HOME FREEZERS 









































No wonder Wilson Dealers and Dis- 
tributors make so many sales! No 
wonder they say a Wilson Franchise 
offers the most in business-getting 
opportunity. A few wholesale Distrib- 
utor Franchises are still available. For 
complete details of availabilities in your 


area, write, wire or phone. 


WILSON REFRIGERATION, INC. 
102 Glenwood Ave., Smyrna, Delaware 


e FARM MILK COOLERS 


COMMERCIAL REFRIGERATION 


| industry fund should set a goal of 


$5,000,000. 

Although Abrams stressed the cul- 
tural benefits of establishing such tele- 
casting facilities, he also pointed out 
that educational stations would help 
open the UHF band to full operation. 


Telling the Public 


Technical information which the 
firm is providing TV servicemen in 
local forum meetings is being digested 
by one antenna manufacturer and re 
leased to newspapers to provide the 
general public with the information. 

The company providing this service 
is RMS, manufacturers of TV an- 
tennas, accessories, and electronic 
equipment. RMS has been conduct- 
ing local forums for several years to 
familiarize servicemen with technical 
conditions peculiar to their area. 
Heretofore this information has been 
directed only to the servicemen at- 
tending the forum. The company is 
now attempting to provide the gen- 
eral public with this data in terms 
which the average set owner can 
understand. 


Western Show 


Sales as well as engineering prob- 
lems in the electronics field will be dis- 
cussed in papers to be presented at 
the annual Western Electronics Show 
& Convention, in Long Beach, Calif., 
August 27-29. Color television will 
be discussed by A. V. Loughren and 
D. E. Foster of Hazeltine Corp, who 
will speak on “The NTSC Color TV 
Signal,” and by Dr. R. M. Bowie of 
Sylvania Electric Products, who will 
present a paper on “The Nature and 
Status of Compatible Color TV”. 
The show and convention are jointly 
sponsored by WCEMA and IRE as a 
non-profit undertaking, alternating an- 
nually between northern and southern 
California. 


Survey Tube Sales 


There’s about one chance in 15 
that your television set will need a 
new picture tube in 1952. The odds 
vary, of course, with the age of your 
set. The 15-1 ratio was determined 
through analysis of a comprehensive 
survey recently completed by General 
Electric’s tube department. 

John J. Thompson, manager of 
replacement tube sales for the com- 
pany, said the survey indicated that 
about 1.1 million picture tubes worth 
$44 million and 110 million receiv- 
ing tubes worth $220 million will be 
sold this year for radio and TV te- 
placements. 

The survey shows the number of 
radio and ‘TV tube sockets and the 
potential replacement tube volume 
for each of the country’s 3,070 coun- 
ties. The study will enable individual 
distributors to estimate their potential 
sales and gauge the effectiveness of 
their sales activities. The survey 
will probably be repeated annually, 
Thompson said. 
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Western Distribution 


Responsibility for merchandising 
Raytheon radio and television sets in 
eleven western states and Hawaii has 
been assigned to the newly-formed 
firm of McNeely, Epstein, Clippinger 
Associates in Beverly Hills. 

Raytheon officials stressed that the 
California company is not a manu- 
facturer’s agent but is in effect an ex- 
tension of Raytheon’s own sales ad- 
ministrative operation. Principals in 
the new firm are J. H. Clippinger, a 
founder of Admiral Corp and more 
recently a consultant and director for 
Hoffman Radio Corp., R. J. McNeely, 
formerly director of sales for Hoffman, 
and Walter J. Epstein, who was for- 
merly general manager for Hoffman 
Sales Corp. 


UHF on Program 


Practical discussions of ultra high 
frequency television will be among the 
features of the 1952 convention and 
manufacturers’ conference to be held 
by the National Electronic Distribu- 
tors Assn. in September in Atlantic 
City. 

NEDA officials pointed out that in- 
formation on UHF television would 
be of more value to the service man 
and independent parts distributors 
than any other type of data they 
could provide. 

Another feature of the convention 
will be the maintenance of manufac- 
turers’ conference booths on the 
lounge floor of the Ambassador Hotel 
during the convention period. The 
convention will run from September 
22 to 25. Conference booths will be 
open from September 23 to 25. 


Radio-TV Briefs 


New Plant. Zenith Radio Corp. in 
mid-June opened a $5 million manu- 
facturing plant for the production of 
speakers, coils, transformers and other 
radio-television materials. Hearing aids 
and government defense materials will 
also be produced in the new factory. 
The plant covers more than 453,000 
square feet of floor space and will 
employ 2,600 workers. 


27-inch Tube. Samples of a 27-inch 
metal shell TV picture tube have 
been delivered to set manufacturers 
and production models of the tube 
will be available for incorporation in 
1953 lines, the RCA Victor tube de- 
partment announced in June. The 
new tube is slightly shorter than a 21- 
inch metal shell kinescope. Accord- 
ing to RCA officials, the metal shell 
construction practically eliminates the 
possibility of implosion and provides 
a lighter weight tube than in an 
equivalent glass shell. 


@ Production of engineering models 
of a 27-inch rectangular picture tube 
were announced this summer by the 
cathode ray tube division of Allen B. 
Du Mont Laboratories, Inc. Produc- 
tion in “moderate quantity” is ex- 
pected later this year, a representative 
of the firm said. 
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T HEATER 
COLEMAN HISTORY 


Models for OIL > GAS - LP-GAS 


FEATURE-PACKED ¢ FUEL-SAVING ¢ EYE-CATCHING ¢ BACKED BY A FAMOUS BRAND NAME 


Here are heaters that sell—Coleman’s full line for all fuels. Designed and engineered for 
top leadership in the space heater field. Nothing beats a Coleman for heat-making efficiency, 
fuel-saving economy and showroom appeal. Nationally advertised—the Coleman reputation 
for quality, service and performance assures quick acceptance anywhere—any time. 


Be ready for the buyers who demand tested-best performance—the kind Coleman delivers: 


MODEL 56 
Cireulates warm air, 


liates heat, 55,000 BTU input. 
MODEL 873 radiates hea np 


A low-cost heat-producer. 


GAS and LP-GAS Beautifully styled. heat- 


ers with smart fashion finish. Non-visible- or visible-flame 
models — the visible-flame shows red in less than a minute. 


The industry's top heater. 
Radiant-circulator with side doors 
that open out for quick warm-up. 


OIL A dazzling array of style leaders in wide heating 


capacities. Circulators, Radiants. Exclusive Fuel-Air 


Control saves up to 25% on fuel. Here are other sales- 
making Coleman exclusives: Low Draft Burner, Oversize 
Heat Exchanger, Directionair Power Blower (optional) 
that spreads more warmth at floor level. 


Fastest Selling Heater in 
America —$5995 including tank 


Sensational value. Small in size, a 
giant in performance. 35,000 BTU 
model with famous Coleman en- 
gineering perfection built-in to turn 
fuel into low-cost heating comfort. 
One model in a complete line — a 
model for every purpose, one for 
every purse. 
MODEL 871 


COMFORT COSTS SO LITTLE WITH A 


THE COLEMAN COMPANY, INC., WICHITA 1, KANSAS 


ELECTRICAL MERCHANDISING—AUGUST, 1952 


Outstanding beauty of design, Seam-welded Combustion 
Chamber, Porcelainized Pressed Steel Burner for high 
heating efficiency at low cost. Also Built-in Draft Diverter 
and Automatic Safety Controls. 


Top in Beauty, Bottom 
in Price—" row = $5995 


Low-cost heat-making effi- 
ciency has been packed into 
this Coleman home beauty. 
40,000 BTU input, an effi- 
ciently designed model giving 
great warm air circulation. 
Handsomely styled, fully 
automatic. Models specially 
MODEL 52 engineered for LP-Gas. 


AMERICA’S LEADER 
IN HOME HEATING 


oleman 


® 
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Used appliances displayed in front of their store help build traffic at Traficante Bros., 2301 W. Taylor Street, Chicago. 


They sell refrigerators 


‘and radios 


‘like they sell razor blades! 


Four druggists, the Traficante brothers, 
gambled *600 on the idea that drug store 


merchandising techniques would sell 


appliances. Here’s what happened... 


66 HETHER it’s bath powder and shaving cream 

W:: refrigerators and television sets, you 
sell more when you forget about being fancy and let 
the people get their hands on the merchandise,’ says 
Michael Traficante, one of the four brothers who 
own and operate Traficante Bros. drug and 
appliance stores at 2301 W. Taylor Street, Chicago, 
Illinois 

That's the theory that seven years ago started the 
Traficantes into the unusual drug store sideline of 
appliance and television retailing. And it’s a theory 
that is paying off today in carloads of appliance 
sales 

Contrary to a popular belief among appliance men 
that stores should be roomy and comfortable for 
prospects to shop in, Mike says, “We want the peo- 
ple to stumble over our merchandise. The more it 
gets in their way, the more they see it and the more 
they buy 

“You learn in the drug business that every foot of 
unproductive space costs you money—important 
money. You learn that people feel the ownership 
urge most keenly when they can handle an item and 
examine it 

“So our appliance store isn't designed to win any 
interior decorating awards. We make the space 
work for us instead of working to pay for the 
space.” 


PAGE 162 


Judging from the fact that this highly successful 
appliance venture started on no more than a $600 
investment, it would appear that the Traficante 
brothers have hit on something. Druggists at the 
same address since 1936, the brothers bought their 
building in 19145 


Experiment becomes family affair 


Part of the building was empty and part was being 
used by a neighboring butcher shop as a chicken 
coop. So Dan, Tony, Emil and Mike Traficante 
decided to expand their operations to take advan- 
tage of the additional space they now owned. Looking 
around for a profitable line of goods to add to their 
stocks, they noticed that a previously acquired line 
of small appliances and housewares was selling well. 
Emil and Mike got the idea of going into the major 
appliance business. Each put up $200 out of his own 
pocket to get started. 

“What with merchandise hard to get and the 
lingering aroma of the chicken coop making the place 
somewhat unattractive to prospects for the first few 
weeks, our $400 didn't go very far,’ Mike recalls. 
“So we took Tony in with us for another $200. 
Before long, Dan was in on it and the appliance 
store, like the drug store, became a family affair. All 

(ADVERTISEMENT 
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Emil Traficante 





Dan Troficante 


Mike Traficante 


four of us work in both stores, alternating as business 
demands.” 

To the average observer, the drugs and major 
appliances combination seems a strange one. Mike 
thinks otherwise. ‘It’s a natural,” he says, “in two 
important ways 
traffic. 

“Few retail merchants are in a better position 
than a druggist to cultivate the confidence of cus- 
tomers. People rely on us to fill their doctors’ pre- 
scriptions. They ask our advice when someone in the 
family has a cold, a sun burn or a case of poison ivy. 
In fifteen years in the neighborhood, we've become 
acquainted with a lot of people who respect our 
judgment—not only as pharmacists, but as friends. 
That relationship is priceless when it comes to selling 
appliances. 


confidence in the dealer and store 


Cash in on store traffic 


“Look at it from the store traffic angle. What 
neighborhood store gets more traffic than the drug 
store? They come in for a newspaper, a package of 
cigarettes, or any one of a thousand other traflic 
items. And every time they come in, they're exposeu 
to our stock of appliances which is on display in 
plain sight through an open door. 
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“This gives usa head start on our competitors. An 
interested appliance prospect shopping in our drug 
store doesn’t have to overcome that hesitancy about 
zoing into an appliance store to look around. At our 
place, she’s practically in before she has time to 
think about it.” 

It is more than a coincidence that the department 
of Traficante’s drug store located nearest the appli- 
ance store entrance is the baby needs department. 
This arrangement takes advantage of the fact that 
the young mother generally is the best potential 
appliance prospect. 


Another traffic booster 



















I’ven the passer-by can “get his hands on the mer- 
chandise” at Traficante Bros. Used appliances often 
are placed along the sidewalk in front of the store. 
The brothers report that this practice pays off hand- 
somely, sometimes even stopping people as they 
drive by in cars. 

Successful also is the company’s use of outside 
salesmen on a commission basis. Two men work 
Chicago's south side neighborhoods and one man 
Besides these three, the staff 
includes one part-time salesman in the store, a girl 
in the office and the four brothers. 

You'll notice that no service men are on the pay- 
roll. Says Mike, “It’s our opinion that service is 
handled best by specialists. Our specialty is sales 
and merchandising—not service. So rather than do 
a half-way job in our limited space, we contract for 
service on the outside.” 


covers the north side 


The Traficantes’ unique combination of retailing 
enterprises has made possible a unique sales promo- 
tion opportunity. As members of the Chicago Retail 
Druggists Association, an organization servicing 
some 2,000 Chicago druggists, they take an active 
part in the association’s annual Seminar held at a 
downtown Chicago hotel. 

Being the only members of the association who 
sell major appliances, theirs is the only booth in the 
C.R D.A. show each year which is devoted to this 
type of merchandise. As a result of these exclusive 
displays and cooking demonstrations, the brothers 
sell appliances to druggists all over Chicago and get 
additional customers through the recommendations 
of these druggists. 

















Favor consistent advertising 


Not many retailers are more promotion-conscious 
than the Traficante brothers. ‘““We look at adver- 
tising the same as we look at store display and 
merchandising,” Mike says. “Out of sight is out 
of mind.” 

“So we try not to overlook any good advertising 
opportunity. There's a similarity in drug and appli- 
ance advertising. In both, the most effective medium 
is newspapers. But there’s a difference, too. 

“While drug advertising is designed largely for 
immediate response, you have to shoot for long- 
range objectives in the appliance business. Major 
appliances, of course, are major investments. Unlike 
impulse items, there has to be a definite need before 
we can sell an appliance. A person who is interested 
in a refrigerator today may not need a washing 
machine until three years from now. 

“The answer is strong advertising on a regular 
schedule. That's the only way to get your story 
across consistently when the time is ripe.”’ 











Mass coverage at low cost 


The advertising which the Traficante brothers be- 
lieve to be best suited to their needs is advertising in 
the Chicago Tribune under the Tribune’s Selective 
Area advertising plan. This plan offers intensive 
coverage of their segment of Chicago and suburbs at 
low cost. Most of these ads are full page size. 

Two factors in the Selective Area plan make pos- 
sible the dealer’s low cost: the division of total cost 
among the manufacturer, distributor and other deal- 
ers located throughout Chicagoland, and the 
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; 
Mike (left) and Tony Traficante check one of the big-space ads which they place in the Chicago Tribune regularly under the Tribune's 4 
Selective Area plan. ’ 





; 

Tribune’s zoned circulation arrangement by which a story as often and as effectively as possible,” Mike | 

dealer’s name is featured only in the ad that is says. “Results to advertising for new appliances are / 
circulated in his own trading area. sometimes hard to check, but we know we're using 

Among the manufacturers with whom Traficante the right medium. I'll tell you how we know. 

Bros. has participated in Selective Area campaigns “Whenever we want to clear out some used appli- 
are the following: Admiral, Easy, General Electric, ances in a hurry, we advertise them in the Tribune's 
Crosley, Zenith, RCA and Servel. classified section. These ads produce terrific results 
that we can check closely. So when we can get big- 
“The right medium” space ads in the same newspaper at such low cost 
through the Selective Area plan, we figure it’s too 

“These campaigns fit into our plan to tell our sales good a buy to pass up.” : 

: 











planned and integrated at the factory 
level. 

So successful has Selective Area adver- 
tising been for dealers, distributors and 
manufacturers that in the few years since | 
its inception more than $2,000,000 has 
been invested under the plan. Dozens of | 
case histories available to you on request | 
attest to the economical results the plan 
produces. 

For complete information on how a | 
Selective Area program can help you | 
increase your share of sales in the multi- 
billion dollar Chicago market, ask your 
Chicago Tribune advertising representa- 
tive to call. 


MANUFACTURERS: 


Your advertising does a better selling job 
for you in any market when your dealer 
has a close, personal stake in its success. 

In the Chicago market, dealers are 
enthusiastic about the Selective Area 
advertising plan of the Chicago Tribune 
because it gives them the kind of adver- 
tising they understand and prefer—big- 
space, retail-store-type advertising over 
their own names, reaching a maximum 
number of the people they are in a posi- 
tion to sell. 

Dealers get all these benefits at costs 
as low as one per cent of regular card 
rates. And yet, the entire program is 


7 




















Chicago Tribune 


ADVERTISING SALES REPRESENTATIVES 
Detroit San Francisco 
A. W. Dreier E. P. Struhsocker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Bivd. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
(ADVERTISEMENT) 


Chicago New York City Los Angeles 
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AUTOMATIC: Art Scaife shows G-E’s ASSIST: Robert Shaffer, left, gives M. V. REVIEW: Waring’s James Mcllhenny re- 
to Richard Ney. At Rutherford a hand in setting up a fryer views accomplishments of NEMA house 
display at the Dominion booth. wares drive with NEMA’s Leo Fox. 


EXPLANATION: Les Neiditz uses gestures 
to make his point with Knapp-Monarch new travel iron 
sales manager Birch Vermillion. left is sales manager J. F. Stark. 


_ 


Housewares Show: ‘Normal’ Market? 


OFFERS: Sam Fein, left stretches to watch Jules DEMONSTRATION: Jane Nugent rehearses her Cam- TRADE TALK: Dormeyer’s Marvin Allesee, right, 
Lederer explain a National Pressure Cooker offer to field sales pitch with W. H. Anderson, left, and R. H. visits with J. F. Faunce and W. D. McConnell of 
Ralph Levi of L. Luria. Sutcliffe. Firestone and F. P. McMorrow of Dormeyer. 


NEW PRODUCT: Northern Electric's new electric 
sheets are shown to buyer Reg Martin of Toronto by 
sales manager D. J. Woodman, left 


CAMPAIGN: Vice-presidents Norm Schlegel and 
H. G. Blakeslee and president J. W. Alsdorf go over 
details of Cory’s fall ad campaign. 


ZEDALON: Anne Mosser demonstrates Proctor’s new 
ironing cover for T. J. Kenna, M. C. Coleman, and 
merchandising manager Joseph Tiers 
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COMPETITION: Casco’s J. J. Reidy visits GOOD DEAL: Both Stan Fisher of Lan- CALIBRATED: Arthur 
with H. Henry Martens, left, and J. T. ders, Frary & Clark and buyer George 


H. Witzleben MEETING: Distributor Samuel Fingrutd 
Ericksen, right, of Nesco. 


shows calibrated container on new Oster- of Philadelphia and Hoover’s W. H. Bond 
Guerin are happy over discussion. izer to John Oster Jr., and Paul Glenkey. visit in front of Hoover exhibit. 


Good traffic, fair buying—and hot weather—at Atlantic City housewares show lead observers 
to wonder whether it might not have been almost a “normal” market. Here’s what it looked like 


COLOR: Fryrytes in color hold attention of Bill Hopp, 


Tom Wall, G. Edward Palmer and Robert Dusek, all 
of Dulane 


RESTING: Sessions’ executives Richard Jackson, Ed 
Faulker, L. A. Roulier and J. A. Keane relax in the 
company’s lower level exhibit space. 


BRIEFING: Ralph Sorenson demonstrates a new West- 
inghouse steam iron for Bob Oliver, W. B. Creech, 
Don Fritz of Foley’s, Houston, and Vail Freeland. 


TWO PRODUCTS: J. S. Steele and Clyde Townsend SALES PITCH: Arvin’s Gordon Ritter demonstrates his VISIT: R. R. Fowler of Tropic-Aire, left, plays host to 
show Kitchenaid mixer and coffee grinder to Mitchell 


firm's new “coffee perk’’ under the watchful eye of shirt-sleeved buyer C. F. Mayer, of the James Bell 
Kasriel, Tampa, and H. R. Linebaugh, Dallas. Providence buyer A. E. Pyne. Co., Newark. 
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IN ADS LIKE THIS... 
we're telling the world— 


You cah see it BETTER on a CROSLEY 


and you'll be telling us— 


: You cah SELL them better 
| ona GROSLEY 


hr Seebdonnt We 
e, Fae 
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Your customers can see all channels! Crosley sets with built-in UHF receive 
all present 12 VHF channels and all future 70 UHF channels. But if UHF isn't important, 
your customers needn't pay for this feature. They can add UHF later with a Crosley 
Ultratuner or UHF adaptor. 





30-inch Custom 
console. One of 
the largest direct- 
view television sets & 
in regular produc- ; 
tion. More than twice 
the viewing surface 
of 21-inch models. A 
separate power sup- 
ply gives brilliant 





Your customers will see sharper pictures on the new 1953 Crosley. Auto- 
matic focusing on all Crosleys gives an amazing clean and clear picture over the 
entire screen—no fuzziness even when voltage jumps or falls. They get the finest 
picture without frequent readjustments. 











y ~ clarity. Mahogany or 
* Crosley pictures are steadier. No fading, no flutter caused by signal fluctuations. blond-finished wood. 
4 No white lines when scenes change from light to dark. Electrical interference from 

appliances, passing autos and planes is virtually eliminated on a Crosley. 
aa 7 No glare on Crosley. Your customers can even keep their room lamps on! 
—~—“* oe 


Crosley's no-glare picture window does away with annoying reflections seen on other 
sets. Slanted glass is designed to deflect outside light to the floor. 





including the big picture tube. Not three months—not six—but a whole yeor! The 
exclusive Crosley warranty is your guarantee of customer satisfaction. It's a wonder- 
ful sales tool, too. 





No big inventory problems when you carry the complete 1953 Crosley Tele- 
vision Line . . . because there are only 10 basic models in both the Custom and De Luxe 
lines. A model for every taste and budget . . . yet designed and priced for easy 
step-up selling. And Crosley gives you a long profit. 


The Sarah Bernhardt Il. 21-inch 
Custom console. Simple cabinet style 
that will never grow out of date. 
Genvine striped mahogany veneer or 
white oak veneer with limed oak finish. 





Automatic local-distance power control on Custom models... local-distance 
booster switch on De Luxe models. Circuits adjust to bring in best possible picture 
from local, normal, or “fringe” signals. 








Auxiliary controls conveniently located. On Crosley Custom models, ; 
vertical, horizontal, brightness and tone controls are behind the hinged dial panel. ; 
Both dial and chamber are illuminated. On Crosley De Luxe models, controls are 
clearly marked and readily accessible at the rear of the chassis. 





5 All Crosley sets are warranted: One full-year warranty on all chassis parts, 





<p 2p Front-removable picture window on all Custom models makes it easier for 
your customers to clean the picture-tube face themselves. This Crosley feature alone 
4 nl will save your customers many service calls, and is a real selling point! 
" The Senator. 21-inch De Luxe table 
“% wh model. Large-screen television in a 
:-“% RS ot All cabinets in rich wood. No Crosley cabinets made in plastic, metal, or peso yee ot» oor fer gue ce 
a . be composition. They're made with handsome, hand-rubbed and finished woods. You with cor tla nm aovie tr 
. WM! ol, die always get fine furniture in a Crosley. blond models in De Luxe line. 
DS a 





ALL YOU NEED TO SHOW". mo see ny tl we 
THE COMPLETE LINE _, SALES PROMOTION DEPT. CROSLEY DIV. of AVCO 


iS 10 BASIC MODELS Cincinnati 25, Ohio 


l Please send, with no obligation 

[] Wall hanger with specifications 
| | Full-line folder showing Crosley's '53 line 
1 


(_] A distributor to call and talk over the way Crosley works 





Street 





Wil Pd ies . 


| 
| 
| 
[] Full schedule of advertising | 
| 
| 
| 
| 
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CAKCO 
ee ae 


19% 


IRONS: Questions about steam ironing were answered 
by Casco factory expert Richard A. Panda 


MORE IRONS: Sit-down ironing techniques are ex 
plained at the Proctor space by Mary Riedel and 
Marge Tester. Listening are teachers Lillian Hosford 
f Paoli, Pa., and Mary Sloat of Westchester 


MORE HOUSEWARES: A talking roaster (background 
id manager Bill Freund and Dorothy Hogg 
exhibition 


helped 
onswer visitors question at the Ne 


space in Convention Hall 


168 


AHEA: 


Getting the Answers 


Home economists, attending their 43rd meeting and exhibit in 


Atlantic City, display a lively interest in new products and new techniques 


Appliance manufacturers, continuing a trend 
which has become increasingly apparent at the 
group’s last four meetings, took a healthy interest 
in the proceedings of the 43rd annual meeting 
and exhibit of the American Home Economics 
Assn. in Atlantic City in late June 

Over 200 firms displayed their products in 
Convention Hall and about 50 of them were 
appliance manufacturers. Among this group, a 
strong electric housewares “‘flavor’’ was apparent. 
One old-time exhibitor (General Electric) gave 
its small appliance division more space than ever 


REFRIGERATORS: Teachers anxious to obtain copy 
of Admiral’s new teaching-aid chart called ‘’Evolu- 
tion of the Icebox’’ gather around Edith Stoffer, a 
home economist for the firm 


. = 
ve 
WASHERS: Details of the new Bendix home laundry 
line are provided Ruth Gaffney and Carol O'Connor 
»f ‘’Today’s Woman” by Lee Ballard, reg 
for Bendix 


1} eastern 


home service director 
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before and a prominent spot in the company’s 
overall exhibit. Many of the firms exhibiting for 
the first time were also electric housewares pro- 
ducers—Casco, Dulane, Arvin and Nesco. All 
of the first-time exhibitors were enthusiastic over 
the sincere interest home ec visitors showed over 
in the merchandise on display. 

More than 5300 home economists attended the 
meeting. Elizabeth Sweeney Herbert, household 
equipment editor for McCall’s, took office as 
president of the group in the course of the 
convention 


init 


Li APPUANCE 5 


f  SENERAL @ erecraic ree | 
| i ts t 


ELECTRIC HOUSEWARES: G-E’s line of small appli- 
ances is demonstrated by Virginia Garvey for a 
visiting home economist. Two new appliances, a 
hand mixer and an automatic travel iron, were shown 


STILL MORE HOUSEWARES: The Arvin line of small 
appliances is demonstrated by William Johannsen 
The company unveiled a ‘“‘coffee per! 
coffee maker during the show 


automatic 
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Fedders sells Air Conditioners 
to Eskimos! 


OME of our competition may have the timid 
idea that you can only sell room air condi- 
tioners during sloppy, steamy weather. But Fed- 


WNUK 


ders—working closely with some of its liveliest 
dealers—has tested and proved a plan that'll sell 
Fedders air conditioners like magic in the iciest 
Eskimo weather! We're not going to let out the 
details here—write Fedders or contact your dis- 


tributor for “Secret Plan #6”! And do it right FEDDERS-QUIGAN CORPORATION, Dept. EM-8 
: ie Buffalo 7, New York 
away. A lot of sales are just waiting to happen be- Sirs: If you can sell Fedders Room Air Conditioners to 
tween now and December 31st! Eskimos, I can sell ’em all year round. Send me “Secret 
Plan #6" so I can start immediately. 


Name 


1ddress 


A GREAT < ' Pam 
Le) PN 
County__ State 


COMFORT 
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aN ideo suggested by JACK O'HARA, 
\ Valentine-Radford Advertising, 


” 
. 
4 S Kansas City, Missouri 


In Chicago, it takes 2— 


to make your shots count 


BECAUSE .. . Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and sub- 
urban prospects.* 

Today it takes two daily newspapers 
to reach a majority of the market—and 
for MOST net unduplicated coverage, one 
of your two MUST be The Chicago SuN- 
Times! 


*See your copy of the independent Publication 
Research Service study, “Chicago Daily News- 
paper Coverage and Duplication, 1951,” or 
write us for details. 


CHICAGO 


="/ SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


Total Circulation, 550,293 Average Net Paid Daily (ABC Publisher's Statement for 6 mos. ending 3/31/52) 


AHEA: Getting the Answers (continued) 


COMBINATION: Companion appliances, the refrigerator and the upright 
freezer, are demonstrated by Westinghouse’s Julia Kiene and Camille Beau- 
champ for visitor Martha Edwards, left 





MORE HOUSEWARES: A talking roaster (background) helped ad manager 
Bill Freund and Dorothy Hogg answer visitor’s questions at the Nesco exhibi- 
tion space in Convention Hall 


WASHER TALK: Bill Show, on behalf of both the home laundry and vacuum 
cleaner associations, plays host to Connie Kelly, Bessie Swann, Mrs. Walter 
Elizabeth Madigan, Marjorie Harper and Clara Zillessen 


J. Daily, 
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Dont sign 
that order... 


until you see 


STEWART-WARNER 
Radio and TV for 53 


(hays 
bette 


Soon on Display at your Stewart-Warner Distributor 








Stewart-Warner Electric, 





Division of Stewart-Warner Corp., 
1300 N. Kostner Ave., 
Chicago 5], Ill. 








ahem § 


Aa eis 








QUESTIONS: Dealers attending NARDA mid-year meeting surround speakers, 
seeking answers to individual questions. 








AN ANSWER: Association president Mort Farr proposes that manufacturers intro- 


duce only one line a year 


At left is W. F. Pieratt of Lexington, Ky. 


NARDA: Another Crusade Coming 


Members attending annual mid-year meeting listen to manufacturers, 
discuss their own problems, review the accomplishments of the past 
year and vote to fight for “one-line-per-year” 


With one scalp tucked under their 
belt, NARDA members holding their 
innual mid-year meeting in Chicago 
in late June voted to go after a second 
“bad Indian”. 

Ihe practice they've licked is the 
problem of T'V pricing. 

The practice they're going after 
now is the industry habit of introduc- 
ing two, three or four new lines of 
merchandise each year. What 
NARDA wants is simple: one basic 
line of television receivers and major 
appliances a year. 


Why They Want It. The conven- 
tion wasn’t many hours old before 
NARDA president Mort Farr had de- 
scribed the new campaign to the mem- 
bers. After some general remarks on 
business as a whole, Farr devoted the 
final portion of his “keynote” ad- 
dress to the one-line-a-year theme. The 
idea was based on “common-sense eco- 
nomics,” Farr said, and continued 

“The rapid changes in tube sizes 
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and recent material restrictions may 
have made it necessary for television 
to be brought out more frequently in 
the past. Materials restrictions, simi- 
larly, might partially have been to 
blame for the multiple lines of re 
frigerators brought out each year. But 
much of the changing of lines has 
been the moving of a television chassis 
into a modified style of cabinet or 
changing the chromium strip arrange- 
ment on a box to adjust to competi 
tion’s prices. Today we have learned 
to live with materials restrictions, and 
supplies are more predictable than 
they were last year. Also I honestly 
believe that most manufacturers have 
become more interested in making 
profits on the merchandise they pro 
duce and in having distributors and 
dealers run profitable operations than 
they are in grabbing increasingly larg« 
segments of the market regardless of 
its absorptive capacity. 

“Therefore, with more careful plan 
ning by producers and with timing 


that fits the individual company’s 
schedule, I believe that the manufac- 
turers, and certainly the distributors 
and dealers, could show a healthier 
profit and loss statement at the close 
of their fiscal vear if the one-line-a- 
vear policy were adopted. Should 
pricing adjustments prove necessary, 
they could be made in a fair way on 
the models in the basic line or addi- 
tional models could be added. Simi- 
larly, new models could freshen the 
line at mid-year if that proved desir- 
able.” 


The Manufacturer's Stake. “From 
the manufacturer's standpoint, this 
would mean 

longer, uninterrupted production 
runs with the greater savings that 
come from mass production, 

longer planning and testing time 
for the new models. 
less difficulty in holding mem- 
of the manufacturer’s distribu- 
tion team since their purchases would 


bers 
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be larger and over a longer time 
period, 

-an opportunity to map out 
longer-range, more costly advertising 
and sales promotion programs since 
there would be more time to amortize 
them, and 

—more time to adjust the pro- 
duction runs between the models to 
fit their proportionate sales, making it 
easier to hold production in balance.” 


How. It Would Work. “In televi- 
sion, which would be_ introduced 
probably between mid and late sum- 
mer, production could continue right 
through the pre-Christmas rush and 
not have to be stopped in mid-Novem- 
ber when it should be at peak to get 
set for new merchandise. Dealers 
would not have to cut their pre- 
Christmas buying so fine since they 
wouldn’t have to have their inven- - 
tories cleaned out in the Christmas 
markets. 

“In refrigerators, the major appli- 


1952—ELECTRICAL MERCHANDISING 








SS TARTAN TEE SERED 


¥ 


‘ 
4 


“ 


~~ 


ee 


QUESTION from the floor is answered by Motorola’s Paul Galvin during NARDA 


luncheon 


At left is Norfolk dealer H. B. Price, Jr 


QUESTION on the floor finds Wallace Johnston of Memphis questioning Ed 


Hegarty of Westinghouse, left 


ance that has been most subject to 
multiple lines, production runs are 
now much shorter than they were be- 
fore and mass-production savings are 
particularly needed for competitive 
pricing. If the line is introduced in 
January, the dealer would have plenty 
of time for planning and selling out 
his old inventories so that they're not 
competing with new merchandise for 
sales when the spring and summer 
refrigerator selling season arrives. 
“From the dealer’s standpoint, the 
effect would be largely psychological. 
He would be freed of the feeling of 
being a daring gambler or of having 
to play it safe when he made his pur- 
chases of his standard, foundation 
merchandise. Instead, he could make 
a careful study of his market and the 
merchandise offered and buy his basi¢ 
lines accordingly, knowing that his 
plans would not suffer major disrup 
tions in three to six months. His buv- 
ing, merchandising and promotional 
programs could be built with greatet 
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care and for greater worth to his dis- 
tributor and manufacturers.” 


More Than Reform. Possible re- 
forms in the industry weren’t the 
only item of business on the NARDA 
program. Members listened to manu- 
facturers discuss the future of televi- 
sion and heard a number of speakers 
outlining promotional programs on a 
variety of appliances. Among them- 
selves the dealers compared notes on 
conditions in their own areas, the 
success of local promotions, and the 
results of cooperation on the com- 
munity level. 

One of the principal speakers was 
Motorola president Paul V. Galvin, 
who told the group that a “seasonal 
thvthm” has been established in the 
television industry. Forty percent of 
the year’s output moves in the first 
six months and the remaining 60 per- 
cent in the final six. In planning pro- 
duction, Galvin said, manufacturers 
must aim at filling the public’s appe 


1952 


ANSWER from Amana is provided by Ed Hinchliff. 


and Gross Williams, Jr. 


Listening are H. L. Frankel 


ANSWER on the tablecloth is provided for Clarence Bode, left, and H. A. Witham, 


right, by G-E’s C. R. McLean 


tite and avoid seasonal excesses which 
glut the market. 

Selling at retail must consist of 
more than mentioning brand and 
price, Galvin pointed out. “Price cut- 
ting, the second oldest profession, is 
being indulged in too freely in tele- 
vision,” he warned. “I’m not opposed 
to longer discounts but discounts must 
come off of list price. The manu- 
facturer must reckon with the pres- 
sure of competition—regular standard 
brands, private labels, competition di- 
rect to the consumer.” 


Freezer Plans. Success of a freezer 
food plan depends on cooperation 
among food suppliers, bankers and 
thgpdealer, Carl O. Hagstrom of San 
Francisco’s General Appliance Co. 
told the group. He described the 
workings of his and other plans on 
the West Coast and reminded the 
group that the freezer owner remains 
in contact with the dealer as a pur 
chaser of wrapping material. He said 


dealers could get more leads from 
owners than from ary other group. 

G.E.’s Paul Leslie told the meeting 
that as far as television was concerned, 
home demonstration was not a pro- 
motion but a basic selling technique. 
He held out hope that more attrac- 
tive sets now being shown by manu- 
facturers would combine with better 
selling techniques to overcome the 
sales slump which has hit the industry. 

Another plug for demonstrations 
came from Ironrite’s Hal Biddle who 
explained that “The thing that makes 
a demonstration click is the fact that 
people are generally ready to believe 
what they see.” 

Other manufacturers on the pro- 
gram included Fd Hegarty of West- 
inghouse, S. E. Wolkenheim of A. O. 
Smith, C. R. McLean of G-E and 
Dan Halpin of RCA Victor. Dealer 
speakers included H. B. Price, Jr., 
William Murray, Harry Swan, Gross 
Williams, Jr., Wallace Johnston, Har- 
old Sampson, and William S. Hake. 
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| Fair Trade Prices on 


PRODUCT RETAIL PRICE 


PRODUCT RETAIL PRICE 


PRODUCT RETAIL PRICE 





ELECTRIC HOUSEWARES 
M9 Mixer $39.95 
C24 Roaster 44.95 


G-40 Sandwich Grill 21.95 
(Automatic) 


T-81 Toaster—Brown 22.95 
T-81 Toaster—Ivory 23.95 
F-32 Iron 9.95 
F-23 lron 12.95 
F-40 Iron 18.95 


CLOCKS 

RETAIL PRICE* 
Wink 4.95 
7H-208 Riser 4.95 
7H-196L New Heralder 5.95 
7H-200 Cue 5.95 
7H-208L Purr-A-Larm 5.95 
7H-218 Beckoner 6.95 
7H-210L Beau Alarm 7.50 
7H-06L Drummer 7.95 
7HA-194L Morning Star 8.50 
7H-212 Woodsman 8.95 
7H-204 Tweed 9.95 
7H-214 Serenade 13.50 
7H-188 Candlewick 18.95 
2H-22 Pantry 4.50 
2H-38 Helper 4.95 


7H-192 


* 
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CLOCKS 


continued 


RETAIL PRICE* 
Epicure $5.75 
Clansman 6.50 
Contour 6.95 
Domestic 7.95 


New Tune-A- 8.95 
Larm 


3H-06 Pristine 
3H-184 Concord 
416 Maestro 47.00 
414 Rhapsody 60.00 
313 New Virginian 435.00 
309 Adams 590.00 
1H-1608 11.20 


2H-20 
2H-30 
2H-34 
2H-32 
8H-70 


16.95 
19.95 


Commerce 
8-inch 
Commerce 
12-inch 
Commerce 
15-inch 
Select-O-Switch 17.50 
Navigator 8.95 
Gourmet 4.95 
Repeater 6.95 
7H-198K Lumalarm 5.95 
7H-196 New Heralder 5.95 


*Not including Federal tax 


AUTOMATIC BLANKETS 
PB15Al 57.95 


1H-1612 13.45 


1H-1615 19.10 


8H-58 
3H-98 
2H-26 
7H-04 


AUGUST, 





AUTOMATIC BLANKETS 


continued 
PB15A2 $67.95 
PB15A4 54.95 


VACUUM CLEANER 
AVC-815 99.95 
FANS: 

Al 

Fl 

Tl 

S106 

V163 
FM10C1-5 


HEATING PADS 


PS8A1 
PS8A2 
PS8A5 
PS4A4 


HEATERS 
PH2A1 
PH4A1 
PH11A1 


HEAT LAMP 


1952—ELECTRICAL MERCHANDISING 


















Announces... 
G-E Small Appliances 


Long convinced of the all-around fairness of Fair Trade, we 
wholeheartedly support the President’s statement that the 
McGuire Fair Trade act: 














¢¢...does have value in eliminating certain unfair 
competitive practices and thereby will help the 
small businessman to stay in business...a 
healthy thing for our economy and our society. ?? 


Fair Trade prices, under the McGuire law are binding on EACH 
and EVERY retailer—nonsigner as well as signer of Fair Trade 
agreements—in the 44 Fair Trade states. 





Every retail sale—in the 44 Fair Trade states—interstate as 
well as intrastate—must be made at Fair Trade prices. 


Fair Trade prices of General Electric Small Appliances are 
shown at left. 






Small Appliance Division 
Bridgeport 2, Connecticut 


GENERAL @@) ELECTRIC 
* 
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ASSOCIATIONS 





RTMA: Better Days Ahead 


Improved sales picture for radio-television indus- 
try predicted by speakers reporting to RTMA’s 28th 
annual convention in Chicago; McDaniel resigns 


“The industry has every reason to 
be optimistic as to the immediate 
future, but it should not expect any 
sudden upsurge in set sales. Instead, 
1 gradual rise can be expected in 
1952 and for several years thereafter.” 

lhat’s the prediction of Glen Mc- 
Daniel, reporting to the 28th annual 
convention of the Radio-Television 
Mfrs. Assn. in Chicago in late June. 
(At the close of the convention Mc- 
Daniel resigned as president of the 
association, pointing out that personal 
considerations required his return to 
New York City. No successor has 
been named for McDaniel, the first 
full-time president in the group’s 
history.) 

The air of optimism struck by Mc 
Daniel was echoed by other speakers 
at the RTMA meeting. Set division 
chairman John Craig reported that 
“the general outlook for the radio 
television industry is most encourag 
ing and sales of television receivers 
should rise in 1953 and remain at a 
higher level than at present for sev 
cral years to come.” 

Busy Week. +0 business ses 
two dinners and four mem 
bership luncheons filled the four day 
convention schedule. Climax of the 
onvention was the annual radio-tele 
vision industry banquet when RCA 
board chairman David Sarnoff was 
presented with the first RTMA medal 
of honor for “outstanding contribu 
tions to the advancement of the radio 
television industrv.” 

President’s Report. McDaniel told 
RTMA members that the electronics 
industry is now operating at an over- 
all production rate of $4 billion on an 
annual rate which exceeds 
the peak output of the entire in 


Over 
10nS, 


basis—a 


Elected 


HERBERT L. LAUBE, president of Rem 

jton Corp., has been named head of 
f the 
and Refrigerating 
B. Donley of G-E was 
f the 


r room air conditi 
Air Conditioning 
Machinery Assn. H 


named v 


mer section 


ce-cnairman jyroup 
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dustry even during World War II. 

McDaniel contended that radio and 
TV sales during the past year had 
been “relatively good except in com- 
parison with the post-Korean buying 
spree. 

In reporting on the expansion of 
RTMA’s services to members, Mc- 
Daniel noted that the organization 
was now compiling its own statistics 
and revealed that RTMA would soon 
begin issuing its own figures on the 
sales and inventories of radio and TV 
at the retail level. For some time, 
however, this service must be financed 
by member subscriptions rather than 
through the association’s budget, 
McDaniel said. 

He also called attention to the 
work of the association in adding a 
service coordinator to its staff. 

Committee Reports. In his report, 
Craig pointed out that radio set sales, 
particularly of portables and auto- 
mobile sets, had continued “surpri 
ingly active” and he said that there 
vas “every indication that they will 
ontinue so in the years ahead.” 

Commenting on this year’s sales, 
Craig pointed out that “at no time 
did inventories reach the dangerous 
point they did in early 1951. Conse 
quently there was less dumping and 
sales were further stimulated by the 
suspension of Regulation W.” 

In a report to the group’s industry 
statistics committee, chairman Frank 
Mansfield reported the consolidation 
of all statistical activities within the 
association itself. “A program is cur 
rently under way to collect retail sta- 
tistics on sales, purchases and inven- 
tories, generally by regions,” he 
dded. ‘The first report in this series 
will be issued in September. 

Resignation. McDaniel’s resigna- 
tion was accepted with regret by the 
RTMA board of directors. A resolu- 
tion commending McDaniel for his 
service to RTMA and to the indus 
trv was approved by the board. A. D. 
Plamondon, Jr., newly-elected chair- 
man of the board, named a committee 
of past presidents to make a recom- 
mendation concerning McDaniel’s 
successor. 


Certify Lamps 


A certification program setting up 
minimum requirements for the elec 
trical and photometric characteristics 


of standard cold cathode fluorescent 
lamps has been drawn up by the 
Fluorescent Lighting Assn. A central 
independent testing agency will make 
reports to the technical director of 
ILA who has the authority to deter 
mine a member's qualification for 
certification. Only FLA members in 
good standing are qualified 


ELECTRIC HOUSEWARES DISPLAY winners receive their prizes from Virgil Otto 


second from the left) of the Chicago Electric Assn 


At left is Robert Sullivan, 


salesman for Efengee Electrical Supply Co., winner of the distributor salesman’‘s 


award 
winners in the dealer category 


City by City 


IEEL. ‘The temporary directors chosen 
when the Inland Empire Electrical 
League was organized in March were 
recently elected to permanent office. 
David S. Cohn serves as president, as 
sisted by John F. Boothe, V. E. Me- 
Cain, W. L. Thrailkill, F. A. Tool, 
Henry Vincent, E. B. DeFeyter, Har 
old Haberman and Stanley Densow 
as directors. Russell Williams is chair- 
man of the appliance section, with 
Glen Waugh serving as vice-chairman. 


Jacksonville, Fla. A Better Living 
Show, tree to the public, was held 
late in June by the Jacksonville Ap- 
pliance Dealers Assn. Retailers had 
individual booths where they dis 
played the newest models of all major 
lines of appliances and home equip 
ment. Merchandise prizes were given 
away every evening of the show. 


Harrisburg, Pa. At its June meeting 
the Harrisburg Area Appliance Deal- 
ers’ Assn. chose the following new of- 
ficers: J. Henderson Stock, president, 
LeRoy Weiss, treasurer, and Richard 
A. Lank, secretary. 


™ew Orleans. A recent mecting of the 
i-lectrical Assn. of New Orleans fea- 
tured George Richmond, chief venti- 
lating engineer for Robbins & Myers. 
Inc., as guest speaker. He reviewed 
the development of the fan and air 
conditioning industry over the past 
ten years, pointed out current trends, 
and ventured a few predictions 


Des Moines. R. D. O'Callaghan has 
been elected president of the Electri- 
cal League of Des Moines. Other of 
ficers elected were: W. T. Reace, Jr., 
and Don M. Hitchcock, vice-presi 
dents; C. J. Herkes, treasurer, and J 
W. Ferguson, secretan 


Houston. H. Wylie Sinclair has been 
named president of the newly formed 
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At right are George Topper and his assistant, Miss Alberta Lindquist, 
Forty-one dealers participated in the display contest 


Houston Appliance Dealers Assn 
I'wo vice-presidents, Ben Duffie and 
Stanley Blount, took office, along with 
Wesley R. Edmonson as_ secretary 
treasurer 


Atlanta. Metropolitan Atlanta retail- 
ers have organized the Franchised 
Dealers’ Assn. in an effort to improve 
the ethics of the entire appliance in 
dustry. D. W. Lyon is president of 
the group, Bill Sharpe is vice-president, 
Ben Newcomer is treasurer, and H. W 
Bracken is secretary. 


Mower Makers Meet 


Thirty-five lawn mower manufac 
turers have organized the Lawn Mower 
Institute, Inc. Executive offices of the 
new group will be in Washington. 

Objectives specified by the group 
include: advancing the general welfare 
of the industry, making recommenda 
tions on taxation and_ regulation, 
gathering accurate information help 
ful to all members and fostering law 
ful group action to meet problems 
affecting the industry. 

Officers include T. Bowring Wood- 
bury, president of Air-capitol Mfg., 
Inc., president; Sam Briggs of Reo 
Motors, Inc., vice-president; G. Neal 
Turner, president of Eclipse Lawn 
Mower Co., Inc., secretary-treasurer. 
Harold K. Howe is executive secretary. 


SMA Elects Dubs 


LeRoy C. Dubs, president of the 
Canton Stoker Corp., was named 
president of the Stoker Mfrs. Assn., 
during the group’s 35th annual meet 
ing at Lake Wawasee, Ind., in late 
June. Other officers include B. O. 
Fink of the Auburn Foundry, Inc., 
vice-president, and Howard B. Sco 
ville of Cotta Transmission Co., 
elected secretary-treasurer Mare G 
Bluth was re-appointed executive sec 


retary. 
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VM PUB A PHILCO POLICY 


JUST LIKE A BOOST IN 
STATION POWER, !T BRINGS 
A CLEAR, STEADY PICTURE TO 
VAST NEW AREAS FOR THE FIRST 
TIME. ONLY PHILCO HAS IT! 


PHILCO-DEVELOPED 


CYLINDRICAL 
FACE TUBE 


OPTIC ENGINEERED 
TO ELIMINATE GLARE, 
IT’S ANOTHER MAJOR 





CONTRIBUTION TO 
TELEVISION FROM THE 
PHILCO LABORATORIES 





EPOCH—MAKING DEVELOPMENTS 
FROM THE PHILCO LABORATORIES 
THAT SET A NEW GOAL OF RECEPTION 


# Or: THE TV INDUSTRY 
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NEW LINES 





Big Lines 

Six new appliances as well as 102 
radio and television sets were unveiled 
for Philco distributors attending the 

yunpany’s national distributor con 
ention at the Waldorf in mid-June. 

Philco president William Balder 
ton told the group that the company 
vould celebrate its sixtieth anniversary 
this year “‘by setting an all-time sales 

cord exceeding the 1950 high 
#f $335 million.” In the first four 
months of the year, Balderston said 
Philco increased its percentage of total 
industry volume in each of its major 
product fields. Singling out refrigera 
tion, he said that Philco percentages 
this year are nearly double those of 
195] 

The ympany'’s conversion to in 
board pricing was also announced dur 
ing the convention. Balderston said 
Philco considered it “‘fundamentall 
unsound” to allow mark-ups on taxe 
ind pointed out that excise tax on 
['V sets would be included in the list 
“wash’’ item without profit 
to Philco, distributors, or dealers. He 
promised distributors a discount struc 
ture that “will keep you in a com 
petitive position.’ 

Company officials in introducing 
the new television line emphasized 
the inclusion of a new “golden grid” 
tuner, a new germanium diode all 
hannel UHF tuner, optic-engineered 
lass picture tubes, and the wide 

iuiety of styles available in the 52 
model line 


price as a 


ZENITH vice-president H. C. Bonfig demonstrates one of his firm’s new 27-inch 


sets during introduction of company’s new line. 


Tube sizes in the line range 


from 17-inch up to 27-inch and prices run from $199.95 to $750. The company’s 
serious intention to ‘‘go places’ in television was accented by the opening of its 
new Chicago plant and the most complete showing of models in the firm’s history 


Big Political Show 


Westinghouse built its June intro 
duction otf new television and radio 
around a “convention rally” 
theme, tying in with the firm’s spon- 
sorship of radio-TV coverage of the 
political nominating conventions in 
Chicago 

Included in the new lines were 19 
I'V sets and 13 radios. Prices on TV 


sets 


ranged from $1589.95 to $595. ‘The 
regional presented in 
large circus tents and cmployed pro 
fessional talent. Westinghouse off- 
cials appearing on the program in 
cluded TV-radio division manager 
F. M. Sloan, sales manager J. F. 
Walsh, merchandise manager J. N 
Van Deman, ad manager E.. L. Had 
ley and sales promotion manager 
F. S. McCarthy 


shows were 


Expanding Lines: Two New Dishwashers Make Their Bows 


MEMBERS OF THE PRESS ore introduced to American Kitchens’ new dishwasher 
by general sales manager Charles K. Clarke during June press luncheon in Chicago 


Eight Years Coming 


The greatest advertising, promo 
tional and merchandising drive in the 
firm’s history will back up the appear- 
ance of American Kitchens’ new “roto- 
tray” dishwasher, company officials 
told distributors in late June. 

In development for eight years, the 
new unit will be available in three 
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models—as a sink combination, a free- 
standing unit, and an under-counter 
model. 

Ad manager A. M. Bruninga told 
distributors that the promotional cam- 
paign would include use of news- 
papers, trade and consumer magazines, 
radio, television, motion pictures and 
billboards. It will get underway this 
month and in September. 


Big Margins 

An extra promotional margin is be- 
ing offered Raytheon dealers to enable 
them to grant trade-in allowances at- 
tractive enough to stimulate new sales 
in markets now well saturated. 

In announcing the company’s plan, 
W. L. Dunn, vice-president in charge 
of sales and engineering for Belmont 
Radio Corp., emphasized that the 
firm would make “no attempt to dic- 
tate the uses to which the distributors 
and dealers put the extra margins al- 
lowed them.” He pointed out, how- 
ever, that the possibility of realizing 
extra profits under the plan would 
ro on “intelligent use of its 
provisions.” 

The plan was announced to com- 
pany distributors during the firm’s na- 
tional sales convention in Chicago in 
June. 

he fact that factory-installed UHF 
tuners and circuitry are available on 
new Raytheon models offers dealers 
a “dynamic” sales tool in conjunction 
with the promotional margin, Dunn 
said. He suggested that trading in a 
new set toward one with UHF pro- 
visions could be promoted under terms 
of the plan, with the extra margin 
providing funds for an attractive trade- 
in allowance. All Raytheon sets have 
UHF as well as VHF circuitry and 
many have UHF tuners included. 

Dunn told distributors attending 
the firm’s national sales convention 
that distributors and dealers were en- 
tering the fall selling period in gen- 
crally good condition with set inven- 
tories lower at the retail level than a 
vear ago. 


A NEW DISHWASHER gets oa brass-hat demonstration from F. F. Duggan, left, 
general sales manager for Crosley appliances, and J. E. Guertin. 


“Propitious” Time 


Crosley division of Avco Mfg. Corp. 
moved one step further toward mar- 
keting a coum line of appliances 
under its own name in late June when 
the company formally unveiled its new 
automatic dishwasher. 

John W. Craig, Avco vice-president 
and general manager of the Crosley 
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division, told a press conference that 
he felt now was a “propitious time” 
to introduce the dishwasher. “Led by 
kitchen equipment,” he said, “the en- 
tire appliance field appears to be on 
the upgrade. I believe we can look 
for this trend to hold.” He called 
attention to the particular difficulties 
involved in marketing a new product 
in a guns and butter economy. 
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MISS 


.this exciting 
new edition 


of 


GRAYBAR'S 
GIFT BOOKLET 


Re e. ay f 





DONT thi proved sales builder 


24 PAGES 


of well-known, nationally 
advertised electric 
housewares — the gifts your 
customers like to give... 
love to receive. 








You can make your store “gift headquarters” by 
giving your customers this new Graybar gift booklet. 


Printed in rich green gravure, it illustrates and 
describes a complete selection of Graybar-distributed 
electric housewares — famous brands like Sunbeam, 
Universal, Toastmaster, Telechron and many others. 
Gifts suitable for every member of the family — gifts that 
keep customers coming back to your store for every gift occasion. 


Whether you use it as a mailing piece at Christmas time . . . 
or simply as an everyday, over-the-counter sales-builder, the 
Graybar gift booklet can help you build year-round sales 
of electric housewares. 


Be sure you take advantage of this opportunity. As a Graybar 
dealer, you can order these helpful gift booklets from your 


local Graybar Salesmen. The cost? Only 3¢ each in lots of 500, 
including imprint, transportation prepaid! Don’t delay, call him today. 


me 34 they say YES when you feature appliances 


«4 \ 
2 Graybar Electric Co., Inc., Graybar Building, 420 Lexington Ave., New York 17, N. Y. 
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MARKETING 





Fair Trade: Back Again 


McGuire Act becomes law, restoring non-signer 
provisions knocked out by Supreme Court; but opponents 
promises legal action to test the new bill 


Fair Trade contracts guaranteeing 
retail price maintenance on brand 
name merchandise are binding again, 


14 months after the Supreme Court 
said they could not bind non-signers. 

The McGuire Act, signed into law 
by President Truman last month, spe 
cifically makes retail price maintenance 
contracts between a manufacturer and 
any retailer in a state binding on all 
retailers in the state, whether they are 
a party to the contract or not 


That’s the kind of law the Fair 
Traders have been trving to get on 
the books ever since the Supreme 


Court ruled in the Schwegmann case 
that the Miller-Tydings amendment 
to the Sherman act did not make these 
vertical contracts 
signers. 

Uphill Fight. It was a relatively easy 
but uphill fight for the lobby, fronted 
by the National Assn. of Retail Drug 
gists and representing distillers, appli- 
ance retailers, hardware, jewelry, to- 
bacco and other brand name merchan- 
disers. The bill was pushed through 
both House and Senate by lop-sided 
votes after some segments of the lobby 
had been castigated on the floor of 
both houses for pressure tactics. 

The bill was opposed by union la 


binding on non 


bor, farm and consumer groups, and 
the Federal Trade Commission and 


anti-trust division of the Justice De 
partment 

Even though the budget bureau had 
branded the bill as “not in accord” 
with the President’s program, thou 
sands of letters from the lobby plus 
pressure from friends from 
haberdashery days turned 
ind the bill became law 

Now, Law Suits. Now that the law 
is back on the books a wave of suits 
is expected to follow. Shoppers will 


Truman’s 
the trick 


be watching for sales below the Fair 
Traded price and violators can look 


for legal trouble if caught. 

The Justice department is studving 
the effect of the new law on suits now 
pending against manufacturers, whok 
salers and retailers charged with con 
spiring to fix prices. There is a fair 
chance that the suit against Sunbeam 
for allegedly conspiring with its whol 
salers to boycott retailers who sold be 
low stipulated prices will be dropped 
But because of horizontal price fixing 
allegedly involved in the McKesson 
Robbins suit there is a pretty good 
chance that it won’t be dropped 

And Test Cases. The enactment of 
the bill is likely to be followed bw a 
number of test cases to clarify its juris 
diction. There is considerabk ques 
tion as to whether the law closes the 
so-called “Wentling loophole” that 
permitted mail order selling of branded 
merchandise below fixed prices be 
tween non-Fair Trade and anv of the 
45 Fair Trade states 
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Another question to be scttled is 
the constitutionality of the McGuire 
act. In floor debate Sen. Douglas (D., 
Ill.) said that he very much doubted 
the constitutionality of the non-signe 
clause binding a third party to a con 
tract to which he is not a party 

Trade Reaction. Appliance manu 
facturers, distributors and dealers who 
had joined in the fight to revive Fait 
l'rade lost no time in announcing their 
intention to take advantage of the 
McGuire act. 

Many firms which had previously 
Fair Traded their products quickly an 
nounced that they would resume this 
practice. 

Those retailers who were tradition 
ally opposed to resale price mainte- 
nance adopted something of a “watch 
and wait” policy. There were prom 
ises of new legal tests for the law and 
many of these merchants were plan 
ning on continuing to cut prices of 
merchandise they had in stock when 
the bill was signed 


New Training Course 


l'raining in basic selling principles 
as well as instructions on how to find 
prospects, answer objections, demon 
strate and close the sale are contained 
in a new sales training course prepared 
by the sales personnel and training 
committee of the EFI 

Ihe course consists of six 100-frame 
sound slide films, 
films, six 


six trailer discussion 
guides and six manuals 


Pick Window Winners 


Pk 
|! lal : Se aaa 






WESTINGHOUSE EXECUTIVES and Robert 
LECTRICAL MERCHANDISING, judge window displays submitted by 


f Westinghouse’s Freedom Fair 
ager J. G. Baird 


monager J 


part 
man 


R. Clemens 





Armstrong, assistant sales manager 


Testing Guarantee 


POSING os a 


tomer, 


slightly inebriated cus- 
Jim Williamson, Cory Corp. cen- 
tral division sales manager, tosses a glass 
coffee brewer against the ceiling to test 
the firm’s guarantee against breakage 
Skit was used during appliance sales 
meeting held by Mansfield Hardware and 
Supply Co. to dramatize features of the 
glass units 


Seven Step Selling 


A long range attempt to make deal 
ers better salesmen by teaching them 
the fundamentals of effective and 
profitable merchandising has been 
launched by the Minneapolis-Honey 
well Regulator Co. 


The $100,000 program is built 
iround a series of seven “how to do 


it” booklets published by Honeywell 


ind now available to others in the 
industry. Although the program will 


be applied initially in the heating field, 
it is applicable to any industrv that 
sells through dealers, H. D. Bissell, 
director of merchandising, said. Mass 
distribution (both in and outside the 
heating industrv) will begin — this 
month 


editor of 
dealers as 
From left to right are sales promotion 
W. B. Creech and ad 


Arrastrong, managing 
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Decontrol Ahead? 


OPS was pleased with the price 
control bill it got out of Congress. 
But the money it got to run the big 
agency was another story—Congress 
cut it from a requested $62 million 
to $38 million. The cut might lead to 
decontrol of some items. 

As a result, OPS decided to cut its 


personnel by about half, with most 
of the reductions coming in district 
offices. The reduced appropriation 


may also bring about some relaxation 
of controls that OPS hadn't figured on. 
What the new law says is not impor- 
tant now as what parts of it OPS de- 
cides to enforce, and what parts of it 
go on the shelf. 

If OPS should decide to cut oper 
ating expenses by dropping a batch 
of controls, TV sets, toasters and ra 
dios might be among the first to get 
out from under ceilings. These items 
have been selling far enough below 
peak prices to make them candidates 
for early decontrol. 

On paper, the 25 amendments to 
the law dealing with prices left OPS 
in firm control over appliances. Most 
of the important changes loosened 
controls over food. Other controls were 
left pretty much as they have been 
for the past year. 

Congress did end one worry. There’s 
no chance that consumer credit con 
trols can be put back on in the appli- 
ance field. It did this by taking away 
the right of the Federal Reserve to 
reimpose Regulation W. 


Fighting Transshippers 


The foundation for legal action to 
thwart activities of transshippers was 
laid in New Jersey in late June when 
Gov. Alfred Driscoll signed a bill 
making it a misdemeanor to remove 
serial numbers on “any machine or 
electrical or mechanical device or ap- 
paratus or any of the parts thereof, 
excepting a motor vehicle.” 

The action was originally initiated 
by Krich-New Jersey, Inc., a northern 
New Jersey distributorship. 

Persons selling or knowingly pos- 
sessing a unit on which serial numbers 
have been removed must file a state- 
ment with local police indicating the 
source and the trade-mark identifica- 
tion “or distinguishing number or 
serial number or mark, if known.” 
They must also specify the reason 
for such mutilation or concealment, 
the length of time such machine has 
been held and the price paid for it. 
Failure to file this constitutes a misde- 
meanor. 


To Issue Statistics 


A plan for the interchange of pro- 
duction statistics, both on a national 
unit basis and on a trading area dol- 
lar volume basis, was approved by 
members of the Steel Kitchen Cabi- 


net Mfrs. Assn. during the group’s 
quarterly meeting in Cleveland in 
earlv June. 


Dun & Bradstreet will assemble and 
distribute the statistics to contribut- 
ing companies. 
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The CAPEHART “Monticello.” Magnifi- 
cent smartly-styled Capehart—with lifelike 
21-inch Crystal-Clear picture, exclusive 
Symphonic-Tone System and new 26-tube 


Extra-Power Margin chassis. $37995" 


When your prospects are looking for the best in television, they want the brilliance 
of a Crystal-Clear Picture ... the depth and resonance of Symphonic-Tone . . . 
*Reserve Supply Video Power that gives amazing new clarity and detail to pictures 
from stations far and near . . . and cabinetry that lends distinction to their homes. 
These are the qualities which have given Capehart its enduring prestige leadership — 
which make Capehart first choice among your prospects who want the finest. 

And you, too, need look no further for a winner that will build more business 
and more profits for you. There may be a valuable Capehart franchise available in 
your territory. See the Capehart distributor for 


your territory or write Fort Wayne today. Capehant aT on 


The CAPEHART “Monmouth.” Authentic 
period styling with Crystal-Clear 17-inch 
picture, clear-as-a-bell Symphonic-Tone 
and new Extra-Power Margin chassis. 
Mastercrafted cabinet in mahogany. 


$29995” 


The CAPEHART “Trenton.” 17-inch tube 
for Crystal-Clear Picture. World-famous 
Capehart Symphonic-Tone. Beautiful cab- 


inets in mahogany veneers. $26995"* 


The CAPEHART 5-Way 
Radio (Model 15). A 
portable and a table 
radio in one attractive 


’ ~ package. Plays on bat- 
The CAPEHART Clock Radio (Model The CAPEHART Clock f 


TC-20). The fastest selling clock Radio (Model TC-100). Unique new 
radio on the market—the most design in clock radios—priced to cash 


tery or AC or DC cur- 
rent. Perfect choice for 
extra radio everyone 


wanted, the smartest styled. Plastic in on the volume market. Superb needs. A real booster 


bi shoice colors. tone. Plastic cabinet in for radio 
Only. os 4 oer . re ‘ $4995" choice of colors. From . $3295" sales. Only 


$3995" 


CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of International Telephone and Telegraph Corporation **Zone | prices 
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PROMOTIONS 





Good Past, Bright Future 


Recent successes in G-E’s light conditioning pro- 


gram share the spotlight as the company previews a new 


motion picture on lighting 


Early in June General Electric’s 
lamp division released a full color mo- 
tion picture, “Bright Future,” as the 
newest phase of the company’s two 
and a half year old “light condition- 
ing” program. During the press pre- 
view of the new picture company offi- 
cials made it clear that the program 
had already enjoyed a pretty “bright 
past.” 

Speakers included W. H. Robin- 
son, Jr., ad manager for the lamp divi- 
sion, Jim Chandler, real estate editor 
of the Cleveland Press, and E. O. 
George, manager of sales for the De- 
troit Edison Co. From cach came a 
light conditioning “success story.” 

Said Robinson: The “recipe book- 
let’’ has been given to 2.5 million pec- 
ple so far; no other home lighting 
literature has ever received one-tenth 
that distribution in the same period 
Over 140,000 persons wrote G-E’s 
Nela Park requesting the booklet. A 
cross section survey of these families 
indicated that seven out of 10 had 
bought an average of 3.5 fixtures or 
portable lamps and 5.5 bulbs to fill 
the recipes persons reported 
spending an average of $36 and said 
they planned to carry out four mor 
recipes in the future 

Said George: The Detroit utility has 
established a program to 
carry Out the light conditioning cam 
paign. Keystone of this effort is en 


I he SC 


long-range 


listing the cooperation of dealers so 
that people can 


ce what thev are buy 


@ | 
Motor Products Corp 


pfreez division of 


has 


Appliance 
assumed 


sponsorship of Gabriel Heatter, well 
known news commentator. The full 
534-station Mutual network will be 
used for the Thursday evening pro 
gram 

@ A large trophy donated by Hicks & 


Greist, In 
Lewyt Corp., 
offered 


idvertising 


wency for 
imong_ the 


July 


Was prizes 


distributors in its “Sell 







LEWYT: Ad agency trophy for winning 


distributor. At left, Alex Lewyt; at right, 
John Drake, agency vice-president 
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ing and can purchase approved fix- 
tures and lamps as easily as they can 
shop for any other commodity. The 
company expected to enlist 40 to 50 
dealers but already has 191 cooperat- 
ing with the program. “Now,” con- 
cluded George, ‘for the first time in 
our area a customer can purchase good, 
functional lighting at a store near his 
home.” 

Said Chandler: Having applied sev- 
eral of the “recipes” to his own home, 
Chandler was able to give a first- 
hand recommendation to the light 
conditioning program. And, he re- 
ported, his stories on this conversion 
work had occasioned many phone in- 
— and hundreds of requests for 
the recipe booklet. “In my opinion,” 
he concluded, “homeowners would 
turn to light conditioning in over- 
whelming numbers if the purchasing 
of it were reduced to the simplicity of 
buying a television set.” 


Round the World 


Promotions on two of its portable 
radios are being tied-in with plugs for 
Pan American Airways by Emerson 
Radio and Phonograph Corp. The 
copy stresses the slogan ‘Heard ‘Clear 
Round the World’” and points out 
that “Clipper Captains actually tested 
the ‘Pan American’ portable in nine 
countries and three continents in 
round-the-world flight.” 


Eight New 


Daily for Daily” promotion. Agency 
officials said that the award of the 
trophy was “probably the first time in 
history that an agency had attempted 
to step up a client’s sales through ac 
tual participation on its own iutia 


tive.” The “Daily” contest was an 
inniversary ‘“‘present” for Walter 
Daily, currently observing his fifth 


year with Lewyt. 


@ Free home trials are the key feature 
of a merchandising program now un- 
derway on the Westinghouse dehu- 
midifier. Window and floor displays 
and direct mails pieces have been pro- 
vided. 


@A 77-piece set of china and glass- 
ware (a $35 retail value) has been 
chosen by Estate Stove Co. as a con- 
sumer premium to boost range sales. 
The dishes are being offered to dis- 
tributors at a cost of $12.50 when 
ordered on the basis of one set for 
each Estate range in stock. 





























RELAXING between commercials from the Chicago political conventions, Betty 










Furness and Mrs. Julia Kiene, director of the Westinghouse Home Economics 
Institute discuss plans for their next appearance. Mrs. Kiene and Miss Furness 


were on a virtual 


“round-the-clock’’ assignment since commercials had to be 


presented on a moment's notice—whenever a lull in convention proceedings 
allowed. With Miss Furness and Mrs. Kiene above are Pat Unger, left, and Mrs 
Janet Waterman, right, CBS set decorator. 


Political Angles 


By mid-July it was still too early to 
gauge with any accuracy the effect of 
the political nominating conventions 
and campaigns on television set sales. 

But regardless of the results, it was 
already obvious that manufacturers 
were devoting a good chunk of their 
summer promotional budgets to sales 
aids with a decidedly political flavor. 

Obviously, the biggest expenditures 
were being made by Philco, Westing- 
house and Admiral, who were spon- 
soring radio and TV coverage of the 
events on the three major networks. 
And each of these firms was backing 
up its sponsorship with a variety of 
promotional tie-ins. 

But the “campaigning” wasn’t 
limited to these three firms. Every- 
body was getting in on the act. Syl- 
vania, for example, sent its dealers a 





Campaigns 


@A miniature reproduction of the 
company’s “swivel-top” cleaner is a 
major feature of a new vacuum cleanet 
promotion undertaken by General 
Electric. The reproduction is intended 
as a giveaway and disassembles into 
two pieces, revealing a special spot re- 
















































G-E: Spot remover concealed in minia- 
ture cleaner is being offered as a give- 
away by dealers. 
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“gay and comprehensive” promotion 
kit designed, so the company said, to 
permit dealers to “get into the act 
during the hubbub of the coming po- 
litical convention.” Feature of the kit 
was a 16-page voters’ guide. 

In fact, manufacturers seemed de- 
termined that the stay-at-homes keep 
“score” of the convention balloting. 
The Sylvania kit contained a tally 
sheet arrangement, and a similar fea- 
ture was incorporated in a comic-book 
type giveaway furnished dealers by 
Hallicrafters. 

It remained for Admiral to arrange 
the tie-in with the most implications. 
As part of its promotion, the com 
pany made available to its distributors 
and dealers a supply of Armour Star 
canned hams to be given to refrig- 
erator buyers. Any connection be- 
tween the hams and politicians, living 
or dead, was not explained. 





mover stick for removing common 
stains. The cleaner promotion has two 
phases: building store sales and creat- 
ing an effective direct mail activity. 


@ National Pressure Cooker has 
launched a promotion on its Presto 
Vapor steam iron and a “company- 
sponsored” ventilated, metal ironing 
board at a combination price of 
$25.90. Company officials said the 
two products purchased individually 
would list for $30.90. 


@ The “largest and most comprehen 
sive campaign in RCA Victor’s his- 
tory” will be used by the company 
during the third quarter. National 
magazines, 109 major newspapers, spe- 
cialty magazines, TV trade publica- 
tions and network radio and TV 
shows will be used. 


@ Westinghouse dealers may obtain a 
48-inch electric sink, a display pack- 
age and two sets of demonstration 
dishes and glasses at a special price as 
part of a “package deal” announced 
recently by the company. Dealers 
must agree to install the equipment 
on their sales floor. 
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oe 1S THE WORD 


FOR THIS Woe 


ACHIEVEMENT! 


The most exciting stimulator of 

kitchen interest—builder of store 

traffic—developer of live kitchen 

oe Sor prospects — generator of sales! 
ae Bi late V=66-UMS o magnificent 66-inch sink TRACY dealers are busting out all 
_ = ‘ with gleaming, lustrous stainless steel top, over with the two new VALUE-LINE 

all-welded steel cabinet, finished in Dulux. Stainless Steel Sinks!—offered at 

Also available in 54” as at left. prices that are all but unbelievable. 

A LIMITED-TIME promotion to make 


the kitchen business SIZZLE! Here is 
THE QUALITY-VOLUME LINE another evidence that TRACY is 


—— . 





HIGH 


sky # QuaUTy “the quality-volume line!” 
\ Write, wire or phone for the name 
7%) of your TRACY Distributor. 
\e 
On KITCHENS 


DOWN 
| WTO 
serces, + EDGEWATER STEEL CO.+ P.O. BOX 1137+ PITTSBURGH 33, PA. 
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ON THE BOARDWALK, Arthur O. Breg- 
stein, sales manager for Jay Kay Metal 
Specialties, shows a Roto-Broi! unit to 
Electrical Merchandising’s Anne Noone 





Everybody Gets in the Act 


That's the impression left on housewares show visi- 
tors who found broiler displays everywhere they turned 


—even on the Boardwalk. 


arrivals in the 
electric family 
managed to attract a lot of attention 
during the recent Atlantic City House- 
wares show. 

Many electric housewares manufac- 
turers had managed to add one or 
both of the newcomers—broilers and 
deep fat fryers. And the specialist 


I'wo fairly recent 


growing housewares 


BROIL KING unit is demonstrated for J. J. McCormick, second from left, by sales 


manager Monte 


loster and Harry J. Closter, right. At left is Martin Freedman 


Something for the Dealer 


Emerson adopts inboard pricing, improves dealer 
margins, guarantees prices and introduces a new line 
during its annual distributor convention 


Adoption of inboard pricing and 
new dealer margins, and imtroduction 
of a 17-inch set retailing at $179.95 
ind of a 17-inch set utilizing “‘side 
controls” were highlights of the an 
nual distributor convention of the 
Emerson Radio and Phonograph Corp. 
held in early July in New York 

The “side controls” on the 17-inch 
set make it the “most compact” r 
ceiver ever produced, company off 
cials said. The face of the picture tube 
literally represents the size of the front 
of the cabinet. 

Better dealer margin profits on the 
entire 1953 line were promised by 
company officials, who also announced 
a price guarantee through Dec. 31. 

During a luncheon session of the 
convention, D. D. Israel, executive 
vice-president in charge of engineer 
ing demonstrated a research labora 
tory model of a radio set containing 
no vacuum tubes. 

Details of what the company called 
the most extensive ad and promotional 
campaign in its history were also an 
nounced during the meeting 
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Ihe ad schedule includes a_ total 
of 1400 insertions in 110 newspapers 
is well as advertising in consumer 
magazines \ bill board campaign in 
large metropolitan markets will also 
be used in conjunction with the big 
gest cooperative ad project ever under- 
taken by Emerson 


Marketing Conference 


Over 80 persons attended the an 
nual marketing conference of the Tele- 
chron department of General Electric 
Co. at French Lick Springs in late 
June. Built around a political conven 
tion theme, the conference was high- 
lighted by introduction of six new 
clocks and announcement of a con 


sumer and dealer contest. Speakers 
included general manager A. F. Fisher, 


marketing manager R. T. Woodward, 
clock sales manager M. J. Dunn, in 
dustrial sales manager D. E. Perry, 
nd Warner Shelley, president of N 
W. Aver & Son. 


firms which had much to do with 
the early development of these units 
were also on hand. All in all, show 
visitors couldn’t escape the impres 
sion that almost everyone was trying 
to “get into the act” as far as broilers gVEREDY broiler is demonstrated by J. E. 
and fryers were concerned. Here’s a Baer, assistant to the president, with the 
photographic sampling of the br ler help of manufacturers 
exhibits. S. M. Moses 





representative 


MARE food Taste Sektes 


PLENTY of current models and a shrouded 1953 unit were on display at the Broil 
Quik space. At right is president |. Steinbook. With him is R. J. Flanagan 


Stars Introduce Sets 





TV TALENT AND TV EXECUTIVES who introduced CBS-Columbia’s new line of 
sets to distributors in June pose after the meeting. From left to right are Steve 
Allen, Roger Price and Lew Parker, CBS-Columbia president David Cogan and 
ad manager Gerald Light, Ed Sullivan, producer Marlo Lewis and Alan Dale 
During convention three separate lines of CBS-Columbia TV sets were introduced 
“Studio” series falls in ‘‘popular’’ price category while ‘’Masterworks’’ series 
inciudes “‘h.gh style, high quality’’ features Decorator’’ series includes a 20-inch 
chassis without cabinet, a 20-inch set in unfinished cabinet, and a choice of seven 
mode's in ‘‘coordinated’’ colors. Cogan told the distributor meeting that the firm 
had invested $10 million in production facilities, including a new plant, to turn 
out the new line of television receivers 
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s the BIG SQUEEZE 


heating 

you out of 
, your 
|” profits? 


All mixed up about rising selling costs 
and lower profit margins? 

There’s a way out! Feature products 
with the Good Housekeeping Guaranty 
Seal. Customers have more confidence in 
brands guaranteed* by GOOD HOUSE- 
KEEPING. They sell with less selling 
effort. Increased unit sales mean in- 
creased profits. Assured dependability 
helps cut down expense on servicing 
and returns. 

Don’t let the big squeeze beat you out 
of your fair profits—concentrate on 
products backed by the Guaranty Seal. 


Rar 
S 
< sti. BP by @ 
_— Housekeeping 
~ 


) 
or as Apverristd THR 


Women know—the product 
that has it, earns it. 


GOOD HOUSEKEEPING 


10,650,000 
Ses THE HOMEMAKERS’ BUREAU OF STANDARDS -9,974,000— 
copy 57th Street at 8th Avenue, New York 19,N.Y. readership 
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Sparton Radio-TV Div., 
Sparks-Withington Co. 


Harry Bittan, who operated his own 
manufacturers’ representative outfit, 
is a new Sparton district merchandiser 
for Westchester and Rockland coun 
ties in New York. John T. Bluerock, 
formerly sales representative and as- 
sociate of the Glenn O. Pippert Co., 
Cincinnati, is district merchandiser 
for southwestern Ohio and eastern 
Indiana. M. L. Myers has been named 
factory sales representative 


Amana Refrigeration, Inc. 


Thomas J. Fitzgerald, who wa 
Chicago sales manager for ‘Thor Corp 
and later served with two Davenport, 
Iowa, distributors, has come back into 
the manufacturing field as field sales 
training manager in the midwest ter 
ritory for Amana Refrigeration, Inc 


Allen B. Du Mont 
Laboratories, Inc. 






















J. CALVIN AFFLECK 


J. Calvin Affleck has been appointed 
advertising manager of the receiver 
division, Allen B. Du Mont Labora 
tories, Inc., and will continue with 
his regular duties as sales promotion 
manager for the division 


Deepfreeze Appliance Div., 
Motor Products Corp. 


Newly appointed director of home 
economics activities for Deepfreeze 
Appliance Div., Motor Products 
Corp., is Lysle Fraser Hutton. Miss 
Hutton organized and directed the 
home economics department and mer- 
chandising training program of the 
I'ree Sewing Machine Co. before 
joming Deepfreeze, 

I'wo new zone managers for Deep- 
southern region have been 
William M. Marsh, formerly 
district sales manager for Blackstone 


freeze § 
named 


Corp., is zone manager at Memphis, 
l'enn. Robert N. York, Jr., takes over 
it Charlotte, N. C., coming from 
Southern Appliances, Inc., where he 


was merchandising manager. 


Casco Products Corp. 


New Philadelphia division manager 
of Casco Products Corp. is Richard A. 
Poyda, who replaces John Shields 
Shields takes over as sales manager 
for the midwestern appliance division 
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NEW POSITIONS 





Hotpoint, Inc. 





EUGENE E. McEWAN 


A number of internal shifts have 
been made in a realignment of the 
headquarters staff of Hotpoint, Inc. 
Howard J. Scaife, San Francisco dis- 
trict manager, is now sales manager 
of the firm. His old post will be filled 
by V. E. Koch, formerly a zone mana 
ger in that area. Eugene E. McEwan, 
who has held an administrative post 
in the company’s defense business, 
becomes manager of marketing plan 
ning. James M. McKinnie, former! 
issistant to the sales manager, has 








HOWARD J. SCAIFE 


been named assistant sales manager. 
William C. Bartels, sales promotion 
manager, becomes assistant to 
William E. Macke, merchandising 
manager. Lee DiAngelo, assistant 
sales promotion manager, becomes 
sales promotion manager. Tim H. 
David, project coordinator in the de 
fense business, has been named mana 
ger of product planning, replacing 
John F. Carroll, who takes over re 
sponsibility for scheduling and plan 
ning refrigerator model introductions. 





International Harvester Co. 


Lillie Mac Houston has been ap 
winted director of home economi-s 
tor International Harvester Co. Miss 
Houston, who — succeeds Jeanne 
Homm, has been a regional home 
economist for the firm. She joined 
International Harvester as a district 
hom onomist in 1949 


General Electric Co. 


CHARLES W. THELEEN JOHN F 


General Electric has regrouped the 
marketing activities of its major ap 
pliance division to concentrate func 
tions at Louisville, Ky. Operations 
have been grouped in three sections— 
special accounts, sales planning and 
distribution. Charles W. Theleen’s 
position of manager of sales has been 
discontinued, and he has been named 
manager of special accounts. John F. 
McBride, manager of marketing for 
the range and water heater depart- 
ment, is now manager of sales plan- 








Nesco, Inc. 


Robert B. McKnight, formerly 
sales representative of Nesco in south 
erm California, has been advanced to 
the position of western regional sales 
manager, as headquarters of the firm 
have been moved from San Francisco 
to Los Angeles. J. I. Ericksen takes 
over the northern California district 





McBRIDE HERBERT A. WARREN 


ning. His former position goes to 
Howard A. Oliphant, who had been 
manager of sales for ranges, a post 
which has now been taken over by 
R. B. Stem, formerly north central 
district range and water heater sales 
representative. Herbert A. Warren, 
district manager of appliance sales in 
the southeastern district, will be man 
ager of distribution. Paul W. Conrad 
has been appointed district manager 
of special accounts for the small ap 
pliance division. 
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Magnavox Co. 


Magnavox has appointed W. E. 
Medinger as district sales manager 
covering Virginia, North Carolina, 
South Carolina and parts of West 
Virginia and Tennessee. Medinger 
was formerly executive vice-president 
of Television Co. of Virginia, Inc. 
William H. Whitehouse has been 
named district sales manager in charge 
of a new Texas territory with head- 
quarters in Houston. He was formerly 
sales promotion manager for Electric 
Products, Inc., Pittsburgh, Pa., dis- 
tributor. 


Maytag Co. 


Ralph Nunn, former Maytag as 
sistant advertising manager, has been 
named advertising manager for the 
company. He succeeds Dean Landis 
in the position 


Bendix Home Appliances Div. 


Avco Mfg. Corp. 
5 = 















L. F. CAUFIELD, JR. 


Bendix Home Appliances has set 
up a new southern sales region ex- 
tending as far west as the western 
border of ‘Texas, and bounded on thc 
north by the north Tennessee border. 
A. T. Wilson, formerly manager of 
the New Orleans division, is the new 
regional manager. 

New national dryer sales manager 
for Bendix is L. F. Caufield, Jr., who 
has been a division sales manager for 
Pabst Brewing Co. 

Berk Claiborne, Jr., formerly vice 
president and sales manager of the 
Maytag East Coast Co., is now man- 
ager of dealer development. 

Bendix has set up a new executive 
classification—district representative to 
work in special areas within divisions. 
The first three appointees are: Bernard 
M. Frawley, Syracuse, N. Y.; C. W. 
Haley, Houston, Tex.; Mitchell M. 
Werwa, Lancaster, Ohio. 

T. Stanton Fremont has _ been 
named general manager of Bendix 
Home Appliances Sales Corp. in Chi- 
cago. He was formerly consumer 
products manager for Westinghouse 
Electric Supply Co. in Chicago. 


Thor Corp. 1 


Robert S. Champion has been ap- 
pointed eastern division zone manager 
for Thor Corp., succeeding J. E. Con- 
roy, resigned. Champion has been 
with Thor in Chicago. 


Servel, Inc. 


Servel has named two new regional 
merchandising counselors: Edward B. 
Mockel, former Boston district sales 
manager, as eastern counselor; and 
C. Sidney Johnston, Jr., former as- 
sistant branch manager in Wisconsin, 
as midwestern counselor. Charles M. 
Heathman, who was field service rep- 
resentative for the electric refrigera- 
tion division, is now southeastern 
field sales representative for the same 
division. Robert B. Puckett is a spe- 
cial sales representative on the factory 
staff. 


Blackstone Corp. 


O. N. Fussell has been named dis 
trict sales manager for Blackstone 
Corp., with headquarters in Memphis, 
Tenn., and a territory including New 
Orleans, Shreveport, Little Rock and 
Nashville. 


Hoffman Radio Corp. 


WALTER E. STICKEL 


Walter E. Stickel, formerly with 
Du Mont, has become national sales 
manager of Hoffman Radio Corp., 
replacing M. D. Schuster, who has 
been promoted to the position of 
general sales manager. Roy D. Soder 
lind, previously with Foote, Cone 
& Belding, Hoffman's advertising 
agency, is now Hoffman’s sales mana- 
ger. H. James Tait, Jr., has been 
named eastern division manager, cov- 
ering the entire Atlantic coast. E. A. 
Tischler is the firm’s new publicity 
director, while Donald FE. Larson 
takes over the job of advertising direc- 
tor. Lester McRoberts becomes a 
factory district manager with head- 
quarters at Kansas City. Byron 
Brown, recently sales manager of the 
San Francisco branch of Hoffman 
Sales Corp., is now field representa- 
tive for the company in northern 
California. All the appointments are 
in line with Hoffman’s expansion into 
new markets. 


Clark Div., 
McGraw Electric Co. 


Donald J. Burdick has been ap- 
pointed district manager of the south- 
eastern territory for the McGraw Elec- 
tric Co.’s Toastmaster water heaters. 
Burdick was formerly assistant sales 
manager of the Clark division. E. W. 
George has joined the sales staff of 
the division. 
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Swing-A-Way Mfg. Co. 


Richard F. Goessling has been 
named sales manager of Swing-A-Way 
in addition to his duties as sales pro- 
motion manager. Before the latter 
appointment, he was successively plant 
engineer, assistant to the president, 
and general manager. 


Hamilton Mfg. Co. 


HOWELL G. EVANS 


Howell G. Evans, formerly vice- 
president in charge of sales for Hamil- 
ton Mfg. Co., has been elected to the 
newly created executive position of 
senior vice-president. His former 
position is taken over by R. G. Hal- 
vorsen, who was sales manager of the 


National Pressure Cooker Co. 


Leonard E. Evans, who has been 
assistant sales manager of Schick, Inc., 
has taken the same post with the Na- 
tional Pressure Cooker Co. E. Dale 
Hill, who has been with the firm since 
1941, has been named field sales 
supervisor. 


R. G. HALVORSEN 


contract-distributor division. Halvor- 
sen will be in charge of sales for all 
of the company’s eight lines. C. S. 
O’Neil, who has been director of re- 
search, has been advanced to the po- 
sition of vice-president in charge of 
research. 





Easy Washing Machine Corp. 


G. W. BURNS 


G. W. Burns is the newly named 
general sales manager of the Easy 
Washing Machine Corp. Before his 
promotion, he was assistant sales 
manager of the firm. 


National Sewing Machine Co. 


Appointment of T. Carroll Deamer 
as sales manager of the wholesale 
division of National Sewing Machine 
Co. has been announced. Deamer 
was most recently associated with 
Free Sewing Machine Co. as a divi- 
sion sales manager. 


Esquire Radio Corp. 


George B. Wayson has been ap- 
pointed sales manager of Esquire 
Radio Corp. Wayson was with Spie- 
gel, Inc., as merchandiser of radio and 
TV, and with Jackson Industries on 
contract sales. 


1952 


Perfection Stove Co. 


J. M. Purdum has been promoted 
to the post of advertising manager of 
Perfection Stove Co. He has been 
assistant advertising manager since 
1945, having left P. A. Geier Co., 
where he had been assistant sales pro- 
motion manager. 


Free Sewing Machine Co. 
Donald S. Bibbero has been ap- 


pointed district manager in northern 
California for Free Sewing Machine 
Co. He has most recently been affili- 
ated with Hoffman Sales Corp. 


Coroaire Heater Corp. 


Thomas R. Eby is a newly named 
divisional sales manager for Coroaire 
Heater Corp. Eby has a diversified 
background in heating equipment en- 
gineering and home equipment mer- 
chandising. 


Silex Co. 


Amold W. Bahder, formerly assist- 
ant sales manager for Silex, is now 
sales manager of the domestic division. 
James C. Brail has been appointed 
Chicago district sales manager, and 
John W. Adzick has taken over the 
sales managership of the St. Louis 
district. The Southeast has been split 
into two territories, with Frank J. 
Reynolds in charge of the southern 
part, and Hundley R. Grover handling 
the northern end. 


Apex Electrical Mfg. Co. 


Jenn Vasey has been named home 
service director of the central and 
eastern divisions of Apex Electrical 
Mfg. Co. Miss Vasey was formerly 
with the Simplex division of Speed 
(Jueen Corp. 


Majestic Radio & TV Div., 
Wilcox-Gay Corp. 


SYDNEY JURIN 


Sydney Jurin has been appointed 
national sales manager for Majestic 
radio and television receivers. He? 
served in a similar capacity for Pilot ” 
Radio Corp. and Tele-tone Radio © 
Corp. William Simon and Guy T. 
Gunter, Jr., have been named district 
sales managers in Ohio and Georgia 
respectively. 


Whirlpool Corp. 


Chet Worthington has been named 
northwestern regional sales manager 
for Whirlpool. Corp. He has been 
merchandise manager of appliances for 
the Detroit group stores of Sears, 
Roebuck & Co. 


Crosley Div., 
Avco Mfg. Corp. 


Crosley Div., Avco Mfg. Corp., has 
appointed John B. Parsons its re- 
frigeration representative in the seven 
western states, with headquarters in 
San Francisco. 


Hoover Co. 


Robert R. Quandt has been named 
Far West area manager for Hoover's 
special products division. He will have 
headquarters in Los Angeles. 
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For Better, Faster Servicing 
‘““KARYALL KOMBINATIONS’’ 


To fit any 
"a-Y%-1 Ton 
Pickup Truck 


DISTRIBUTOR NEWS 





Thor’s Paris Adventure 





MODEL HR 








@ “Karyall Kombinations": have proved their 
merit for all service operations and from 
cost standpoint far surpass any conventional 
closed truck. 


“Karyall” eliminates costly return trips — 
provides service men with an instant inven- 
tory and ready access to tools and parts — 
actually increases cargo area. Select and 
order the model that meets your require- 
ments. 


TWO OF THE FOUR COUPLES who went on Thor's all-expense air trip to Paris 
@s a result of hitting the highest percentage of sales quota in the ‘Springtime in 
Paris’’ contest are shown here. Sidney Saul, second from left, is sales manager for 
State Distributing Co., Jacksonville, Fla.; C. R. Rew, Jr., right, is sales manager 
for Alabama Appliance Co., Birmingham distributor. 


Accessories such as ladder racks — pipe 
racks — dome light — folding endgate step, 
etc. are available as optional equip t 








Write for descriptive bulletin. 


KARYALL BODY, INC. 


8221 Clinton Rd. 
CLEVELAND, OHIO 














G-E Reorganizes Distribution 


GESCO and G-E Appliances, Inc., become operat- 
ing divisions in new wholesaling arm, General Electric 
Distributing Corp. 


MODEL HR & SV 








LOOKING FoR PROFITABLE 
COMPLETE sree. xircnen sates? 





Select precision-matched cabinets from the Palley line to 
fit any kitchen—at prices your customers can afford. Palley 
provides a full variety of sink units, base, wall and utility 
cabinets, and accessories. 

It’s the quality steel kitchen line that gives you everything 
you need—including PROFITS! 


Write or phone for the Palley PROFIT promotion plan. 


SOC EHEE HEE E HEHEHE EEH EE 


PALLEY MANUFACTURING CO. 
1101-1107 WEST NORTH AVENUE 
PITTSBURGH 33, PA 


Allegheny 1-1600 


Ss, 





General Electric Distributing Corp. 
is the new name of the General Elec 
tric Supply Corp. according to an 
announcement by Ralph Cordiner, 
president of General Electric Co. and 
its new wholesaling affiliate. The 
change became effective July 1. 

There are two operating divisions 
in the new corporation. One, to be 
known as General Electric Supply 
Co., will carry on the business of the 


old Supply Corp.; the other, General 
Electric Appliances Co., will carry on 
a G-E appliance distributing business 
along the lines of the one formerly 
conducted by G-E Appliances, Inc. 
Personnel of the two divisions re 
mains unchanged. Charles R. Pritch 
ard is president and general manager 
of General Electric Supply Co., and 
Paul A. Tilley has a similar position 
in General Electric Appliances Co. 





Amana Chicago Corp. 


A new firm, the Amana Chicago 
Corp., has been organized to dis- 
tribute Amana freezers and refrigera- 
tors throughout the  nine-county 
metropolitan Chicago market. <A. S 
Gourfain of the Gourfain-Cobb Ad 
vertising Agency is president of thc 
distributorship, and Perry Winokur 
is director of sales. According to 
Gourfain, a detailed study of the con 
dition and requirements of Chicago 
ippliance dealers was made beforc 
Amana Chicago was formally organ 
ized. Results indicated that dealers 
were resentful of some Chicago dis- 
tributors who thev felt were con 
cerned mainly with moving merchan 
dise to them, and who were eithc 
ignorant of, or did not care about, th 
basic problems of retailers. “We 
found dealers in a weakened financial 
condition,” savs Gourfain, “‘demoral- 
ized by overextended inventories and 
diminishing profit margins. . . . A dis- 
tributor’s responsibility is double- 


edged—he has an obligation to the 
manufacturers to move their goods to 
the dealer level—he has a distinct 
obligation to his dealers to help them 
resell the goods at a profit.” And 
Winokur adds, “Our men are going 
to operate on the basis of selling 
merchandise through our dealers 
rather than to our dealers.” 


GOURFAIN: ‘Sell through the dealer.” 
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Sa "BEST DISCOUNTS I'VE SEEN!" 


REVIEWS 
FROM 


yy --¥ 


"SETS THAT STAY SOLD!" 


"A TV FRANCHISE 
WITH TEETH IN IT!" 


Local Sparton showings in 62 cities across 2 profits from what are probably the longest 
I ng I P ) s 
the U.S. point the way to TV profits: a top- discounts in the business, plus up to 3% 

performing line, a solid franchise, higher retroactive discount 


discounts. . . 
3 a complete line of models with performance 


that has become a byword in the industry, 
with engineering quality that puts a halt to 
kickbacks and servicing costs 


Can TV be profitable? Sparton says yes! And 
we're backing it up with the kind of facts that 
have TV dealers cheering: 

If you missed the Sparton Show in your area 
and want to know more about the Sparton way 
protection from dumping and price cutting, to TV profits, get in touch with your Sparton 
from pitched battles with competition down District Merchandiser today! Sparton Radio- 
the street Television, Jackson, Michigan. 


1 a controlled franchise that gives complete 


BE SURE TO SEE THESE 1953 SPARTON COSMIC EYE TELEVISION STARS! 


The 17” Danbury The 21” Courtney The 21” Gilmore The 17” Radford The 21” Carrington 
Model 5301—mahogany- Model 5386—limed oak Model 5342—mahogany Model 5362—mahogany Model 5384—mahogany 
grained Duron Model 5343—blonde 


THE SUPERB par THE SET THAT STAYS SOLD 
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Six Steps to TV Volume 





chased, type of warranty and invoice 
number. Filed alphabetically, the dis- 
patcher can check warranty on indi- 
vidual sets quickly when the call 
comes in. 

“After scrutinizing the warranty 
card, the young lady then places the 
work order on the serviceman’s work 
board. After the call is made, the 
customer signs the worksheet, the 
serviceman turns it over to the dis- 
patcher, who goes over it, itemizes all 
charges and sends the invoice to the 
customer. 

“A methodical system in filling serv- 
ice calls, is, to mv mind, an essential 
ingredient of good television service.” 


Mobile Antenna Helps Sales 


\ portable, 2-wheeled antenna unit 
device, with drop legs and two cranks 
for pushing the antenna to a height 
of seventy feet, is the key to successful 
in-home demonstrations. It is manned 
by a salesman and a technician who 
work with team efficiency in demon- 
strating and selling the set. Costing 
$500, the antenna-on-wheels is called 


into service whenever there is any 


question ot reception im a particular 
area. ‘These demonstrations are usu- 
ally held in late evening when the 
entire family is on hand to observe 
the results. 

Albert's advertising tab runs about 
$20,000 a year. Video is allowed fifty 
percent ot new spaper space and radio 
time. 

Sponsoring play-by-play accounts of 
the home baseball games played by 
the St. Joseph Cardinals is a top attrac- 
tion in the company’s advertising pro- 
gram. Because the area contains more 
than its share of rabid bascball fans, 
the dealer feels this is an excellent 
medium for reaching the sports 
minded populace with his “story en 
IV”. ‘Ten spot announcements are 
aired over the station every day, calling 
attention to the game, plus fifteen an- 
nouncements which are spaced 
throughout the play-by-play accounts. 

Albert’s radio copy lays heavy stress 
on institutional features. Sprinkled 
throughout announcements are such 
phrases as “Television is a business 
with us, not a sideline. . . . “Buy today 
from a dealer you know will be here 
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tomorrow . and, “You must be 
completely satisfied with your set or 
we will take it back.” 

“Results from the ball game adver- 
tising are hard to check”, says Alberts, 
“but it is significant that during the 
last quarter of 1951, after the first sea- 
son we sponsored the games, we ex- 
perienced the heaviest volume of 
television sales in the history of the 
business.” 

The firm is in the St. Joe daily 
newspaper at least twice weekly with 
half- and quarter-page ads. Well- 
displayed ads featuring TV are run 
separately. Running at least one tele- 
vision ad weekly, the dealer opens up 
with two half-page layouts during the 
fall when interest in television is at a 
high pitch. Big fights are given a play 
in bdlenee ads. 


Sound Service Stressed 


Newspaper copy stresses that “6,000 
customers can’t be wrong.” It points 
out that the concern maintains a well- 
equipped service department, and 
says: ““No reason for television worries 
with a set purchased at Albert’s. Al- 


Personal Help for the Dealer 





possible to have. Naturally, all of 
the territory men have been trained 
thoroughly in dressing windows and 
in creating displays—all for the sole 
purpose of passing this knowledge on 
to the dealers and his hel» 1 th 


tore.’ 


Dealers Get Sales Help 


Direct sales help is, of course, the 
ll-important factor which Southern 
Bearings & Parts Co. provides for its 
through the territory men. 
(hese specialists hold the usual fre 
quent meetings with the dealer’s sales 
men but they do not rely on simple 
“pep talks” to enthuse and encourage 
their listeners. They bring up actual 
cases where a salesman has succeeded 
or failed in his sale, analyze them and 
dissect them for every object lesson 
which can be obtained from them. 

I'hev also take up the matter of 
buyers’ objections, show how to over- 
come them and frequently, act out the 
part of the customer while the sales 
man presents his sales talk with his 
fellow salesmen listening in on the 
procedure This brings a personal 
touch to the meeting which “pep” 
oratory could never get into it. If 
this method doesn’t work, then the 
distributor's man puts on his hat, 
goes out with the dealer salesman and 
personally helps him to close the sale. 

“One important factor which has 
been impressed on each of our ter- 
ritory men is that no dealer problem 
is too small or insignificant to be con 
sidered,” savs Beeson. “If the dealer 
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has a problem or complaint, they jot it 
down and go to work on it, and if it 
takes the services of our entire organi 
zation to work it out, the dealer gets 
those services. By solving his prob 
solve our own because the 
dealer is. part of the selling chain and 
we do not want any weak links in the 
chain.” 

Ihe Charlotte distributing firm be- 
lieves in “result producing” promo 
tions and continually works to devise 
campaigns of its own, as well as to 

iry out manufacturers’ promotions 
Hlere too, the territory man-is the one 
who carries the ball. For example, as 
the baseball season opened this year 
ind the political campaigns waxed 
varmer, the accent was on television, 
just as it was during the World Series 
of 1951 Ihe territory men under 
the leadership of J. C. Hanes, sales 
manager, took the field to institute 
| “free home trial” offer for the 
dealers, not only selling them on the 
idea but working constantly to help 
them carry it out. 

The specialists went out every day 
with bulging brief cases, supplying the 
dealer with window streamers, news- 
paper mats and literature boosting the 
promotion. They planned ads, dec 
orated windows, encouraged salesmen 
and in many cases, went out with 
them for personal work. In addition, 
Southern Bearings & Parts Co. agreed 
to reimburse the dealer $10 to offset 
the installation cost of each set which 
had to be removed from a prospect's 
home. It was largely through this 


lems, we 
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ways at your call.” The permanence 
of the company is stressed by frequent 
mention of the “32 years in business”. 

Sam Alberts is an indefatigable civic 
worker—member of the City Council, 
ex-Red Cross Chairman, past com- 
mander of the local American Legion 
Post, Chairman of the Salvation Army 
Ice Fund, etc. One of the practices 
of the company is to sell TV sets at 
well below cost to churches, orphans’ 
homes, etc. 

A few years ago, nine brands of tele 
vision sets were carried. Recently the 
roster was trimmed to include only 
five famous-name lines—RCA Victor, 
Admiral, Westinghouse, Motorola and 
DuMont. The result of pruning was 
to improve and streamline customer 
relations. A smaller selection of brand 
names, the dealer said, eliminates the 
confusion which occurs when TV 
shoppers have too many brands to 
choose from. Another benefit of the 
smaller roster was to put more zip into 
sales discussion of personnel—salesmen 
can remember salient features of the 
sets better when fewer brands are in- 
volved. End 





successful campaign, according to Bee- 
son, that his company won the Allen 
B. DuMont award as the outstanding 
distributor in 1951, on the basis of 
sales, service, merchandising practices 
ind overall effectiveness. 

Besides such concrete help as the 
services of its territory men, the dis- 
tributing firm provides many addi- 
tional sales tools for its dealers. In 
its magnificient new building on Col- 
lege Street in Charlotte, the company 


“WHY SINGLE HIM OUT? IT ISN’T FIT FOR YOU 
EITHER.” 
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maintains one of the most modern 
and beautiful display rooms in the 
Carolinas, where the retailer is urged 
to bring his prospects for demonstra 
tions which cannot be staged in his 
own store. This room, approximatel) 
25 by 75 ft. in size, contains con- 
nected-up models of all types of Norge 
products and DuMont television sets 
Dealers use it extensively for night 
demonstrations. Parking space 35 ft 
by 297 ft., adjoins the big building, 
providing a welcome relief for parking 
worries to visiting dealers and their 
prospects. 

The distributor's service department 
also is a mecca for the dealers. This 
department not only sponsors periodic 
service training meetings throughout 
the distribution territory, but it also 
handles service work for dealers who 
do not have their own departments. 
One entire section contains a com- 
plete stock of parts, and factory per- 
sonnel are brought in frequently for 
service and maintenance clinics. 

“We like for our dealers to get the 
benefit of listening to and associating 
with the top men in the industry,” 
says Beeson. “At intervals, when we 
can arrange to have the officials of 
Norge or DuMont visit us, we make 
it am occasion for inviting our dealers 
in also. It makes them feel closer to 
the products they handle, and it makes 
them feel like they are an important 
part of the family. We consider the 
franchise a valuable item and we want 
our dealers to consider it the same 
way.” End 
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Mr. Dealer ! 


\ 
\ iy 
\ 


cagapl = | feature CASCO... 
| Redbook’s Young Adults 


are coming? 


The Casco Steam Iron will be advertised to more than 
5,550,000 Redbook Readers beginning this fall. 


REDBOOK salutes Casco as another alert, merchandising-minded adver- 
tiser in the only mass medium edited exclusively for vital Young Adults. 
It’s no secret that the 18 to 35 year age group is the most impor- 
tant chunk of buying power in America today—$65 billion worth, to 
ve exact. This group is a quarter of the nation’s families—but it buys 
I t. This grouy juarter of tl t famil but it buy 
Se ton . . . 
om a a third of all goods and services. 
© ge - 
No Distilled Water to Buy! % 1S, ee 
Fill your Casco right from the It’s no secret either that REDBOOK focuses its entire editorial atten- 
faucet... Casco is quality stainless 
steel inside ... Can’t corrode! For- 


get about funnels, screw tops, 
attachments—Casco’s ingenious 


flip-up top replaces all these! Adults are responding to REDBOOK’s unique editorial and advertising 


tion on the tastes, needs and desires of these home and family building 


Young Adults. Yes, REDBOOK is their magazine. More and more Young 


fare (20.5% more bought REDBOOK in 195] 


than in 1950). 





They Il respond, too. to Casco’s convenience 
and labor-saving features. For these are the most 


No Stingy Steaming! \ <Y brand-conscious, eager-to-buyers in America. 
Casco gives you VOLUMES of \ 

steam for up to 114 hours... you 
aren’t delayed by drop-at-a-time 
steaming ...you needn’t stop every 
20 minutes to refill it. See the new 
Casco iron, winner of a 1952 Home 
Safety Award! $19.95. 


These are REDBOOK’s Young Adults! 


CASCO PRODUCTS CORP. * Bridgeport 2, Conn. | 


z THE VITAL YEARS SRRRROOUBCRORERRMREK THE VITAL MARKET 


hedbooks ng Adults 


America’s ONLY Mass Medium for Young Adults 2,000,000 Circulation . ... More than 5,550,000 Readers 
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WS soon 2 we 


the exciting new 


ul y 


8” wide 

10” high 

6 decorator colors: 
red, copper, green, 
silver, ivory, white 

Self-starting electric 

Can be mounted to 
conceal outlet 


Only $695’ 








Never beforea decorator-type wall 
clock at such an amazingly low 
price. Glance is bound to be the 
sales sensation of the season. 6 
handsome colors to “fit” in any 
room. No wonder Glance has been 
hailed as “the most versatile clock 
of the year!” No wonder the edi- 
tors of “Livinc” magazine picked 
Glance to be the feature clock in 
their nation-wide “around the 
clock” promotion in October. 


This 
attractive 
display 
lithographed in 
full color free of 
extra charge 
with your order 
of the Glance 
—_ =a — “Sextet” — one 
each of 6 decorator colors. Total retail 
value of the Glance “Sextet” $41.70— 
dealer cost $25.02. 


Dealer profit $16.68 


We're pulling out all the promo- 
tion stops on Glance. Big, dramatic 
ads in full color in Livinc, BETTER 
Homes & Garpens, and Lapres’ 
Home Journat this fall. Over 











20,000,000 home-decoration- 
minded readers! Make the most of this advertis- 
ing barrage. Tie in with the Glance display 
(above) in your window. Feature Glance in your 
own local advertising. Kick off your Fall and 
Holiday season to a touchdown march with the 
new Seth Thomas* Glance. 





Here's new, modern beauty in an alarm! 

Seth Thomas CATHAY. Decorator- 
designed in today’s new “Pacifica” trend. 
Seth Thoma 
is beautiful 


made to be as accurate as it 


Plain or luminous _ Self-starting electric 


Blondormahogany Bell alarm 
finish 434" high, 412" wide 
$8.95' (plain dial) $9.95* (luminous) 








Seth Thomas Clocks 
Gentlemen 


M-100), Thomaston, Conn 
Please send me through my wholesaler 


Glance “Sextets” @ Name 


Address - 


nah. plain dial 


mah. luminous City 


Zone 


lain dial My wholesaler’s Name 


. His Address 


SETH THON 
A Lhemasten, Connecticut 


Pat. Off tPlus tax 


vit 
Division of General Time Corp. 


Prices subject to chang t notice 


Their Store Was “Too Fancy” 





60-ft front and 107-foot depth, turned 
away some potential customers. Its 
“new look” seemed a little too fancy. 
Farmers with mud on their shoes 
passed it by, and to persons of mod- 
erate means, it suggested high prices. 
“I don’t want to pay for all that,” 
was a typical comment. So the store 
tried the meter plan, but active pro- 
motion of this method had to be cur- 
tailed for a time because of credit 
rules. It has brought in new customers 
and won some of the installment 
business from the chain stores. 

Misgivings about the plan—about re- 
possessions and other unpleasantness— 
proved groundless. “Almost without 
exception,” says Sallee, “We found 
that customers pay out at a faster rate 
than specified in the contract. Due to 
normal growth—our appliance section 
began in 1948—and to meter plan 
promotion, sales in 1950 doubled those 
of the previous year. Refrigerator sales 
quadrupled.” 


No Collection Problem 


Out of town people brought, and 
still bring, their coin boxes to the 
store monthly, thus solving a collec- 
tion problem. Meters are usually set 
for 15 hours of operation instead of a 
24-hour day. 

Promotion of the meter plan_in- 
cluded weekly three-quarter page ads, 
radio spot announcements, and display 
window ads. There were two cam- 
paigns, each of six weeks’ duration. 

“Ask your neighbor” was the theme 
of the 1951 campaign which started in 
May. Six weekly newspaper ads con- 
tained one or more testimonials with 
photographs of users. 

As a follow-up, the Wyne brothers 
offered a puzzle contest through full 


CONTINUED FROM PAGE 73 





size newspaper ads. The contest re 
quired the naming of modern appli- 
ances which eliminate household 
drudgery as illustrated in the puzzle. 
The winner was chosen on the basis 
of the nearest correct list and on the 
neatness of her entry. She won a re 
frigerator valued at $479.95. Other 
prizes were merchandise certificates 
valued at $10,000, most of them bear- 
ing a $50 valuation, to be applied on 
purchases of appliances. 

From an afternoon newspaper, the 
Macomb Journal, with a circulation & 
9,300, this contest drew 1,250 entries 
—a 131% percent response. The manage- 
ment felt a 5 percent return would 
have been good. 

“There were several good points in 
this contest,” says Sallee. Advertising 
emphasized this would be a local con- 
test—the winner wouldn’t be someone 
from San Francisco. Having neatness 
instead of earliest postmark as a 
criterion in case of tie meant that last- 
minute entries had a good chance. In 
fact, the largest flood of entries came 
in on the last day. 


Making a Name 


“As a relatively new dealer, we have 
the satisfaction of knowing that at 
least 1,250 people know we sell Gen- 
eral Electric appliances. There was a 
considerable increase in trafhe 
due to inquiries about the contest 
and later due to persons using their 
credit certificates. And we received 
names and addresses to add to to our 
mailing list. 

“Another point: the way 
brief. It ran eight days, closing July 1. 
Certificates were mailed by July 10. 
Winners had to apply their certificates 
on purchases by July 21.” End 


store 


contest 





ie . 
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How We Cut Costs on Sales and Service Calls 





out of the traffic area, we depend 
strongly upon service as leads to sales. 
Whenever we service anything sold 
by us or anyone else, we keep a com- 
plete record in this file. 

The file lists not only the work 
we've done, but the appliance-selling 
opportunities which service men have 
noticed on their calls. They may have 
noted, let’s say, that an old, outmoded 
range is in use. There is an opportun- 
ity for selling a new one. 

When a salesman crams his brief 
case with sales material to ride a serv- 
ice truck on one of these combination 
trips, he first consults this card file, 
and from it he learns the situation in 
regard to customers the service men 
will visit. He also picks up data on a 
few others who live nearby. Thus he 
has an opening lead for talking to 
each. We sell at no outside selling 
cost that way, because the cost— 
charged quite properly to service— 
exists anyway. One set of “trip costs” 
has been eliminated. 

These trip costs figure strongly in 
our system for keeping appliance store 
costs from eating up profits. We've 
tried to simplify the whole business as 
much as we can. 

Some of the moves are elementary. 
I can’t really claim that any of our 
thinking on the subject is startling. 
But the things we do work. They have 
reduced our costs of doing business 
by worthwhile percentages and dollars. 

Except in emergencies, we route 
our service trucks and cars to specific 
areas only. We have instituted a rule 
that the driver must always phone his 
next stop before going there. First, it 
gives the housewife an opportunity to 
be ready for him. Next, and more im- 
portant, it avoids his making a com- 
pletely useless—and expensive for that 
reason—trip in the event she is not at 
home. 

Now, if a customer has a real emer- 
gency we'll make a call regardless. But 
otherwise we put it down for the fol- 
lowing day, explaining this schedule, 
when it can combine economically 
with others nearby in a planned route. 

If trucks have to make a second trip 
because needed parts weren’t along, 
that costs money. 
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We always check what is to be 
done at each job before going out, 
noting on the service and delivery slips 
the parts probably required, and sce 
that those parts are loaded aboard a 
truck. 

It is better to carry too many parts 
than too few. 

Callbacks to correct service that 
wasn’t done properly the first time 
cost plenty. We have good men and 
pay them well, but even the best can 
occasionally become careless. Our pay 
system is based upon salary plus a 
commission on the service charge. If 
the service wasn’t done right and we 
have to re-do it, then the same service 
man handles the job again—and col- 
lects no commission. That keeps them 
on their toes. 

Our fleet does not consist of trucks 
only. For smaller work where no de- 
livery space is needed we use a Cros- 
ley. It saves us a lot of gas on the 
stop-and-go-driving inside a city. And 
that isn’t all. The Crosley—like our 
trucks—is painted with messages ad- 
vertising Bendler-Lacour, Inc. It’s a 
fact that a little vehicle like this at- 
tracts much more attention from peo- 
ple on the streets than a regulation- 
size car or truck, and so our small roll- 
ing billboard gets a lot of readership. 
I know this from the number of cus- 
tomers who mention that they have 
seen an ad on the side of our Crosley. 
Although trucks, too, carry the mes- 
sages, it’s seldom I hear them men- 
tioned. 

Being a store that necessarily has to 
do much of its selling outside in the 
customer’s home, Bendler-Lacour, 
Inc., early faced the need for keeping 
the cost of making a sale from run- 
ning away with the mark-up it put on 
the books. 

We were determined to avoid the 
sort of selling that entailed mark- 
downs in order to get the customer’s 
name on an order blank. Also, we 
wanted to obtain a ready supply of 
good leads in order to avoid the ex- 
pense of selling where there was 
neither need nor desire to buy. Our 
file of facts built up through service 
is one big aid in achieving this end. 

(Continued on next page) 
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omplete The Job 


WITH 


Laund-R-vent 


The Finishing Touch For Automatic Clothes Dryers 


@ Eliminates lint on basement floor 
@ Reduces moisture in laundry room 
@ Expels exhaust from dryer to outside 


This modern ventilating unit is designed to complete your installation of 
laundry dryer equipment. The Laund-R-vent is equipped with a simple positive- 
acting butterfly damper which opens when dryer is in use. Closes automatically 
when machine is idle. Easily installed and adjustable to any type of wall con- 
struction. The Laund-R-vent, built entirely of aluminum, is individually pack- 
aged and ready for simple installation. 





Ask us for complete details 


COLE-SEWELL ENGINEERING CO. 


2282 UNIVERSITY AVENUE ° ST. PAUL 4, MINN. 





IN TODAY'S NEW CONSTRUCTION INDUSTRY. .. 


Where are my prospects. ) 
Who are they... and I 4 


When are they going to buy 


Dodge Reports have the answers for you! This invaluable Vy 
news service informs you daily what buyers and awarding 

factors are coming into the new construction market, what 

they will need and when you should get in touch with them. 


Dodge Reports eliminate beating the bushes for new sales 
leads and tell you when the people you already know 
want to talk business with you. These leads provide 
contacts of lifelong value. 


By employing Dodge Reports you add manpower trained 
and competent to do this prospecting part of your 

selling job more thoroughly .. . and add precious hours 
for your present sales force to close business where an 
order, or contract, is waiting for someone. 

This 62-year-old service saves time, money and mileage 
for most of the leading firms and salesmen in all fields 

of construction. It Can For You, whether you cover 

a local area or the entire 37 Eastern States. Send for free 
book on how to use Dodge Reports. No obligation. 


DODGE REPORTS f 


Dept. EM8, 119 W. 40th St., New York 18, N. Y. 
Timely, accurate, comprehensive construction news service 
THE FIRST STEP IN EVERY SALE 











LPG 


22048 
22058 
22068 


RADIANT 


GAS HEATER 


Natural 
and Mfg. 
2204 


Width 
15%" 
2205 1814” 
2206 21%" 


ORDER FROM YOUR JOBBER 


or write for literature on full line of lroners, Gas and 


Electric Heaters. 


One of the very best heaters 

made when it comes to eye ap- 

peal, heat producing ability 

and price. It’s a cheerful ad- 

dition to any room in the house 
and will sell on sight. 
Body is in one piece fin- 
ished in brown porcelain 
enamel with harmonizing 
brown and ecru backwall 
and radiants. Reflector 
and dress guard are 
chrome plated. Valve is 
solid brass and burner 
durable cast iron. AGA 
approved. 1714” high, 8” 
deep. 


WHEN 
IT’S AN 


RMSTRONG 


DEPEND ON IT! 


IT’S THE BEST 
OF ITS KIND 








Appliance Movers Like 


Escort 


HAND TRUCKS 


CRAWLS on Roller Bearings 
up and down steps 


Ideal For Handling: 
¢ Refrigerators 


Everybody likes this 


APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
lifting . no fatigue . carries a full 
load safely up and down stairs and 
crawls over obstructions. Your men will 
appreciate the Escort truck. 


Escort caAwte® 


HAND TRUCKS 


Norton Road 


eS = 


ad 


e Water Heaters 

e Gas and Electric 
Ranges 

e Music Machines 

e Any appliance 
Catalog on request 


=| STEVENS APPLIANCE TRUCK CO. 


Augusta, Ga. 


P.O. Box 897 








How We Cut Costs 
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We also use the user. Every sale 
and installation is followed up within 
ten days. The opening is to insure 
that the customer is getting the satis- 
faction he bargained for. Then the 
salesman asks whether the customer’s 
relatives and friends have seen the 
new refrigerator, range, TV set, water 
heater, washer, dryer, or whatever. 
“And did they like it?” asks the sales- 
man, edging his way to the listing of 
their names. Once he has them, he 
has an entree to their homes as well, 
for they have seen our appliance in 
action and heard from one they trust 
how satisfactorily it works. These are 
good leads. 

We don’t use the user without mak 
ing him glad we did so he will con 
tinue being available. 

Always, we give away something 
when we get what we want—maybe a 
small cash prize, perhaps a gift such 
as a punch bowl set. It’s worth it to 
get good leads, and keep the user 
sold on Bendler-Lacour for further 
low-cost-per-sale follow up on other 
appliances. 

Like many stores, Bendler-Lacour, 
Inc., turns over the paper on big 
ticket installment sales to an assurance 
corporation. Like many others, too, 
it handles small credit itself. And 
there is one potential loss leak. One 
defaulting customer, or one whom 
we have to fight, can erase the profit 
from a round dozen good sales. 


Careful Credit Checking 


We do not belong to a credit as- 
sociation. But we check every credit 
application for 30 and 60 day or longer 
terms just as carefully as a bank would 
process a loan application. We insist 
upon three to five past credit refer 
ences. We aren't interested too much 
in the name of the bank where he has 
deposits—banks are glamorous refer 
ences, but in practice they will tell 
you mighty little unless you happen to 
be a friend or close acquaintance of 
the banker himself. Instead, we want 
the names of stores. Each referenc« 
is carefully checked on the phone. By 
extending the same courtesy of infor 
mation to other stores, we get coop 
eration from them. Combing credit 
in advance can save time and money 

Handling a lot of service work, we 
discovered that it was easy to tie up 
capital in needlessly large parts in 
ventory, or to buy more than would 
be needed in five years. Now we have 
a strict system. First, whenever an in- 
warranty part is replaced, the servic« 
man tags it immediately with the cus 
tomer’s name and other facts. The 
first person going in the direction of 
the wholesaler takes it in for frec 
replacement to refill our stock. 

Second, we have a plan under 


| which only certain parts are kept in 


our own stock at all. 

lhese are things we need almost 
daily. Other parts can be ordered on 
a hurry-up basis from vendors, with 


| out delaying service to the customer, 
| and we are saved an investment in in 


ventory. 


End 








DOUBLE BARREL 
ADVERTISING 


Advertising men agree—to do a complete 
advertising job you need the double effect 
of both Display Advertising and Direct 
Mail 


Display Advertising keeps your name 
before the public and builds prestige. 

Direct Mail supplements your Display 
Advertising. It pin-points your message 
right to the executive you want to reach 
the person who buys or influences the 
purchases. 

In view of present day difficulties in 
maintaining your own mailing lists, our 
efficient personalized service is particularly 
important in securing the comprehensive 
market coverage you need and want. 

Ask for more detailed information to- 
day. You'll be surprised at the low over- 
all cost and the tested effectiveness of 
thse hand-picked selections. 


WE 
Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 


McGraw-Hill Publishing Co., inc. 
330 West 42nd St., New York 18, N. Y. 








CAPTAIN 


wants to 


MEET 
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DistrRiBuTor’s 
SALES SCHOOL 
ror DEALERS 




















“NOW HERE IS THE aaa WINGBACK ae THROUGH WHICH NO 
USTOMER CAN FILTER 








The Picture Sells the Kitchen 





tion impressive as the customer fol- 
lows his actions, glancing from 
photograph to appliance and back. 

The photograph is made at no 
cost to the customer, of course, and 
is presented to him by the dealer 
whether he buys the kitchen or not. 
Many such pictures, Thomas points 
out, have resulted in sales or calls 
for remodeling at a later date. 

The photograph and its accom- 
panying demonstration is the 
climax of the Thomas selling tech- 
nique, but there is a lot of work 
necessary on the salesman’s part 
before the photograph is made pos- 
sible. For example, there is first 
of all, the matter of getting pros 
pects for kitchens. ‘The Thomas 
salesmen make plenty of contacts 
with contractors, builders and 
architects, of course, but the best 
method by which they find new 
customers, is walking around the 
citv themselves and keeping an eve 
out for new building. 

“We continually scout around 
to see where new homes are go- 
ing up,” explains Thomas, “When 
we find one, it immediatelv be 
comes our objective to find out 
who owns it. Then we contact 
him for a preliminary discussion 
and to get acquainted, at which 
time we try to find out what he 
wants in it, how much he intends 
to spend on it and other informa 
tion. If possible, we then strive to 
arrange a later interview with him 
in the store, where we can discuss 
the kitchen more fully. 

“This method of locating pros 
pects may sound like the hard way 
to do it, rather than using building 
reports or similar publications, but 
we've found it has certain advan- 
tages. It allows us to see for our- 
selves the tvpe, size, shape and 
construction angles of the home, it 
gives us first hand information on 
the location and neighborhood, 
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enabling us to talk intelligently on 
them, and it allows us to contact 
the builder at just the right time, 
when the building gets under way. 

“Important too, is the fact that 
we usually have another customer 
in the same block or in the im 
mediate vicinity. We believe 
strongly in ‘using the user’ and 
frequently try to catch the pros- 
pect on the site of his new home 
in order to get him to accompany 
us next door or around the corner 
to see one of our kitchens in opera- 
tion.” End 


Funniest Man in the 
Appliance Business 


ome CONTINUED FROM PAGE 76 omen 


Mother Nature is a remarkable 
gal— But she still can’t jump from 
summer to winter w:thout a fall, 
or from winter to summer without 
a spring. 

And that while he always walked 
into a bar optimistically— He gen 
erally came out misty optically. 

And although she never had 
many facts— She had a keen sense 
of humor. 

Well, I see by the papers we'll 
have to launch more bottoms to 
win the war— Maybe it would help 
to kick a few, too. 

A doctor she consulted told her 
she had acute appendicitis— She 
said she came for an examination, 
not admiration. 

And we'll close with the old one 
about the fellow who didn’t know 
whether he liked bathing beauties 
or not— He never bathed any. 

End 
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TOOTS SESS 


THE FIRST 


VH F. U H F axe ANTENNA 
ALL-CHANNEL aK] 


Install the Ultra Q-Tee 


Now for VHF and it’s ready for UHF 


Secret of the Ultra 
Q-Tee's all-channel op- 
eration is the special 
Printed circuit band 
reject filters* (channel 
Separators). 


The round filter above 
is used to separate the 
VHF channels 2-13. 


Completely new six sec- 
tion printed circuit fil- 
ter above separates the 
UHF channels and 
makes possible the use 
of a single transmission 
line for all channels. 





The Ultra Q-Tee is a most important 
development. It solves one of TV’s most 
important technical as well as sales 
problems by combining both VHF and 
UHF (all channels 2-83) into a single 
antenna—using a single transmission 
line. And, most important to you as a 
dealer, it overccmes the present sales 
resistance attitude “I think I'll wait for 
UHF before I buy my new TV set”. 
The Ultra Q-Tee also greatly simplifies 
installation—eliminates the need for 
two or more antennas and multiple 
transmission line and switches. Put the 
Ultra Q-Tee to work right NOW! 
—It will increase your sales and profits. 


—_——— ee eal 
oone= -_ 
van aPOl E.PLASCOMOLD co ‘ssas | 
THE ville, Connecticut 
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THE LaPOINTE-PLASCOMOLD CORPORATION—New Address—ROCKVILLE, CONNECTICUT 
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PRUCcO 


This hydraulic operated tailgate 
lowers or lifts heavy appliances 
(1 ton lifting capacity) with ease. 
Takes fewer men. Can be stopped 
or held at any point on way up or 
down. Less danger of damage to 
appliances—or of injury to your 
personnel. 


THE CEMCO way Is 
THE EASY way 


APPLIANCE DEALERS LIKE 
THE CEMCO WAY 


More and more you find progres- 
sive dealers during the CEMCO 
Tailgate. Readily attached to 
your present truck (of } ton or 
larger). Send for complete speci- 
fications . . . Dept. E-8. 





EMCO INDUSTRIES, INC., 
F GALION, OHIO 











Announcing! 


THE NEW A/R-FLO 
ELECTRIC CLOTHES DRYER 











WORLD'S FIRST 110 or 220 VOLT 
PORTABLE DRYER! 


® Converts In 20 Minutes from 110 
to 220 Volts—For Only $10/ 


© BIG CAPACITY — Holds 10 Ibs. 
Clothes! 


@ FAST DRYING — 30 to 50 Min- 
utes With 220 Volts! 


Here’s a dryer you can sell to families who do 
not presently have 220 current and you con 
convert it for them later at low cost’ Most _— 
ing dryer ones There’s no tumbling 
j tangling 0 lint! Cuts ironing time in ait! 
$ Safe for cheswent fabrics 


<— Model 220 
31” x 24” x 42” 
ty} Model 0-12 > 


THESE ARE RETAIL PRICES! 


mote! 8979-95 3; $169-9 


(Includes Fed. Exc. Tax & Advertising Allowance) 


DEALERS .. . . DISTRIBUTORS 
REPRESENTATIVES: 


A few choice territories for Air-Flo 
Dryers are still available. Write 
NATIONAL ENGINEERING & MFG. CO. 
519 Wyandotte St Kansas City, Mo. 





LOOK! For Apartments, Small Families! 


Famous Mode! D-12 Air-Flo: Port- $4 39.95 


able. Operates on 110 volts. Holds 
6 ibs. clothes. Use it also as a 

hair dryer, summer fon or winter Incl. Fed. Ex. Tax 
heater Advtg. Allowance 
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Open Tank Opens Water Heater Sales 


CONTINUED FROM PAGE 76, 





heater and start asking ‘What's 
that?’ and ‘What's its purpose?’, I 
know I’m already on first base. If 
a man is a long ball hitter, it doesn’t 
take all season to find it out. 


Big Ones Sell 


“T’'ve discovered that most 
people are willing to buy bigger 
tanks, not only because they hold 
more water, but because they rep 
resent money well spent. Most of 
my heaters are those with 52 gal 
lon capacities. In fact, I don’t 
even display 30 gallon tanks, be 
cause it means it will be the loss 
of an automatic washer sale later. 
If customers inquire, I advise the 
purchase of the larger tank, so they 
won't have to buy a new and larger 
one a vear from now if thev buy 
one of my automatic washers. 


Respect Advice on Washers 


“I think people like forthright 
advice,” Jenkins continues. “‘Actu 
ally, it isn’t so much advice as it is 
an ounce of prevention on a future 
loss of a washer sale. This argu 
ment closes many sales right op 
the spot.” 

For about five vears Jenkins has 
been selling heaters, first out of his 
home, and then in the store which 
he opened in September, 1950. He 
has tried to advertise in the news- 
paper, but gave it up when most 
customers admitted when buving 
the appliance, that it was not as 
a result of having seen his ad. 
Located on the main street, about 
two doors from the post office, 
Tenkins attributes his traffic to his 
location, and consequently doesn’t 
advertise. But when vou want to 
turn prospects into water heater 
purchasers. then vou have to show 
them that it isn’t just a white tank. 

In the first three months after he 





opened his tanks, sales jumped. 
Jenkins moved 14 heaters when he 
had been selling only about five a 
year previously. 

“Heck, it wasn’t hard to sell,” 
Jenkins illustrates. ‘I never had 
more than two on the floor, and 
constantly plugged the 52 and 60 
gallon tanks. ‘The people them- 
selves asked about the good rock 
wool insulation. I'd show them 
how this type of insulation per- 
mitted the tank to reach a 145° 
temperature and the outside jacket 
would feel cool to the hand. Most 
people liked the idea, because they 
didn’t want to heat their homes 
by electricity. It was something 
many of them had never realized 
before. 

“Tt is far easier to make a favor- 
able impression when vou can actu- 
ally point out the features vou are 
explaining.” 


SPECIAL POINTS OF INTEREST 
WITH OPEN TANK 


Demonstrate ease of adjusting 
thermostat for various tempera- 
tures, as well as replacing de- 
fective or worn out thermostat. 
See the good rock-wool insula- 
tion and how it keeps outside 
jacket from getting warm and 
heating entire room or base- 
ment. 

Display thickness of the insula- 
tion and the two heating ele- 
ments. 

Inspect the thickness of the 
outside jacket, and the excel 
lent construction. 

Give them an idea where the 
drain is 

Show the quality of galvanized 
tank. 

Point out the electric connec- 
tion box which is entirely pro- 
tected from moisture. End 


Clicking with Tape Recorders 





CONTINUED FROM PAGE 77 


chines because it is less cumber- 
some, involves less work, is clearer 
in tone and much more versatile. 
“Many people buy a_ tape 
recorder for home entertainment. 
They find it amusing to record 
their children’s songs and savings, 
catch programs from broadcasts and 
otherwise enjoy it right at home. 
Some of these home buvers are 
writers and instead of jotting down 
ideas as they occur, they record on 
tape to revise or discard later. 
Canvassing is a simple matter 
with the Meridian dealer. He sim- 
ply puts one of the recording ma- 
chines in his car and sets out to 
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make his contact—and he considers 
almost every business house or pro- 
fessional establishment as a_pros- 
pect. As he explains, there is al- 
ways an outlet around into which 
he can plug the machine, so he 
turns it on, gets the prospect in 
conversation, then plays back the 
recorded exchange of talk. 

“The big surprise comes when 
the prospect hears his own voice,” 
says Hagemeyer. “It never sounds 
to him like he thought it would 
and he is usually fascinated by 
it. This is, of course, the best 
method of demonstration that vou 
can use.” End 
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Now They’re Selling Cleaners 





strations and to make appointments 
for a thorough home demonstration 

Before starting out to cull the vac- 
uum cleaner market Schoen asked his 
distributor, the Charles L. Bell Co., 
to give him and his staff a thorough 
going-over on the sales features of the 
cleaner and to put his men through 
a complete retail sales training course. 

Only then did Schoen put a com- 
bination vacuum cleaner display and 
demonstrator right up front in the 
store where customers could not help 
but notice it. Since they had com- 
pletely modernized their store in 1951, 
right down to glass doors at the en- 
trance, the merchandiser served as a 
silent salesman on 24-hour duty. 
When a customer enters the store she 
must step on a rug at the entrance 
which activates a chime announcing 
her entrance. At the sound she glances 
up and her attention is immediately 
attracted to a flasher display which 


lights up and gives a sales story on the 
cleaner. 


The Perfect Opening 


The salesman usually finds his cus- 
tomer examining the cleaner and at- 
tachments—which makes a perfect 
opening for a ten second demonstra- 
tion leading to a home appointment. 
In instances where the customer has 
brought a child with her, Schoen’s has 
another well-thought-out gimmick 
which assists in making sales. A child’s 
desk and chair situated in the rear of 
the store contains an array of color 
books and crayons, and the salesman 
interests the child in coloring, which 
keeps him occupied while the sales- 
man gives his story. This also serves to 
keep the customer’s attention on the 
sales story. Schoen’s rarely closes a 
vacuum cleaner sale on the floor, but 
if they do, they make an appointment 
for home demonstration to insure a 
satisfied customer. 

Home demonstrations in the eve 
ning when the husband is at home 
give the salesman more time to de 
velop his story and leave his day hours 
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free to work in the store. They also 
cut down on the necessity of another 
call-back just to repeat the entire story 
for the husband. However, Schoen’s 
points out that today with so many 
women working, the husband’s opin- 
ion is not as necessary as it was a 
few years ago. Often the wife will 
make up her own mind, since she 
feels the cleaner is going to assist her 
in being able to carry out two jobs suc- 
cessfully. 

In cases where they have day time 
appointments and the woman would 
like to show her husband the cleaner, 
Schoen’s salesmen try to close the sale 
that day, or at least within 24 hours, 
by making an appointment for later 
in the day. Occasionally, if they feel 
they have a good customer, one who 
because of a little extra service on their 
part will pay dividends in future sales, 
they allow the cleaner to be kept on 
trial for as long as a week. 


A Long List of Prospects 


The bulk of Schoen’s sales are made 
through leads built up over a five year 
period. An active prospect list of 10,- 
000 names is culled religiously. One 
way salesman Lloyd Eroh, Jr., obtains 
leads is to ask his customer just before 
a demonstration if she would like to 
invite her neighbors to come in and 
watch the demonstration, too. Often 
this results in two sales and always in 
another prospect. 

Another method of “prospecting” 
is through call-backs. About two weeks 
after he has made a sale, a Schoen 
salesman phones his customer to ask 
if she is satisfied with her cleaner, and 
this gives him a chance to secure new 
leads. 

The list is used to ask when custom- 
ers last purchased home cleaning 
equipment. Those who bought clean- 
ers back in 1948 may be in the market 
again, and the salesmen call this list 
to make appointments with those who 
are interested. 

Another way in which Schoen’s 

(Continued on next page) 








“SURE WE CAN AFFORD IT, DEAR, THE MAN SAYS NOTHING DOWN.” 
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Here’s how you can fill every 
auxiliary heating need of every 


BUILDER, CONTRACTOR and 
| HOME OWNER! 
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Series 230 HEETAIRES 
1250 to 3000 watts 











Series 200 HEETAIRES 
1000 to 2000 watts 

















Series 240 HEETAIRES 


1000 to 1500 watts 


Series 250 HEETAIRES 
1500 to 3000 watts 





Series 210 HEETAIRES 
3000 to 5000 watts 














HEETAIRES . . . are manufactured in @ 
complete range of types and sizes for every 
purpose... 

HEETAIRES . . . range in wattage from 
1,000 to 5,000 (120 and 240 volts), producé 
from 3,402 to 20,472 BTU’s per hour — for 
light, intermediate and heavy duty. 


ALL HEETAIRES are available with 
AUTOMATIC THERMOSTATIC 
HEAT CONTROLS 


All HEETAIRES can produce and maintain any 
desired temperature between 40° and 80° F, 
(with only 2° differential at all times). This 
insures correct healthful comfort — uninter- 
ruptedly — quickly, wherever wanted. 


HEETAIRES are avalaible in wall inserts and 
wall attachables—both with either built-in of 
external thermostatic controls. 


HEETAIRES are available in three heat types— 
radiant heat, heated air, fan-forced radiant heat. 
FAN-GLO HEETAIRES — Series 230 produce 
both kinds of heat — infra-red rays plus fan- 
forced heated air. 


HEETAIRES Series 200 and Series 240 produce 
infra-red rays (radiant heat). 


HEETAIRES Series 250, Series 210, produce 
fan-forced heated air. 


Tested and listed under reexamination service by 
Underwriters’ Laboratories, Inc. 

Thermostatic or Manual Control . . . Radiant Heat, 
Heated Air, and Fan-Forced Radiant Heat . . . Wall 
Insert and Wall Attachables. 


FREE! Write for the copyrighted 
“A Guide to Quick Heating”. 


ELECTRIC 


MARKEL _ propucrs, inc. 
LA SALLE Prooucts, inc. 


145 SENECA ST. e¢ BUFFALO 3, N. Y. 
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Dont miss 


the boat! 
book your order now for early fall delivery 
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Automatic Clothes Dryer 
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It is going to be a big winter for clothes dryers ... 
and Stiglitz Sun-Aire has the new features buyers 
will be looking for. Take a tip from those who saw it 
at the Market, place your order now while there is 
still time, before the Sun-Aire promotion gains 
momentum. Get in on the ground floor with the 


Dryer that has everything! 
FREE 
ADVERTISING 
HELPS 
to help you sell 


CHOICE TERRITORIES STILL OPEN 
FOR AGGRESSIVE DISTRIBUTORS 


Write, wire or phone for Prices, Discounts 


Radio and TV Spots Nation-Wide 
Singing Commercial 


Newspaper Mats 


and Details of Sun-Aire's 
Promotion 


Consumer Folders 
Advertising Allowance 


MADE BY THE MAKERS OF 
FAMOUS STIGLITZ Warm-Aire HEATERS 
A Complete Line for Gas, Oil and Coal 


THE STIGLITZ CORPORATION Louisville 3, Kentucky 


The Oldest Stove Manufacturer in America 


| Now They’re Selling Cleaners 





roots out vacuum cleaner sales is to 
go over its list of customers of six 
months ago who have made purchases 
in other lines, and have stated that at 
some future date they would like to 
purchase a cleaner. Where customers 
are satisfied with their present equip- 
ment Schoen’s never tries to force a 
sale, but the company feels there’s no 
harm in asking, and when a customer 
admits her cleaner is not giving the 
performance she would like, Schoen’s 
immediately suggests an appointment 
to sce their new model. Nine times 
out of ten this results in a home call. 


No Cuts, No Trade-Ins 


When asked how we could sell 
cleaners for full retail price against 
competition, particularly where trade- 
ins were given, Schoen explains that 
he’d rather lose a sale than take a 
trade-in. “It’s just another way of giv- 
ing a discount,” he savs, “and we 
don’t work that way. We feel our 
product has features that other clean- 
ers do not have and we emphasize 
those features. We feel our customers 
are intelligent people who realize that 
by paying full price for the product 
they can expect service, whereas if 
they paid a reduced price they would 
not be able to obtain such service. 
Schoen’s is a service store, and the 
customers in our town know it. Also, 
we always point out to the customer 
that she should keep her old cleaner 
as a second one, or, better still, give 
it to some friend or relative. This 
makes her feel really putting 
something over on us, believe it or 
not.” 

Amazingly enough, Schoen’s has 
sold cleaners in homes where there are 


she’s 


no carpets. By showing women how 


necessary it is to keep floors clean and 
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polished, and walls, cracks, and crev 
ices free from dust, Lloyd Eroh has 
sold cleaners for attachments only. He 
points out to the customer that no 
dust rag will pick up 100 percent of 
the dust and dirt, whereas the cleaner 
will. 

Eroh, who, like other Schoen sales 
men, works on salary, plus override. 
plus a $5 spiff for cleaner sales, points 
out that the secret of his success in 
selling 16 cleaners in two weeks during 
his spare time is due to three big sell 
ing points. First of all, he asks the cus 
tomer to use her old cleaner on rugs 
and chairs. After she has cleaned her 
furniture he then inserts a clean bag 
in his cleaner and goes over the same 
area and shows her how much dirt has 
been removed by his model. “The 
homemaker practically collapses when 
she sees how much dirt had been left 
in her rugs or chairs,” says Eroh. 
“That's one of my biggest selling 
points.” 


Knowledge of Rugs Essential 


Another selling point is used in 
homes where loosely woven rugs with 
out rug cushions predominate. ‘““This 
one you have to be careful about,” 
says Eroh, “and you must know your 
rugs. When I see a rug that is loosely 
woven I ask the homemaker if she has 
any flour. When she brings me some 
I throw it on the rug and grind it in 
until it hits the flooring. Then | 
take the cleaner and go over the area 
in which the flour was deposited, and 
show her how the cleaner’s suction 
will pull the flour right up through 
the rug.” Eroh’s third selling point is 
to let the customer use the cleaner 
herself, showing her how to handle it 
correctly, and praising her when shc 


does. End 











“THEY'VE BEEN THIS WAY EVER SINCE WE BOUGHT OUR GARBAGE DISPOSAL UNIT.” 








AUGUST, 


1952—ELECTRICAL MERCHANDISING 





ELECTRICAL MERCHANDISING—AUGUST, 


You can help maintain steel pro- 
duction . . . for military and civilian 
needs . . . by salvaging your iron 
and steel scrap—now and regularly. 


Steel mill productive capacity is 
being constantly increased, and we 
can meet military and civilian de- 
mands . 

If we all pitch in and 
turn in our iron and steel scrap 

Scrap is the scarce commodity. 
The amount of working scrap—the 
wastes of metal-working, such as 


trimmings, borings, etc.—is not 
enough for the enlarged furnace 
capacity. 


It will take the dormant scrap to 
keep the furnaces running—old, 
outmoded machinery, equipment 
and parts that you’ve already 
“junked” or can junk because you 
have no further use for them. 


We need extra millions of tons 
of scrap this year and next year. 
All of us can help by clearing out 
our plants and yards—now. 


NON-FERROUS SCRAP IS NEEDED, TOO! 





tisa contribution, in the national interest, by 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 


1952 


NEW YORK 36, N.Y. 
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YOU CAN DEPEND On Silent SIOUX 
HOME HEATERS 
for 


% Beautifully styled cabi- 
nets that will please the 
most critical buyers. 

% Famous Silent Sioux 
combustion principle for 
highest operating effi- 
ciency. 

Advanced engineering 
features found only in 
more costly makes. 
Competitive price plus 
highest quality for com- 
plete customer satisfac- 
tion. 

Exclusive dealer 
chises. 
National 
vertising. 
Special promotional aids, 
displays, signs and co- 
operative sales program. 


fran- 


consumer ad- 


s the beauti 
Chippen- 
Avail- 

or any 
Investigate 
tential of the 


line of Silent 


When you sell Silent Sioux, you can depend 
on rapid inventory turnover, substantial 
profits and complete customer satisfaction. 
Write for free details and full information, 
today! 


and oil home 
wall furnaces. oil 
nits winter 


oners, wall fans 


SILENT SIOUX CORPORATION 


formerly Silent Sioux Oil Burner Corp 


ORANGE SITY, IOWA Dept. EM-852 














YOU NEED 
THE STOVE INDUSTRY'S 
GUIDE BOOK 
THE 


1952 DIRECTORY 


OF THE 


INSTITUTE OF COOKING 
AND HEATING APPLIANCE 
MANUFACTURERS 


@ 150 manufacturers, 
telephone numbers 


CAPTAIN 


wants to 
MEET 
YOU! 


addresses and 


1200 top executives and their titles 
Leading stove trade names 
Statistics 


Product Guide by 37 classifications 
of stove products 


Cross reference listings 


Miscellaneous products and services 


JUST OFF THE PRESS 


YOUR COPY WILL BE MAILED 
ON RECEIPT OF YOUR ORDER 


COST $10.00 ORDER NOW 


SEE PAGES 114 & 115 
INSTITUTE OF COOKING 
AND HEATING APPLIANCE 


MANUFACTURERS, INC. : 
SHOREHAM HOTEL, WASHINGTON 8, D. C. — a. 


PAGE 
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Hit Washer Prospects While They’re Hot! 





to see how much we can allow you.” 

What they don’t say is that some- 

body will shortly scuttle out the door, 

and arrive at the prospect’s almost as 
soon as she does. If possible, the pros- 
pect is driven to his home by one of 
the salesmen. The appraisal of the 
trade-in depends on the kind of appli- 
ance the customer is buying to take 
its place and Gerald frankly tells him 
so. Sitting down with the customer, 
Gerald whips out his pencil and works 
out two deals—cash and budgct. 

“When I buy a new car,” he says, 
“T am always disappointed in the al- 
lowance given me on the old car. But 
the real reason I buy a new car is be- 
cause I need one. I don’t do it just 
to make a good deal on the old one.” 

He frankly tells the prospect that 
the allowance he is offering is based on 
what Hoekstra Sales Co. can get for 
the old merchandise. 

When that is settled he outlines 
terms. He puts down one third cash, 
one third in 30 days and one third in 
60 days, after subtracting the allow- 
ance on the old machine. 

If the prospect demurs and says that 
she cannot afford that much per 
month, he works out a 12-months 
plan, again quoting how much money 
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she will have to pay each month. 
Sometimes this is still too much. 
Then an 18-month deal is advanced. 
Up to then the customer is not told 
of the 18-months proposition with its 
lower monthly payments. About 15 
percent of the washer sales take 18 
months to pay off. The Hoekstras al 
ways take the trade-ins away from the 
home, in order to help collections. 

Not always do cae sales go this 
smoothly. When the prospect is du 
bious, say about automatic washers, 
the Hoekstras are willing to make a 
brief trial in the prospect’s home, and 
let her satisfy herself that it is what 
she wants. This brief demonstration 
idea is not advertised, but it is an 
excellent closer. 

Ted Hoekstra says that small deal- 
ers with no service department give 
a much higher allowance on trade-ins. 
The Hoekstras feel that the public 
appreciates the value of a service de 
partment standing behind their prod 
ucts and is willing to take lower trade- 
ins as a result. In fact, the service 
department is needed as a setup for 
handling the trade-ins the firm does 
take. Today, he estimates, three out 
of ten washers taken in trade are 
junkers End 


Three Kinds of Food-Freezer Plans 





is the key to a more economical, more 
healthful, more convenient living . . . 
eating. You talk about facts: that the 
family gets more vitamins, minerals 
and enzymes in this new way of eat- 
ing, that housewives save shopping 
time, they don’t have to wait in line 
at the jammed meat counter, that the 
wholesale food plan does away with 
the necessity of fighting traffic and 
fighting for parking. 

“You talk about the fact that this 
method of eating is different; that 
quick-frozen meat and vegetables re- 
tain more nutrients, that the meat on 
this plan is cut and wrapped to the 
customer’s specifications; if they like 
steak two inches thick that’s the wav 
it’s cut for them. And that the meat 
is cut and wrapped to the exact needs 
of the family.” 

After a number of years of experi- 
mentation with the food-plan-wav of 
selling freezers, U. S. Grant Supply 
Co., 2900 East 11th St., Los Angeles, 
learned that it takes a specialist to sell 
the plan 

“The regular appliance dealers who 
are doing a good job of merchandis- 
ing are the ones who have set up a 
special wholesale food plan,” savs John 
V. Quinn, vice president and general 
manager of U. S. Grant. 

This distributor began to ring up 
big sales when it developed a special 
department to promote the plan. This 
firm not only has a wholesale food 
plan specialist, Cook, but also a nuttri- 
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tionist. When Edmund L. Clark, 
Grant’s sales manager, assembles a 
group of freezer dealers (specialists, 
locker men, regular dealers) his chief 
speakers are Cook and the nutritionist, 
and, since financing the plan is a basic 
factor in the business, a banker. 

The distributor either trains its 
specialist to contact a locker plant or 
food supplier, or makes the contact 
for them. 


Dealers Must Specialize, Too 


Specialization is as important to the 
success of appliance dealer operated 
plans as it is to the non-dealer firms, 
says the distributor. “The regular 
appliance dealers who are doing a good 
job of merchandising are the ones who 
have set up a special wholesale food 
plan,” maintains Quinn. 

One of these successful dealers is 
George Bell, owner of the Bell Appli- 
ance and Radio Co., 8876 West Pico 
Boulevard, Los Angeles. Like Bruce 
Johnson, Bell finances his sales through 
the Bank of America, and uses a spe- 
cial sales staff, but his plan, the Ameri 
can Wholesale Food Plan, is his own 
and is operated from his six-year-old 
appliance store. Two specialists run 
his special sales staff and are responsi- 
ble for the success of the plan. In the 
ten months since Bell started his plan 
the new department has produced 
three times as much business as the 
rest of the store, now moves up to two 
carloads of freezers a month. End 
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Manufacturers Sales’ 


BED COVERINGS 


May 1952 
5 Mos., 1952 


(1951 not available) 


COFFEE MAKERS 


May teen... 
May 1951... 
5 Mos., 1952 
5 Mos., 1951 


Y, Change vs. 1951 
May 1952. 
5 Mos., 1952 


DRYERS, CLOTHES 


1952... 
1951... 

., 1952 

5 Mos., 1951 


% Change vs. 1951 


May, 1952.... 
5 Mos., 1952 


Units 


25,294 
110,046 


69,769 

60.013 
389,852 
485,195 


28,812 
32,292 
195,743 
178,058 


—10.78%, 
+9.93% 


FREEZERS, Home and Farm 


May, 1952 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


71,774 
56,623 
272,232 
334,600 


+26.76% 
—18.64% 


HEATERS, Convector and Radiant 


May, 1952 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


HEATERS, Fan Forced & 
Fan-Heater Combs. 


May, 1952 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 
May, 1952 

5 Mos., 1952 
HEATING PADS 


May, 1952.. 
5 Mos., 1952... 


(1951 not available) 


2,232 
5,364 
12,668 
57,627 


—58.39% 
— 78.02% 


9,761 
3,051 
47,552 
106,687 


+219.93% 


—55.43% 


26,634 
195,483 


HOTPLATES & DISC STOVES 


May, 1952. 
May, 1951. 
5 Mos., 1952 

5 Mos., 1951... 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


IRONERS 


May, 1952 
1951 

wp 1952 

5 Mos., 1951 


% Change vs. 1951 


May, 1952. 
5 Mos., 1952 


17,368 

25,304 
111,437 
218,296 


— 31.36% 
— 48.95% 


12,652 
24,200 
68,769 
139,600 


— 47.72% 
—50.74% 


IRONS, Automatic, Standard 


May, 97,798 

345,501 
5 Mos., $a 759,195 
5 Mos., 1951 1,846,742 


% Change vs. 1951 


May, 1952.... 


—11.69% 
5 Mos., 1952. 


—58.89% 


— Steam & Steam Attach- 
ments 


May, 1952. 
May, 1951.. 
5 Mos., 1952... 
5 Mos., 1951. 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


158,087 
191,480 
835,234 
760,404 


—17.44% 
+9.84% 


IRONS, Travel 


May, 1952 
May, 1951 
5 Mas., 1952... 
5 Mos , 1951... 


% Change vs. 1951 


May, 1952.. 
5 Mos., 1952. . 


16,827 
24,303 
64,308 

151,553 


— 30.76% 
—57.57% 


RADIOS, Home 


May, 1952 
May, 1951.... 
5 Mos., 1952... 
5 Mos., 1951. 


% Change vs. 1951 


May, 1952 
5 Mos., 1952. . 


288,927 
604,904 
1,534,208 
3,852,963 


—52.23% 
—60.18% 


RADIOS, Portable 


1951 Se 198,351 
1951 164.171 

, 1952 479,899 

5 Mos., 1951. 616,855 


% Change vs. 1951 


May, 1952... 
5 Mos., 1952 


— 21.82% 
— 22.20% 


RADIOS, Automobile 


May, 1952... 
May, 1951.... 
5 Mos., 1952... 
5 Mos., 1951 


% Change vs. 1951 


May, 1952.. 
5 Mos., 1952 


215,478 


-. 9475,430 


— 64.30% 
— 47.61% 


RADIOS, Clock 


May, 1952... 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952... 
5 Mos., 1952 


115,588 

45,219 
653,015 
355,714 


+155.62% 
+83.58% 


RANGES 


May, 1952 
May, 1951. 
5 Mos., 1952. . 
5 Mos., 1951. 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


69,325 
109,572 
380,700 
651,197 


— 36.73% 
—41.54% 





* WASHERS, IRONERS, 


UUM CLEANERS—Industry Estimate by 
Industry Estimate by Radio-Television Mfrs. Assn.; 


DRYERS—Membership of American Home Laundry Mfrs. Assn; VAC- 
Vacuum Cleaner Mfrs. Assn.; RADIO, TELEVISION. 
ALL OTHERS—NEMA Member, Not Industry 
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REFRIGERATORS 


May, 1952.... 263,719 
May, oo. 348,493 
5 Mos., 1952... : .. 1,370,103 
5 Mos., 1951... . 2,297,535 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


—24.02% 
— 40.37% 


ROASTERS 
May, 1952.. 
May, 1951... 


5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


32,172 
27,360 
145,651 
203,387 


+17. 59% 
—28.399 % 


TELEVISION 


May, 1952... 
May, 1951 

5 Mos., 1952 

5 Mos., 1951. 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


309,375 
405,000 
1,957,084 
3,105,019 


—23.61% 
— 36.91% 
TOASTERS 
May, 1952 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 
&% Change vs. 1951 


May, 1952 
5 Mos., 1952 


75,947 
214,909 
506,843 

1,485,020 


—64.66% 
-65.87% 


VACUUM CLEANERS 
May, 1952 
May, 1951 


5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


216,969 
201 983 
1,190,392 
1,263,318 


+7.42°% 
—5.17% 


WAFFLE IRONS—SANDWICH 
GRILL COMBINATIONS 


May, 1952. 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


31,974 
48.964 
131,459 
483,759 


— 34.10% 
— 72.83% 


WAFFLE IRONS, Single Units 


May, 1952.. 3,210 
May, 1951 
5 Mos., 1952 
5 Mos., 1951 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


—84.92% 
—79.58% 


WASHING MACHINES, Standard 
(Electric & Gas Engine 


May, 1952 213,668 
253,942 
1,149,172 


5 Mos., 1951 1,577,010 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


—15.86% 
—27.13% 


WATER HEATERS, Storage 


1952 43,717 

1951 68,793 

hg VES 216,342 

5 Mos., 1951 357,189 


% Change vs. 1951 


May, 1952 
5 Mos., 1952 


— 36.45% 
— 39.43% 


Nail Down 


SAFEWAY 


Travelite 


Beams! Twin Switches. 
Red flasher cau- 
tions traffic, while 
side spot beam 
provides pow- 

erful service 

light. Pivot 
B 


Focal adjust- 
ment. Throws 
powerful spot-beamt 
or floodlight by curt 
. ing lenshead. 
Pivot base - 
light stays ‘put 





Turn night 
into day! Twin 
lights — extra 
brilliant side 
light with top 
flagd light. 
Pivot base 
spots light 
up or down 


Meet the great Farm, 
Sports, and Motoring de- 
mand for Electric Lan- 
terns with these three 
EMPIRE styles. Nationally 
Advertised, this popula: 
trio will keep your stock 
rolling—your profits 
growing. 


The METAL WARE Cais 


Twe Rivers, Wisconsin 
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MERCHANDISING 


SUPPLEMENT 


Products, Services — For More Sales, For More Profits 
UNDISPLAYED RATE: DISPLAYED RATE: 


$19.30 per inch per insertion. Contract rate on 
request. (An advertising inch is measured 
vertically %” en one column. There are 4 
columns—48 inches to & page.) 























CUT delivery time, SAVE 
unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 
use the dolly with the easy-does-it features.* 
Aluminum alloy frame, 58” tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt 
*14’ Web strap fastens appliances tight with 
the patented (30 second action) strap ratchet 
—a Yeats exclusive 


"Caterpillar STEP GLIDE. Endless belt eases the 
largest appliances over stair edges without 
marring. Write for full information. 


Yeats Appliance Dolly Sales Co. miwadker’ 











ROLL-OR-KARI 
DUAL TRUCKS 
appliance cord, au 


v ito 
For easy, safe and 5 ignition, wire, aod all similar 


quick handling COT imie- “Tesind- Successful Economical 
RANGES, FREEZERS, - Write for Catalog a 
aes ingerzcconeneeogs WEND-IT SLEEVE 

tight with 


Patented Step-On Lift plyers 136 Bonita Av., Piedmont | 1. 3. 
Folding Handles 























» Cap ase Ibs. —Ship 


vent Hano Th 
GULAR MODEL equipped with ae wheels ID RUCKS for Safe 4 pm | 


LUXE MODEL with swivel wheels at one end. handling of ‘ 
Write Dept. B RANGES, REFRIGERATORS, | 
R 





/ROLL-OR-KARI CO. 


RADIO G TELEVISION 
fonufacturers ZUMBROTA, MINNESOTA 


SELF-LIFTING PIANO TRUCK CO. 
FINDLAY OHIO 














SEARCHLIGHT SECTION 


(Clossified Advertising 


SELLING “OPPORTUNITIES” MERCHANDISE 


EMPLOYMENT BUSINESS 


RATES: vinvLATED INDIVIDUAL SPACES with 
NDISP ie ies lull prominent WK, Of advertisements. 
U SPLAYED The advertising rate is $11.75 per inch for all 
1 %. To figure advance advertising appearing on other than a contract 
basis. Contract rates quoted on request 


wu nsertion AN ADVERTISING INCH is measured %” ver 
ED & Individual Selling Op- tically on a column—4 columns—48 inches to a 
bo — y undisplayed advertising rate is one-half base NEW a ERTISE MENTS: Address N. Y 

ove rate, poetic in advance, oe, 2 42nd St., N. ¥ 3, N. Y. for May 
Box. NUMBEI Count as | line. Is ceang, April l4th 


paymet Our ine 
DISCOUNT o 1 pi ent is made in 

















Manufacturers’ Representative Wanted AVAILABLE 
ee Eee os MANUFACTURERS REPRESENTATIVE 


cooking appliances and apartment size washing Aggressive young distributor appliance executive 
machines. Write details of experience, other lines desires connection with manufacturer for district 
handled, territory covered, etc. Must know jobber or regional representation in Kentucky and sur- 
dealer setup and have dept. store promotional ex- rounding areas. Reply 

perience 





a . RA-4873. Electrica . handising 
-4674, } 1 Me handis ing OW. 42 St New ‘N.Y 
n hicago | 




















REPLIBS ( Bor No.) ddreas to office nearest you 
NEW YVORK 330 $6 


ee Pe ag MT Your inquiry 
SELLING OPPORTUNITY OFFERED will have 
REPRE NTATIVES WANTED Incandes- 


heat photo 


Pind photo: fash sabe ener special value... 


ters. Many cl * . . . 
sto RW-4447 if you mention this magazine, 


when writing advertisers. Nat- 

; SELLING OPPORTUNITY Wants urally, the publisher will ap- 

‘Dr ne Chain. des * jectric " tem with preciate it . . . but, more 

important, it will identify you 

BUSINESS OPPORTUNITY as one of the men the adver 

southern California town of 28, 000 population: tiser wants to reach with this 

: vat ng dlaage yr a dain hee message ... and help to make 

neat agag A nell geen Magee th 4 + possible enlarged future serv- 
=e haan Mall ae bane ae tebnee tear ice to you as a reader. 

agree Leon’ Walke r. Personal, 97 So. Oak 

Satara, Calitertin 
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BOOK REVIEWS 





CLEAR WRITING FOR EASY 
READING, by Norman G. 
Shidle. McGraw-Hill Book Co., 
Inc., New York, N. Y., 176 
pp., $3. 


“How to get your ideas off a writ- 
ten page into a reader’s mind” is Nor- 
man Shidle’s concern in “Clear Writ- 
ing for Easy Reading”. His method 
is to clear away the underbrush of 
unnecessary words to get at the fertile 
field of ideas; his target is everybody 
who wants to communicate informa- 
tion through the written word. Style 
concerns him only as it helps to get 
facts and ideas across more easily. As 
manager of the publications division 
of the Society of Automotive Engi- 
neers, he has had to read technical 
papers that seemed designed to make 
things as tough as possible for the 
reader. Even engineers, he says, are 
human. So are salesmen and dealers 
(manufacturers please note); so are 
editors (attention publicity men). 
When Shidle quotes a piece of feeble 
writing and then rewrites it his way, 
you know just how bad the original 
was. And for those who are interested, 
he prints horrible examples and leaves 
them as is, begging for rewriting, so 
that anyone can try it. 

Most of what this book has to say 
has been said before, but Shidle fol- 
lows his own advice better than the 
authors of most earlier attempts. He 
manages to be convincing, partly be- 
cause he doesn’t oversimplify. It’s easy 
to disagree on some of his minor 
points, but by the time you finish the 
book it’s pretty obvious that the kind 
of writing he’s talking about (the prac 
tical kind) is done best when it’s done 
the Shidle way. 


EVERYDAY HOUSEHOLD AP- 
PLIANCE REPAIRS, by William 
H. Crouse. McGraw-Hill Book 
Co., Inc., New York, N. Y. 
295 pp. 


“Every man his own mechanic” 
might be the motto of this book, since 
it is directed at the homeowner and 
covers practically every kind of trouble 
that can happen to any appliance, 


He eerAt 


“GIVE ME GOOD OLD RADIO ANYTIME!” 
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large or small. Actually Crouse’s ob 
jective is to make it easier to spot 
trouble before it goes too far and catch 
it in its early stages. He admits that 
the insides of a modern machine are 
often complex, but by outlining the 
functions of the many parts he shows 
the logic of their construction. ‘This 
approach helps to point out where 
trouble spots are likely to appear. The 
book is filled with completely labeled 
diagrams. The language tends to be- 
come over-technical at times, but 
mainly it is clear enough. William H. 
Crouse is a former editor of technical 


books for McGraw-Hill Book Co. 


SMALL COMMUTATOR MO- 
TORS, by Kennard C. Graham. 
American Technical Society, 
Chicago, Ill. 284 pp., $4.90. 


“Small Commutator Motors” is a 
manual for the serviceman. It is de- 


voted to trouble shooting procedures | 


and practical repairing techniques. 
The electrical theory of alternating- 
current and direct-current motor oper- 
ation is dovetailed with explanation of 
repair procedures. The equipment and 
materials used in motor repair work 
are discussed in detail. Kennard C. 
Graham is an electrical engineer con 
nected with the California State De 
partment of Education. 


ELECTRIC BLENDER RECIPES, 
by Mabel Stegner. M. Barrows 
& Co., New York City. 226 
pp., $3. 


As a method of speeding up food 


preparation, as well as making new | 


types of dishes, the electric blender 
has a lot to offer. Besides its more or 
less familiar uses—preparing fruit 
drinks, cream soups, etc.—it can be 
quite handy in making such widely 
varied dishes as whisky sours and hot 
breads, main courses and pies. Mabel 
Stegner, home economics consultant 
to the Waring Products Corp., maker 
of the Waring Blendor, tells how, in 
detail. A distributor or dealer’s home 
economist can put on an impressive 
demonstration by using the book—in 
fact, when her boss sees how simple 
some of the recipes are, he'll prob- 
ably be tempted to try his own hand 
at it. Whether some of these foods 
taste as good as they sound is some- 
thing the amateur chef will have to 
find out for himself. 


1952 


te) BARKO wget 


A NEW 20 CU. FT. 


Eye-Level Access 
No Fumbling or Bending 


4 No Basket Juggling 
No Sorting 
No Cold Air Lost While Baskets 


are Expos 
Uses 4 the Space of Horizontals 
Costs less to operate 
Well for Large Items 
No Heavy Cover to Lift 
My 3 Fast Freezing Shelves 


| for you 0” Oe 
te este wi von dis: 
| for informatie ships! | 
shi S$ and dealerships 





Priced to SELL 


in today’s 


tough market 


Traffic Appliances 


Toasters 
Fans 
Hot Plates 
Combination Sandwich Grill 
and Woffle Irons 
Automatic Irons 
Heating Pads 
Heaters 


SON-CHIEF ELECTRICS 


Inc. 
WINSTED, CONN. 


Over 30 Years of Appliance Menutecteriag | 

















AUGUST G. BARKOW MFG. CO, 2220S. 49RD STREET, MILWAUKEE, WIS. 


in convenient lengths, on smart 
metal spools for fast and profit- 
able “footage” business . . . well 
known to your trade as the choice 
of leading manufacturers...also 
U-L approved Cord Sets that put 
an end to CORDelirium. 
For exacting uses requiring 
special resistance fo oll, 
heat and light, owr $O and 
$JO cords are supplied with 


Neoprene jackets . . . both 
40% and 60%, 


CORNISH WIRE COMPANY, 


50 Church Street, New York 7. N.Y 
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W: believe that any business that bypasses 
the legitimate independent dealer in the 
appliance, radio and TV industry is bad 
business. Bad for the manufacturer, bad for the 
distributor, and especially bad for the dealer. The 
bypassing may result in an immediate order, at 
a price, but eventually all must suffer. 

We have pointed out fairly plainly that many 
segments of the industry have even ceased to 
pay lip service to the ideal of a strong, integrated, 
responsible dealer body—a dealer body whose 
numerical strength accounts for the bulk of the 
country’s sales volume and whose community 
position makes them indispensable where installa- 
tion and service are concerned. Back door selling, 
with the dealer left out in the cold, is not only 
condoned but fostered. An army of sharpies, out 
for a fast buck, has moved in on both dealers and 
distributors and threatens the existence of both. 

But there is more than one way to bypass the 
dealer. One of these is cloaked in an aura of 
sanctimonious approval because it has been around 
long enough. We refer to direct sales to builders. 
What might have been a perfectly legitimate bus- 
iness, because of the volume involved, has de 
teriorated into nothing more than a common 
racket insofar as many builders are concerned. 

There was a time some few years ago when 
this would not have been important, but with 
houses going up at the rate of a million or better 
every year, it represents a total annual loss of mil- 
lions of dollars in appliance sales to dealers. No 
independent dealer in his right mind, of course, 
expects that his store should be the channel for 
the multiple installations of giant speculative 
builders who put up anywhere from 50 to 500 or 
more houses a year. But the great majority of 
builders actually construct three to five houses a 
vear. The big boys in the business rightly can buy 
direct at quantity discounts; the little fellows 
should rate only a nominal rake-off. 

The worst rub of all is not that the small builder 
seeks and gets discounts at lower than the legiti- 
mate dealer's costs, but that he uses his position 
as a builder to go into direct competition with the 









Are Builders Dealers? 


dealer. He says he is going to put up 50 or 100 
houses; he gets his discount for the major appli- 
ances and kitchen cabinets, and then he builds 
a couple of houses and sells the appliances out the 
back door. He is in business—in the appliance 
business. Because it does not have to be a one 
time deal, he can go on ordering as long as he has 
customers for the goods. And at those prices he 
isn’t lacking for customers. 

One encouraging aspect of the matter is that, 
with the proper approach, something can be done 
about it. Dealers in Seattle, for instance, were 
suddenly and rudely aware of the fact that out of 
20,000 new homes built since the war they had lost 
some 60,000 appliance sales (three per home) in 
addition to sales of hundreds of other appliances 
sold at preferential discounts by the builders to 
friends and other price conscious customers. 

Through the Seattle Appliance Association they 
called on every distributor in town and _ finally 
won a hundred percent agreement to their plan. 
which called for (1) all appliance sales up through 
25 units to be sold by a legitimate dealer to the 
builder at a recommended 15 percent discount; 
(2) sales of 26 or more appliances to be made on 
the basis of an agreement between the dealer, dis 
tributor and builder; (3) the dealer to give the 
builder his choice of appliance, deliver, install and 
service; and (4) the dealer to decide who was a 
legitimate builder. It took a little doing. It took 
initiative, guts, and patience on the part of the 
dealers to do something about a situation, instead 
of just beefing about it. And it took a wise, far- 
sighted attitude on the part of the distributors to 
recognize a wrong and right it. But now Seattle 
dealers are not being bypassed on builder business. 

Co-operation is a hackneyed word. It has lost 
all its punch. But it is the only word we have to 
describe the kind of thing we need in this business. 
It simply means the willingness and courage of 
manufacturers, distributors. and dealers to chew 
over the things that are splitting them apart, and 
try to do something about it. 

If they don’t, the sharpies are ready to take 


over... 


Qureuce Are, 7 


Eprror 
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A page of pointers 
for your sales book 





si help you sell more 
Lovell-equipped washers 


AUTOMATIC SAFETY! with a 
washer equipped with a Lovell Instinctive 
wringer, a slight pull stops’) or releases‘) 
the rolls instantly. You get safety without 
stopping to think. 

1) Instinctive Safety Roll-Stop. Model No. 
(2) Instinciive Safety Release. Model No.""62". 








FAST WORK! No long washing and 
rinsing cycle to wait for. Quick push or 
pull swings the Lovell Instinctive wringer 
to the next operating position. You don't 


CLEAN AND GENTLE! pir: 
normally remaining in clothes gets squeezed 
out by Lovell’s Pressure-Cleansing action. 
See microphotos above. Resilient rolls won't 


DOES HEAVY LIFTING! 4 Lovell 
Wringer takes a lot of work off a house- 
wife’s hands. Its conveyor action does 90‘ 

of the heavy lifting. No more worries about 





have to grope for a position-lock lever. break buttons or jam zippers. 


washday backaches. 













BUILT TO: 


WORK BETTER, 
LAST LONGER! 


“GUARDED TOP’ CONSTRUCTION 


gives housewives added protection. 
HARDWOOD BEARINGS never need 


oiling, won’t stain wash. 


SINGLE LEAF SPRING gives bal- 
anced pressure. 


ALL-STEEL H-TYPE FRAME prevents 
twisting or breaking. 





c_nuN 
COST IS LOW! The price tag's 


smaller on a washer equipped with a Lovell 


CONVENIENT! wich a Lovell- 
equipped washer you can start with dainty 
j things, end up with overalls, all in the 
same suds. Set washing and rinsing time 
| to suit yourself. 
| 

| 





wringer. You also save on soap, hot water, 








electricity and repairs. 








7) PRESSURE CLEANSING {| 


Wr WRINGERS \ 


renee one Lovell Mfg. Co., Erie, Pa, Also makers of gas and electric Drying Units 


WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER... THE BEST ARE LOVELL-EQUIPPED mn 











KELVINATOR 





Fundamentals Are Dynamic! 


in periods of shortages and times of plenty eee 


N good times and bad... 
I there is one dynamic foree that is unchangeable. 

That force is represented by the fundamentals that underlie sound retail 
policies. 

(s a retailer, you know that the right to market any given line of mer- 
chandise in any given territory is, in itself, an empty priv ilege. To possess 
worth, that right must be supported by policies which are conceived with 
your interests in mind... . developed specifically to get results for you. 

This kind of fundamental thinking has been the backbone of the Kelvin- 
ator Franchise through the years and is best expressed by the term “Retail- 
mindedness.” 

Retail-mindedness is forcefully demonstrated under today’s selling 
conditions by these Kelvinator policies: 

@ A Selective Dealer Policy: Kelvinator has adhered through the years 

to a policy providing for an adequate market for every dealer and an 


adequate dealer for every market. 
@ Product Engineering Leadership: Kelvinator has kept its pledge 
of engineering leadership, with such sensations as cold-clear-to-the-floor 
and “*Magie Cycle”* 
@ Retail-minded Promotions: Consistent promotional programs that 
induce action at the point-of-sale . . 


self-defrosting refrigerators. 


. move Kelvinator products from the 
sales floor into the customer’s home. 
@ Sound Retail Sales Training: The famous Kelvinator } ocation-in- 
sales Program is a comprehensive and valuable contribution to securing 
and developing productive retail salesmen. 
@ Verified Value Used Refrigerator Program: A proved Program 
that helps you evaluate trade-ins and sell them at a profit. 
Yes—Retail-mindedness is a fundamental dynamic influence for Kelvina- 
tor dealers. And that is why retailers who hold this Franchise can look 


forward with confidence to the days ahead. *Patent applied for. 


THERE IS A BETTER FRANCHISE... 


IT’s Kichisseator 


THE MOST VALUABLE FRANCHISE 
FREEZERS.. 


ELECTRIC REFRIGERATORS...RANGES... 


DIVISION OF 


NASH-KELVINATOR 


THE APPLIANCE INDUSTRY 
WATER HEATERS...DEHUMIDIFIERS 


CORPORATION DETROIT 32, 








MICHIGAN 


